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Influence building in stigmatized contexts: Women's domestic work as a platform for digital content

INTRODUCTION

‘Good afternoon, my dear people; [ hope everything is
fine and peaceful!! Here, everything was rushed. As you
know, today I got to do a deep cleaning in the living
room, but before that, [ did the basic cleaning (in the
other rooms that [ have already cleaned this week), the
bedrooms and bathrooms” (Feitoza, 2020b). This is how
the influencer Ju Feitoza begins the inviting speech to
her network, illustrated by images of thermoses over-
flowing with dark amounts of dirt, grimy stovetops, and
drains being cleaned. In her profile, which positions it-
self as an “inspiration to take care of the home with love
and dedication” (official profile @jufeitoza), we see con-
tent about the virtuous management of the domestic
environment. The influencer is part of a group of con-
tent producers who call themselves Vizinhas do Insta’
(‘Neighbors of Insta’) that began to connect organically
through the Instagram platform, sharing domestic rou-
tines, secrets, products, and the results of their work.
They represent a community that uses the digital en-
vironment to give visibility to domestic work, which is
usually invisible, unequal, and stigmatized (Bianchi et

., 2000; Madalozzo et al, 2010).

Social networks play an increasingly relevant role
In contemporary communication, facilitating the in-
stant connection between individuals who share sim-
llar social experiences through platforms in which in-
formation can be produced, accessed, and shared in
real-time and globally. By enabling new possibilities
for communication, these platforms have empowered
and brought greater agency to consumers by allowing
Information sharing and networking (Labrecque et al,
2013; McQuarrie et al, 2013). By allowing the forma-
tion of different types of connections and even digi-
tal collectivities (Arvidsson & Calliandro, 2016; Kozinets
et al, 2017), social networks have brought a myriad of
possibilities in the relationship between consumers and
between them and the consumer market (Nascimento
et al, 2020; Scaraboto & Fisher, 2013).

In this network formed by digitally constructed con-
nections, some consumers begin to stand out as figures
of influence and even reach prominent positions that
can bring them closer to the status of celebrities (Erz &
Christensen, 2018; McQuarrie et al, 2013). Digital influ-
encers, with their developed skills, perceived expertise,
and high level of cultural capital, create and share con-
tent on social networks, being distinguished for their
authenticity (Campbell & Farrel, 2020; McQuarrie et al,
2013). In this process, their authentic narratives become
fundamental for building connections with specific au-
diences, amplifying their reach and engagement and
thus allowing these individuals to increasingly influ-
ence the purchasing decisions of their followers (Erz

& Christensen, 2018; Nascimento et al, 2020; Zanette
et al, 2013). Barta et al. (2023) studied the effects of in-
fluencers (considering the type of content and profile
characteristics) on the hedonic responses and percep-
tion of expertise by followers, demonstrating the im-
portance of originality and opinion leadership in con-
tent consumption on social networks.

The literature that investigates the nature and tra-
jectory of digital influencers (Deighton & Kornfeld, 2011;
Dennen, 2014; Drenten et al, 2024; Erz & Christensen,
2018; Miguel et al, 2022; Nascimento et al, 2020;
Tolson, 2010) highlights a series of some tactics used
by content creators to build and consolidate positions
of influence within the audience or community. On
the one hand, influencers seek to develop a sense of
closeness by constructing authentic narratives. Tolson
(2010) identifies some resources used for this purpose,
such as a direct and close discourse (trying to emulate
a face-to-face conversation), use of colloquial vocabu-
lary or a vocabulary more suitable to that audience, the
demonstration of amateurism, the sharing of flaws, and
even grammar mistakes. However, in the context of in-
fluencers on the domestic theme, we see something
that goes beyond ‘face to face.” We have a narrative
of effort, of perseverance in adversity, which glamor-
izes the socially stigmatized practice of domestic la-
bor (Bianchi et al, 2000). These are women who build
voice and authority from the de-invisibilization of this
type of activity through a discourse that is often asso-
ciated with religious values, even without an identified
denomination.

This movement of housewives who share their rou-
tines on social networks is not an isolated phenome-
non. The online publications of the #tradwives, which
refer to a movement of traditional housewives with
a strong presence on social networks such as TikTok
and Instagram, have already accumulated millions of
views. They share their routines of domestic practices,
whether cleaning, decorating, cooking, or engaging in
different types of do-it-yourself activities, anchored in
traditional values of family care and the role of women
as caretakers of the house, husband and children (The
Economist, 2024). The Brazilian reality has an addition-
al bias, not only cultural but also historical and socio-
economic, in the representation of the female figure as
the traditional caregiver of the home (Prandi, 2016). At
the same time, it offers an interesting counterpoint by
showing another face of a domestic routine common-
ly marked by patriarchal ideas and female segregation
from the family environment (Madalozzo et al, 2010).
Here, these housewives evidence their belonging to an
extensive female network of connections, demonstrat-
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Ing skills and relationships of influence that even be-
come sources of income for some of them.

In general, social networks have been a territory
for the circulation of content that oscillates between
entertainment (e.g., lifestyle, beauty, or music) and the
promotion of products for brands (Erz & Christensen,
2018; Gannon & Prothero, 2018; McQuarrie et al, 2013).
However, the literature has been studying the increase
In content production related to consumer ideologies
on digital platforms (Drenten et al, 2024), both in ac-
tivist territories (Scaraboto & Fisher, 2013) and for con-
troversial or even prohibited topics in specific contexts
(Daniel et al, 2018; Drenten et al, 2024; Gupta et al,
2020). It is known that in the context of stigma and
social invisibility, consumers are led to learn produc-
tion practices (Rocha et al, 2020), in which social net-
works usually play a significant role in instrumentaliz-
Ing these skills (Miguel et al, 2022). However, little has
been studied in the context of social networks, profiles,
or influencers that relate to culturally stigmatized prac-
tices beyond contexts related to fashion and religion
(Ajala, 2017; Becheri et al, 2023; Kavakci & Kraeplin,
2017; Sandikci & Ger, 2010) and that assoclate ideas and
narrative resources within the digital environment that
allow transforming historically stigmatized practices
into more socially attractive alternatives. In addition, in
stigmatized contexts, the authenticity of the influenc-
er's content may need to be adjusted to mitigate the
detractor effects of producing content around unval-
ued territories.

Thus, this study aims to investigate how an influ-
encer strategically builds their content platform in a
territory of culturally stigmatized or invisible practices
through narratives that re-signify such practices, thus
creating a leadership position on social networks. In
this sense, we will investigate the transposition of strat-
egies for transforming stigma (Sandikci & Ger, 2010)
to the digital environment and explore new narrative
strategies built in this particular context.

For this purpose, our research was based on a case
study (Yin, 2014) of the digital influencer Ju Feitoza
(@ju_feitoza), a housewife who became one of the
most relevant and influential names within this uni-
verse in Brazil. The influencer’s profile was investigated
longitudinally for approximately four years using the
netnographic method (Kozinets, 2019). As part of the
exploratory interpretive approach, we also observed
the housewives' movement in the digital environment
(the #vizinhas) as a context for the influencer’s profile.

The study presents the ‘Platform for Building
Influence in Contexts under Stigma’, which describes
the steps taken by an influencer who builds her visi-
bility and leadership on social networks. Thus, in addi-
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tion to exemplifying how practices already theorized as
resources for destigmatization outside social networks
were transposed and adapted to the digital territory,
we identified two original and specific strategic stages
in the context of influence in contexts of stigma: the
destigmatization of social identity under stigma and
the construction of leadership itself. Both work to ac-
tivate the community through the reinforcement of
self-esteem and the positivity of the social identity of
the domestic woman.

In the following sections, the literature review will
focus on the resources for building positions of influ-
ence, discussing the literature on influence and pre-
senting the theory on stigma and consumption. Then,
this work's methodology and main results will be pre-
sented with the proposition of the narratives used by
influencers in their process of building influence in the
context of stigma.

THEORETICAL BACKGROUND
The literature considers an influencer as a prominent
user of social networks who creates and shares con-
tent and is regarded as an opinion leader by a specific
audience (Campbell & Farrel, 2020; Erz & Christensen,
2018). Campbell and Farrell (2020) propose classifying
influencers based on factors such as the number of fol-
lowers, level of expertise, and perceived cultural capital
(whose level would be higher as the influencer’s reach
increases), authenticity, and accessibility (characteris-
tics that would be higher at the beginning, with a lower
reach of followers). The emergence of new digital plat-
forms with more possibilities for interaction, inclusion,
and content sharing was made possible by technolog-
ical affordances (Kozinets et al, 2021), and it is related
to the exponential increase in the importance of so-
cial networks in the sharing of information between
consumers and the influence on the purchase deci-
sion-making process, generating several studies on the
phenomenon of influence (Barta et al, 2023; Campbell
& Farrel, 2020; Erz & Christensen, 2018; He et al, 2022;
Nascimento et al, 2020; Zanette et al, 2013).

Conversely, the influencer is at the center of a proj-
ect to build cultural relevance, either through integra-
tion with consumer communities or through the pro-
duction and promotion of content linked to consumer
ideologies on digital platforms (Drenten et al, 2024). In
this sense, influencers not only play an economic role
in influencing purchasing decisions (Nascimento et al,
2020), but they also affect the diffusion of diverse ide-
ologies (Rosenthal & Airoldi, 2024; Scaraboto & Fisher,
2013).

In the following sections of the literature review, we
will discuss the formation of the influencer and their
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strategies and tactical resources for building relevance
and engagement. We will then discuss the cultural and
ideological role of influencers. Finally, we will present
the theoretical discussion on domestic work and con-
sumption practices in stigmatized contexts.

The influencer and the connection building with
the audience: From audience to community

In their research on fashion blogs, McQuarrie et al
(2013) discuss the potential ‘'megaphone’ of virtu-
al platforms that give voice to ordinary consumers to
reach large audiences. According to the authors, the
beginning of the trajectory of these content creators
would be focused on building a community with their
followers through frequent interactions, which would
result in the accumulation of social capital. However,
displaying high-valued tastes and perceived expertise
would lead them to leadership positions, transform-
Ing them from ordinary consumers into experts and
opinion leaders, converting them into economic and
social capital through audience growth. Later research
discussed the formation of communities around con-
tent creators in digital media, proposing that bloggers,
YouTubers, and other influencers form communities
around themselves (Dennen, 2014; Gannon & Prothero,
2018; Kozinets et al, 2010; Miguel et al, 2022).

Some recent studies also bring discussions about
different formations on digital platforms based on their
technological possibilities and restrictions, either by al-
lowing greater consumer agency in their relationship
with brands and the consumer market (Kozinets et al,
2021) or in the development of relationships based
on networks or communities of practice in digital en-

Table 1. Mapping content creator’s tactics.

Tactics Goals

Relationships with brands as external recognition
milestones in the influencer’s trajectory, whether
through the received products, partnerships, or
advertising.

Brand endorsement

- Transmission of veracity to the audience in the
sharing of their ‘authentic self.’
- Building connections with the followers.

Speech of authenticity

- Discourse of ‘normality’ as a resource to get
closer to the audience.

- Construction of the image of the content creator
as an ordinary person (‘ordinariness’) through the
domestic environment shared and the message
portrayed about herself/himself in the content.

Intrinsic ordinariness

- Construction of the influencer’s positioning

and development of influence from the display of
knowledge repertoire and practices that highlight
the creator as an expert in a specific field of
knowledge but maintain elements of colloquiality
that bring them closer to the ordinary consumers.

Demonstration of
expertise (‘ordinary
experts’)

vironments (Kozinets et al, 2017; Miguel et al, 2022)
or even in social formations without community ties
and connections between thelr members (Arvidsson &
Calliandro, 2016). In Arvidsson and Calliandro's (2016)
research on brand public, the authors discuss how con-
sumers share common interests by the means of me-
diation practices, in this case, an interest in the Louis
Vuitton brand that manifests itself through hashtags
associated with the brand. Considering the relation-
ships that develop between the influencer, their audi-
ence, and the market system from digital platforms, it is
necessary to investigate further the narratives present
in the connections between these actors within an in-
tegrated perspective of the development of influence
relations. Understanding this process of influence con-
struction becomes particularly relevant in stigmatized
contexts in which society (or part of it) does not value
or has a prejudiced view of certain practices, leading to
a potential lack of interest in this content.

Strategic trajectory of influence: Tactics for
building connections with the audience
Considering the current literature that investigates
digital influencers and their trajectories of develop-
ment of blogging practice (Deighton & Kornfeld, 2011;
Dennen, 2014; Erz & Christensen, 2018; Miguel et al,
2022; Nascimento et al, 2020; Tolson, 2010; ), it is pos-
sible to identify a series of tactics, that is, resources and
practices that are used by content creators as a basis
for building their strategy and consolidating influence
within the audience or community, consolidated in
Table 1 and detailed in the following subsections.

Practices and resources used Literature

Posts with reviews and/or product
recommendations (even without a commercial
relationship), announcements of partnerships with
brands with the demarcation of posts through
#publi, partnerships, product collections in
collaboration with a particular brand (‘collabs’), or
exclusive product lines.

- Direct discourse ('face to face’)

- Purposeful demonstration of amateurism, sharing
minor flaws, and using vocabulary directed at the
public, including grammar mistakes.

- Demonstration of vulnerability by sharing
moments of pain, failures, or problems.

- Sharing of bloopers, objects falling or missing
from the scene at the time of the video.

- Moments of approximation with the reality of
most people with a ‘real life’ discourse.

- Sharing videos synchronously, without editing,
showing events in real-time.

- Tutorials in the form of a carousel of images or
videos with the demonstration of knowledge and
skills.

- Indication and reviews of products and services
and opinion content on various subjects.

Erz and Christensen
(2018); Nascimento et
al. (2020)

Tolson (2010); Deighton
and Kornfeld (2011);
McQuarrie et al. (2013);
Miguel et al. (2022); He
et al. (2022); Barta et al.
(2023)

Deighton and Kornfeld
(2011); McQuarrie et al.
(2013); Arsel and Zhao
(2013); He et al. (2022)

Tolson (2010); Erz and
Christensen (2018);
Nascimento et al.
(2020); Barta et al.
(2023)

Note. Elaborated by the authors.

BAR, Braz. Adm. Rev., 21(Suppl.), €240125, 2024.

[ R



https://creativecommons.org/licenses/by/4.0/

F. P. Fracalanzza, R. D. Campos, M. C. Suarez

The use of brand relationships as

landmarks of external recognition

If, in the development of influence trajectories, relation-
ships with brands can compromise authenticity (Tolson,
2010), they can also indicate a changing position of the
influencer. At the beginning of the trajectory of influ-
ence, brands are used as resources for experimentation
(Nascimento et al, 2020) related to self-expression and
dentification (Erz & Christensen, 2018) and as resources
for producing content. When more effective business re-
lationships emerge, such as products sent to influencers
by brands and other commercial partnerships, a transition
begins in which the blogger starts to be seen as relevant
in the marketing system and begins to see a possibili-
ty of making a profession out of it based on the finan-
cial gains from these actions, particularly in fashion and
beauty contexts (Erz & Christensen, 2018; Nascimento et
al, 2020; Scaraboto & Fisher, 2013).

According to Nascimento et al (2020), in this stage
of professionalization, influencers begin to participate
in brand actions with other content creators and gain
greater visibility from the public. For the authors, to the
extent that the influencer becomes a human brand, influ-
encer-brand relations become closer to those with tradi-
tional celebrities (Nascimento et al, 2020).

The authenticity discourse as a resource

for validating the online persona

Authenticity is an issue of great relevance in the narra-
tives of digital influencers (Miguel et al, 2022). Deighton
and Kornfeld (2011) use Goffman’s (1959) concept to dis-
cuss the dramaturgical performances associated with
blogging practice when investigating the building of its
audience. According to the anthropologist, authenticity is
restricted to private and intimate spaces, so any individu-
al in a public exhibition situation would not be authentic
but rather represents a persona that does not correspond
to their true identity (McQuarrie et al, 2013).

It can be inferred that bloggers combine cultural re-
sources and dramaturgical aspects to build their online
personas and then stage aspects of their lives that are
shared on digital platforms, omitting from their discours-
es problems and challenges faced while bringing curios-
ity about other personal aspects to keep their audiences
engaged and interested. In this way, blogging practices
would be “interactive performances through which au-
thors perform their lives in the eyes of others” (Deighton
& Komfeld, 2011, p. 147).

In an attempt to convey a more authentic image to
thelr audience, Tolson (2010) identifies some resources
used by bloggers as tools to build authenticity in the pro-
duction of content, such as direct speech made with a
language appropriate to that audience, demonstrations

) SR

of amateurism, and even some language errors on pur-
pose. The challenge of this strategy is that the existence
of commercial relationships can impact authenticity,
since even if the content seems spontaneous, the com-
mercial involvement of the content creator with market
actors can affect the authentic performance of that indi-
vidual (authentic self) (Tolson, 2010).

‘Ordinariness’ and the demonstration of expertise

as resources to be close to the audience

‘Intrinsic ordinariness’ is in the literature as an essential
aspect for building a connection with the audience by
bringing content creators closer to their audience in a
way that is different from the more traditional and distant
relationship between celebrities and fans (Arsel & Zhao,
2013; Deighton & Kornfeld, 2011; McQuarrie et al, 2013).
Building the image of the content creator as an ordinary
person (ordinariness’) can be developed not only by the
domestic environment shared but also by the message
that the content creator shares about themselves in the
content. Minor bloopers, for example, or missing objects
In the scene that lead the content creator to apologize
are elements that bring this sense of normality related
to the ordinary person and work as a strategy to get the
influencer closer to their followers (Deighton & Kornfeld,
2011; McQuarrie et al, 2013).

The relevance of content creators is also being
worked on as they begin to diversify their repertoire and
start to share their competence discourses, position-
ing themselves as ordinary experts and adopting forms
of discourse traditionally associated with a role of ex-
pertise mixed with elements of colloguiality that bring
them closer to ‘ordinary consumers’ (Tolson, 2010; Erz &
Christensen, 2018). This perception of the content cre-
ator as an ordinary consumer with a high level of exper-
tise then helps consolidate the leadership position in that
collectivity (McQuarrie et al, 2013).

Women's domestic work and consumption
practices under stigma

Domestic work 1s a “set of activities carried out to handle
part of the family responsibilities that are circumscribed
to the domestic and the family arrangement contained
therein” (Bruschint & Ricoldi, 2012, p. 263). This definition
encompasses meal preparation, household cleaning, and
home maintenance. Domestic work is generally seen
as a valueless activity because it is not directly linked to
production and is not a paid activity (Blay, 1975). It has
historically been associated with women in the roles of
caregivers of the home and family and as a form of af-
fective work (Oksala, 2016). Nowadays, even though we
have growing female participation in the labor market
(Instituto Brasileiro de Geografia e Estatistica, 2014), do-
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mestic activities are still linked to women (Prandi, 2016)
and carry meanings of gender inequality, devaluation,
overload, and invisibility in the domestic environment,
configuring themselves as spaces of stigmatization.

There is a movement, however, that defends the role
of women dedicated to domestic life and the care of
the home and family. This movement has dramatically
grown on social media platforms, with the increase in
women who share and value their domestic routines as
housewives, the so-called ‘tradwives' (The Economist,
2024). By sharing private spaces in the online environ-
ment, these women can monetize practices that were
previously invisible and devoid of value linked to moth-
erhood and domestic routine (He et al, 2022) and even
(re)produce ideological discourses associated with con-
servatism, heteronormativity, and the division of roles by
gender in which men must act as providers and women
as caregivers of the home and the well-being of the fam-
ily (Sykes & Hopner, 2024). Thus, while the role of wom-
en in domestic activities may be seen in a stigmatized
waly by society, for some women, this seems to be seen
differently. According to Sykes and Hopner (2024), trad-
wives can be considered a subculture that uses different
platforms to disseminate right-wing conservative ideolo-
gies anchored in religious and political values while mon-
etizing their content through commercial partnerships
with brands or even in the creation of online businesses
aligned with an expansion of the tradwife subculture.

The literature defines stigma as a socially attributed
attribute that profoundly devalues an individual, mak-
Ing them a devalued and invisible member, reproducing
structural inequalities (Goffman, 1963; Sandikcl & Ger,
2010). In this research context, the role of domestic man-
agement, structurally attributed to women, has histori-
cally been a territory of invisibility and demerit for those
who performed it (Prandi, 2016). We can point to other
territories related to race (Rocha et al, 2020) and religion
(Ajala, 2017; Becherl et al, 2023), where stigma perme-
ates individuals’ consumption experiences.

Recent studies, such as Ajala (2017) and Becheri et al.
(2023), discuss the growth of modest fashion related to
specific religious limitations, which are often seen in a
stigmatized way by groups in society as being oppressive
to women and their bodies. By investigating the growth
of Islamic fashion, especially among younger women,
Ajala (2017) discusses the existence of hybrid practic-
es that connect secular and religious values with neo-
liberal and postmodern forces related to consumerism
and the search for individualization. Becheri et al. (2023)
show how social networks can act in this process by
investigating the social network Instagram as a media-
tion platform that creates spaces for interaction between
different actors, connecting religious values, meanings,

practices, and objects to individuals. In this sense, when
investigating hijabista influencers (a term that mixes hijab
and fashionista), Kavakci and Kraeplin (2017) also show
that, despite possible political or religious limitations, the
virtual environment appears as a terrain that favors the
construction of virtual identities or personas, elevating
ordinary consumers to positions of prominence and in-
fluence that (re)negotiate meanings associated with cer-
tain traditional practices.

Processes of destigmatization of practices associated
with consumption have been discussed in the literature
in three main ways. The first is related to a search for so-
cial acceptance and the reestablishment of positive val-
ues associated with consumption, as in the research by
Sandikct and Ger (2010) on resignifying the use of the veil
(traditionally associated with religious and cultural prac-
tices) in the fashion sphere. In this process of transforming
stigma into fashion in which conventional notions about
dentity, oppression, and freedom are challenged, stages
were observed such as the formation of a community,
personalization, and aestheticization of the practice of
wearing veils, adding meanings of beauty and good taste
to its routine use. In this way, an approximation between
the modern and the traditional is sought, and in this pro-
cess, there is a change in the stigma assoclated with this
practice.

The second stream of research discusses seeking in-
clusion in the consumer market in contexts where con-
sumers feel excluded or unserved. Scaraboto and Fisher
(2013) investigated plus-size fashion consumers (fatsh-
ionistas) who do not find options in the market and who
eventually modify market dynamics through the devel-
opment of a collective identity made possible by online
platforms, which allows the questioning of practices and
the emergence of institutional entrepreneurs who start
to offer new options. Rocha et al. (2020) also investigated
social stigma contexts when investigating black women
who face market invisibility when they do not find spe-
cific products for their hair type. The authors discuss the
emergence of an involuntary prosumption due to the
absence of market options, which is related to the pro-
cesses of resignification of curly hair and the develop-
ment of specific skills and competencies.

Finally, controversial contexts were also researched
in the digital environment related to sharing ideolog-
lcal views and seeking acceptance of certain practic-
es (Drenten et al, 2024; Rosenthal & Atroldi, 2024). The
sharing of morality discourses (Rosenthal & Airoldi, 2024)
and consumer ideologies occurs through curation tac-
tics related to consumption practices and the sharing of
meanings (Drenten et al, 2024). In thelr research on gun-
influencers, Drenten et al. (2024) discuss the use of glam-
orization tactics and demystification of practices at the
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same time that there is a movement of tribalization with
the formation of a collective of consumers who share
the same values and associated meanings. The authors
also discuss processes of victimization in which individu-
als feel oppressed and wronged by society for having an
identity as defenders and consumers of weapons.

These studies demonstrate that influencers are cul-
tural operators, sharing therr consumption ideologies
through digital platforms and renegotiating cultural
meanings. Thelr narratives affect sensibilities, roles, and
social movements through the diffusion of diverse ide-
ologies (Drenten et al, 2024; Rosenthal & Airoldi, 2024).
Therefore, iIn consumer markets under stigma, we see a
theorization that shows how influencers act to change
patterns, representations, and even market offers from an
activist content platform. Their effort to re-signify occurs
through criticism, the demand for inclusion, and com-
plaints against the prejudice (Scaraboto & Fisher, 2013).
However, in the context of domestic work, the focus
of this research, we see a particular role of influencers
as cultural operators in a context of stigma who do not
complain, criticize, or even victimize themselves, but
rather act in appreciation of criticized behaviors. In the
following section, we will then present the methodolog-
ical procedures of this research.

METHODOLOGY

Considering that this study aims to investigate how influ-
encers embrace culturally stigmatized practices to build
thelr opinion leadership on social networks through
content platforms, the methodology used in this work
followed a longitudinal netnographic approach applied
to a case study (Kozinets, 2019; Yin, 2014). Netnography
1s a method that uses qualitative research techniques
and ethnographic methods within a cultural perspec-
tive to collect, analyze, and understand online traits, net-
works, and other data collected through social networks
(Kozinets, 2019). Given the focus of netnography on on-
line traces, this approach offers the possibility of investi-
gating the process of both realization and shared exhibi-
tion of the practice on social networks.

When searching for posts related to cooking on the
social network Instagram, publications were found with
the hashtag #vizinhas (#neighbors), which seemed to
be used as a mechanism of interaction and identification
by a group of women. At the beginning of this research
project in 2018, this hashtag accounted for more than
238 thousand publications on Instagram alone and con-
stantly appeared associated with similar hashtags (eg.
#vizinhasdolar  [#homeneighbors],  #vizinhasdoinsta
[#neighborsofinstal).

Thus, the investigative phase (Kozinets, 2019) of data
collection began, which lasted from March to July 2018
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and resulted in the collection of more than 250 posts us-
Ing the hashtag #vizinhas (#neighbors). From then on,
it was noticeable the existence of a network of women
who, through personal profiles or usernames that includ-
ed words related to the domestic environment, such as
casinha (house), apartamento (apartment), and lar (home)
(among others), shared in their profiles the routines of
daily domestic practices, along with recipes and inspira-
tions for the housewife. This network of women includ-
ed many personal profiles of nano and micro influence
(Campbell & Farrel, 2020) and some profiles that differed
by having between 300 and 550 thousand followers.

In the second stage of data collection, in the inter-
active phase (Kozinets, 2019), 27 profiles were identi-
fled and began to be monitored by the researcher. The
research followed the qualitative criteria suggested by
Kozinets (2019) for netnographic research — relevance
to the researched topic, activity, interactivity with its au-
dience, diversity of profiles, and richness of information.
Considering the ethical issues in searching for profiles on
social networks, we also considered whether they were
public and verified profiles.

After approximately three months of following, how-
ever, it was noticed that there were three types of pro-
files: (1) private and public profiles with few followers
that occasionally posted content related to domestic life,
(2) nano- and micro-influence profiles that acted in an at-
tempt to establish relevance and influence, and (3) meso-
and macro-influence profiles that already had greater
frequency and professionalism in content production. In
this third group, it was noticed that the Instagram profile
of content creator Ju Feitoza (@ju_feitoza) differed from
the others by profile size, high frequency of posts, as well
as the use of influence-building tactics beyond what was
seen in other profiles, resulting not only in the constant
Increase in the number of followers but also in the high
engagement of her publications, relationship building
with brands and discourses of appreciation of the house-
wife identity, which was shared by other women from
that community on the social network. Thus, we opted
for the case study (Yin, 2014) of this profile to understand
the process of building a position of influence in a con-
text of stigmatization, as in the case of these housewives.

Juliana Feitoza is a 34-year-old content creator living
in the city of Recife (in Pernambuco, Brazil), married, and
a mother. In her profile, she describes herself as “Juliana
Feitoza | Home Tips. [ inspire you to take care of your
home with love and dedication. Organization | Table Set |
Recipes and real life.” In May 2018, her profile had 232,701
followers; iIn May 2022, this number increased to 515,833
followers, and at the end of 2024, it was nearly 735 thou-
sand, currently being the profile with the highest number
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of followers among the profiles surveyed in this segment
of profiles directed to the domestic routine.

Thus, considering the criteria of Kozinets (2019) and
the relevance of the profile within this universe of house-
wives' profiles on Instagram, we chose this influencer
to investigate the process of building narratives of influ-
ence through a longitudinal netnographic research. From
choosing the profile, the immersive phase (Kozinets,
2019) of data collection occurred from May 2018 to May
2022. In addition to the profile @ju_feitoza selected for
the case study, the researcher also started to follow pro-
files of brands that partnered with this influencer, profiles
related to cooking and domestic practices, and profiles of
other content creators and followers who interacted with
the profiles selected for this research.

Regarding the researcher's immersive engagement
(Kozinets, 2019) with these profiles, not only the con-
tent generated was considered but also the comments
of followers and other messages exchanged with con-
tent creators in the posts. Textual and visual posts shared
In captions, hashtags, mentions, simple images, image

Table 2. Data collection.
Stage Periodicity

Description of activities

carousels, stories, reels, short videos, and long videos on
Instagram pages were collected. The first author moni-
tored the profile daily, and the criteria for selecting data
for analysis were related to the research objective, which
was the sharing of daily practices and discourses shared
by the influencer, besides interactions with her followers.

The data collected accounted for 1,587 screenshots
of content posts and comments. In addition, about 50
videos published by the influencer were watched, either
In stories, reels, or long videos, with more than 90 min-
utes of material. An immersive field diary (Kozinets, 2019)
was also kept, which included 32 pages of notes on the
videos posted, stories (video resources that disappear
in 24 hours), and lives during this period, in addition to
the researchers’ perceptions over the time of analysis of
this material. Only publicly displayed data from the social
network was collected (Kozinets, 2019), which did not
require permission to access. All the data collected was
saved in a Google Drive folder with restricted access by
the authors. The longitudinal data collection process in-
volved three phases, briefly described in Table 2.

Types of data collected Amount of data collected

Familiarization with

the context, thematic
definition, understanding

Monitoring context-related
hashtags and collecting posts

Phase 1 — Pre-field 2018-2019 of the dynamics of posting, from different profiles for 317

establishment of criteria, and investigative diving into the

selection of the profile to be researched context.
investigated.
i Immersion in the selected ) .
Phase 2d—lS.trlateg|c field 2020 profile and establishment of a First data collection from 381
efinitions . posts.
data collection strategy.

The data collection Follow-up of stories, posts,

Phase 3 — Field 2021-2022 phase itself following the and interactions with weekly 889

procedures of Kozinets (2019)  data collection and monthly
in a systematic way.

grouping.

Note.Elaborated by the authors.

The analysis procedures followed the protocols sug-
gested by Thompson (1997), involving a two-stage inter-
pretative process: a cycle of intratextual analysis, in which
the posts and descriptions of videos were read to un-
derstand more general meanings, and the images went
through a first phase of analysis, categorizing this materi-
al according to the theme addressed. The main objective
of the next intertextual stage was to make comparisons
and contrasts, identifying emerging patterns and creating
codes. Considering the hermeneutic circle (Thompson,
1997), we sought to understand this phenomenon con-
sidering a historical and cultural contextualization related
to this context of the role of women in the domestic rou-
tine, as well as existing studies on the phenomenon of
digital influencers for constructing a reference panorama.
Through these procedures, the objective was to identify,
within specific sociocultural contexts, narratives relat-

ed not only to an individual identity project but also to
processes of manifestation of desired identities and their
associated meanings through consumption (Thompson,
1997).

The initial coding process then identified the main
themes and the associated meanings. The main topics
found in this stage were cooking, cleaning, motivation-
al, DIY, lifestyle, decoration, personal content, and rela-
tionship with brands. A series of sub-themes were also
ldentified for each theme. Then, an iterative process of
comparisons and contrasts between the data and the lit-
erature was carried out in successive rounds of analysis
(Kozinets, 2019; Thompson, 1997). This iterative process
of comparison and contrast allowed the identification of
four strategic steps in the digital environment used at dif-
ferent times to build influential leadership. These results
will be presented in the following section.
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RESULTS

This research demonstrates the development of a plat-
form of influence in stigmatized contexts that acts in the
resignification of practices and operates through four
narrative strategies of destigmatization and construc-
tion of influence in the digital context: (1) construction
of a sense of community, (2) authenticity under stigma,
(3) destigmatization of social identity, and (4) entrepre-
neurial leadership. These narratives will then be present-
ed in the following sections.

#vizinhasdoinsta: Building a sense of community
The Vizinhas do Insta (Neighbors of Insta) are house-
wives who created online profiles and began to connect
organically through the Instagram platform, sharing on
their pages content related to their domestic routines, in-
cluding recipes, product recommendations, and step-by-
step cooking, cleaning, and even handicraft activities, as
well as tricks and tips. In their discourses and publications,
they call themselves neighbors,” referring to a terminolo-
gy used to refer to people who live geographically close.
In their publications, they add hashtags such as #vizinhas
(#neighbors) or #vizinhasdoinsta (#neighborsofinsta), in
addition to other possibilities made available by the digi-
tal platform such as posts on the profile page, videos us-
Ing features from the platform such as stories, reels, IGTV,
and lives (Shamayleh & Arsel, 2021), using these resourc-
es to find other people who think in a similar way, build-
Ing a network of connections and mutual support.

Only recently has the digital influencer phenomenon
been discussed as a community formation (Gannon &
Prothero, 2018; Miguel et al, 2022). Although they point

to forms of online engagement such as likes and com-
ments in building relationships among their members
(Miguel et al, 2022), especially in communities of prac-
tice using social networks such as Twitter (Gilbert, 2016;
Lewis & Rush, 2013; Roland et al, 2017; Rosell-Aguillar,
2018), little is discussed about the narrative strategies
used by content creators in the construction of their role
of influence in these collectivities.

The analysis of the data collected in this research sug-
gests the formation of a sense of community that be-
gins with the organic movement of naming themselves
neighbors’ as representative of this group of women who
connect and share their domestic routines on Instagram.
Elements were found that highlight the characteristics of
communities of practice (Wenger, 1998), such as a top-
ic of common interest (the domestic life), shared reper-
toire (expressions, jargon, and terminologies), and forms
of engagement (shares, likes, mentions, and comments,
even among the followers themselves).

As in other stigmatized contexts, such as veiled wom-
en (Sandikci & Ger, 2010), fatshionists (Scaraboto & Fisher,
2013), and guninfluencers (Drenten et al, 2024), commu-
nity formation appears as a fundamental step in enabling
the connection of individuals who share the same mean-
Ings, ideologies of consumption, and similar practices.
In the case of the Neighbors of Insta, the sharing and
learning of domestic activities generate a connection be-
tween these women anchored in religious values, in the
caring for the family, and the feeling of gratitude for being
able to do so. Domestic routines are shared through daily
posts on the profile and via the stories feature, as shown
in Figure 1.

Source: Feitoza (n.d.). Mosaic of images taken by the authors from the official profile @ju_feitoza on October 11, 13, and 14, 2021.

Figure 1. Domestic routine.
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The posts start with the preparation of breakfast and
the planning of the day’s tasks. Other activities, such as
personal care, handicraft practices, and do-it-yourself, are
added to these activities, thus forming a ‘virtual diary” of
the daily domestic routine until the end of the day. In the
following text of a publication about her activities for the
day, Ju Feitoza shares all the tasks performed with details
of the products used and a motivational message about
the effort rewarded by the result of the clean and fragrant
house, in addition to the feeling of duty accomplished.”

“The kitchen is all ready and organized, and the smell
of cleanliness... wow (sic) good thing!! Wow, my dears
today was hard. I did many things to be freer tomor-
row, it was a very productive day. Thank God, I'm
thrilled when I can execute everything I planned for
the day; that feeling of accomplishment... It's so good!

Today, I cleaned the fridge and to clean that and other
things in the kitchen [ use my #misturatopdajufeitoza
(#topmixtureofjufeitoza). It is simple and fast, it leaves
everything white without grease, and makes clean-
Ing easier. [ took advantage of the fact that I removed
things from the fridge and have already cleaned the
floor behind it and the stove. I cleaned the stove and
oven, used only steel wool, stone soap, and in the
glass [ used alcohoal to finish the cleaning. The floor, [
washed it with detergent and then with chlorine gel.
Think of the good smell here...

#apertaobotaodadisposicao (#pressthegoodmood-
button) and believe me, not all storms come to dis-
rupt our lives

#cozinhalimpa #cozinhaorganizada #tudosimples
#tudocheiroso #rotinadedonadecasa #amomeular
Hesposavirtuosa #quarentena #cheirinhodelimpeza

#limpezapesada  #donadecasaeusou  #vidareal’
(#cleankitchen #organizedkitchen #everythingsim-
ple #everythingsmelly #housewiferoutine #lovemy-
home #virtuouswife #quarantine #smellofcleanliness
#heavycleaning #housewifelam #reallife”)

Publication of the official profile @ju_feitoza on April
30, 2020 (Feitoza, 2020e).

The shared repertoire is one of the leading commu-
nity dimensions and is related to the type of content,
language, practices, and tools (Wenger, 1998). In the con-
text investigated, the language used is simple, colloquial,
and sometimes religious. Some women in this group are
also micro-influencers (Campbell & Farrel, 2020), content
producers or aspirants, and have profiles whose names
refer to domestic life using identification words such as
casinha (home), apartamento (apartment), and lar (home).
These profiles also share their domestic routines and
play an essential role as commentators (Dennen, 2014),
bringing engagement to the influencer through likes
and comments on their publications and moving this
network of relationships. In addition, these profiles often
use Instagram’s mentions feature to tag the influencer’s
profile by reproducing her tips and recipes, seeking influ-
encer recognition, and attracting visibility to their profile
(Dennen, 2014).

Among the jargon and terms shared in this commu-
nity, there is some vocabulary specific to this group used
by content creators and followers in their posts. Geladeira
plim (plim refrigerator), for example, refers to the day of
cleaning the refrigerator, including the inside part with the
drawers and shelves; mixture’ refers to the mixtures of
cleaning products that they make to maximize the clean-
Ing process or finish environments; the expression meus
ajudantes’ refers to appliances, accessories, and cleaning
products used in the domestic routine.

Source: Feitoza (2022). Text of the publication: “Good morning, good morning, loves. Can | introduce you to my new helper? You know ..., | didn't give anything
for these robot vacuum cleaners, and after a week of use, I'm amazed at the efficiency of this little thing; it is so small, but it is helping me so much in my routine.

... Now, let's choose a name for our helper. Can you help me?”
Figure 2. The new helper.
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In the post (Figure 2), in addition to introducing the
new helper, the influencer also takes advantage of the
speech to encourage engagement by calling on fol-
lowers to help her name it, personifying that device.
It is also possible to notice that there are grammati-
cal and typing errors in two moments of the video. It
1s known that grammatical errors and minor flaws in
the content (in the sound, subtitles, etc.), added to a
speech in an informal conversational tone, as in a face-
to-face conversation, are factors that contribute to
the process of building the authenticity of the content
creator through amateurism by bringing the influenc-
er and audience closer, as discussed by Tolson (2010)
and Deighton and Kornfeld (2011). Thus, although it is
not clear what the influencer’s intention is, it is possible
to see the connection that this more colloquial speech
brings between the influencer and her target audience.

Hashtags also appear as an essential linguistic re-
source (Zappavigna, 2015) in forming a sense of
community. This research corroborates the view of
hashtags as communicative resources (Erz et al, 2018)
and mediation devices (Arvidsson & Calliandro, 2016)
but expands the functions performed by these devices
and their importance in building positions of influence.

In this sense, mediation and community aggrega-
tion hashtags were found as signposts of this shared
ldentity (#vizinhasdoinsta [#neighborsofinstal, #viz-
inhasdolar  [#homeneighbors], #donadecasaeusou
[#housewifelam], #esposavirtuosa [#virtuoswife]), but
hashtags have also been used with other functions,
acting as markers of shared values (#gratidaosempre
[#alwaysgratefull, #vidareal [#reallife]) and practices
that are signaled and valued by this group (e.g., #quar-
tolimpo [#cleanbedroom], #limpezapesada [#heavy-
cleaning], #geladeiraorganizada [#organizedfridge]), as
in the following publication:

"Here comes the lunch, full of carbohydrates, love,
and affection, too.

Good afternoon, my loves. It's half week, and I'm
already in that rush that you already know. Today,
there is a simple and very fresh lunch. I made pan-
cakes with ground beef filling #panquecasdajufeito-
za (#pancakesofjufeitoza). The recipe is in the last
photo ...

#panquecasdajufeioza (#pancakesofjufeitoza)
#Receitasdajufeitoza (#recipesofjufeitoza) #comi-
dasimples (#simplefood) #comidacaseira (#home-
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mademeal) #donadecasafeliz (#happyhousewife)
#gratidaosempre (#alwaysgrateful) #cozinhasim-
ples (#simplekitchen) #organizagcdo (#organiza-
tion) #gratidaopeloalimento (#gratitudeforfood)
#rotinadedonadecasa (#housewiferoutine) #lar-

docelar (#homesweethome)” (Feitoza, 2020Db)

Thus, in addition to the self-promotion function
described by Erz et al. (2018), hashtags in this context
perform other roles, such as constructing a shared col-
lective identity and community values.

Authenticity under stigma

The second strategic narrative of transforming a stig-
matized activity into a process of influence-build-
Ing involves perceived authenticity. The construction
of authenticity in the context of stigma is related to
demonstrating mastery of a repertoire of practices
recognized and valued by followers. In addition, this
exhibition is carefully staged to become seemingly
natural but arouses curiosity, desire, and wonder. The
construction of authenticity under stigma occurs (1) by
demonstrating superior expertise in shared practices
and (2) through the aestheticization of practices. This
type of resource was already discussed in the research
of Sandikci and Ger (2010) in the process of glamoriz-
ing the use of veils and personalizing them, as well as
in the display of weapons made by the guninfluencers
(Drenten et al, 2024) by seeking acceptance of their
worldview on the carrying and use of firearms. The
researched context, however, shows a process of aes-
theticization of certain practices that are generally not
shared (especially on social networks) because they are
related to the privacy of each family and because they
involve messy places and dirt: washing toilets, sinks
full of dishes and ovens with grease, sweeping floors,
washing dirty clothes, among other activities.

In the context investigated, the display of these
valued competencies signals a leadership position,
differentiating the members of that group (Maciel &
Wallendorf, 2017), while the aestheticization of specific
tasks acts on the desirability of that practice, transform-
Ing daily tasks into activities to be replicated, praised,
and accompanied by an inspirational discourse. Thus,
the influencer positions herself in an educational role,
teaching the 'how to" through videos and images of
each process's stages, as seen in Figure 3. Her followers
ask questions, praise, and share their perceptions about
executing those activities.
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Source: Feitoza (2021a). Text of the publication: “We learn so much by watching LIFE!! Good morning, good morning, precious loves, how are you??? Around
here, always keeping the Faith on another day with lots of gratitude! It's cold today, but there's already coffee to warm up and some white and fragrant dish towels
drying on the balcony. ... I'll leave it here how do | make my dish towels white and clean without the use of chlorine, okay:

First, | like to remove the bulk of the dirt or grease with laundry soap; | pass it on, scrub it, and rinse. | put them all in a basin, | put soap powder or liquid soap, a
measure of bicarbonate (I use it a lot in my cleanings because it is naturally bactericidal). And a measure of the turbinated mixture, | soak it in boiling water, since
it activates the bicarbonate to act on the fabric and remove the grease. ... If you don't know the turbinated mixture, look here: #misturaturbinadadajufeitoza
(#turbomixofjufeitoza), and you will see how to do it. You will fall in love with what this mixture does. #limpezadospanosdepratosdajufeitoza
(#cleaningdishclothsofjufeitoza) #paninhosbranquinhos (#whitecloths) #dianublado (#cloudyday) #meiousemana (#halfweek) #cheirinhodelimpeza (#
smellofcleanliness) #horadocafe (#coffeetime) #donadecasafeliz (#happyhousewife) #amomeular (#lovemyhome) #rotinadedonadecasa (#housewiferoutine)

#tudolimpinho (#everythingclean) #tudobranquinho (#allwhite) #dicasdajufeitoza (#tipsofjufeitoza)

Figure 3. Step-by-step cleaning.

In the post of Figure 3, the content creator shares her
process for doing the laundry, including the best products
for each stage and the tricks and mixtures that she uses as
differentials to bring a superior result. Each step is shared
through photos and videos, in addition to appearing in
the stories of that day. It is also possible to see that even
In routine cleaning activities, the issue of aestheticization
already occurs in the photos taken by the content creator
with the clothesline tidy, products organized, nails done,
and the cup of coffee. The room to be cleaned is already
tidier and more organized. Intimate and private environ-
ments that are not usually publicly displayed, such as
bathrooms, are also featured in publications about home
cleaning. In the publication of Figure 4, it is possible to see
how the influencer shares cleaning the bathroom, with
photos of the process and a description of the steps and
products used in each step. This type of content helps
build the influencer’s authenticity by sharing a practice
that 1s usually undervalued (such as washing the tolilet,
for example) but, in this case, puts the influencer on the
same level as other housewives and generates a sense
of proximity and identification with her audience. In ad-
dition, the sharing of this type of content acts in the nor-
malization and destigmatization of domestic activity by
showing an intimate space with a series of other associ-
ated meanings that are usually not exposed, particularly
In its cleaning process. Ultimately, the aesthetic result of
this cleaning and tidying up is displayed.

12 BAR, Braz. Adm. Rev., 21(Suppl.), €240125, 2024.

Source: Feitoza (2021b). “It's Monday once again... So let's move on without
haste, without rushing, in our time, according to our reality, in which little
by little we are gearing up, and everything happens. Good morning, good
morning, loves. Here we already have a clean and super fragrant social
bathroom, which is so good, right? | clean the bathrooms here at home 2x
a week, and on the other days, | keep them clean and sanitized with basic
cleaning. | apply bleach and detergent on the walls, crockery, and floor. In the
box, | use bar soap. All grease and dirt come out. ... #bomdia (#goodmorning)
#novasemana (#newweek) #banheirolimpo (#cleanbathroom)
#banheirocheiroso  (#smellybathroom) #organizagdo (#organization)
#dicasdajufeitoza (#tipsofjufeitoza) #diacorrido (#busyday)”

Figure 4. Washing the bathroom.

In this publication’s comments, compliments such
as "My bathroom inspiration is yours @ju_feitoza” are in-
cluded, as well as other reinforcers of shared value such
as “There is nothing better than a clean bathroom” and
"Bathroom plim we see here.” Thus, the influencer builds
her position of reference and authenticity in her own
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domestic space, acting as an accessible inspiration to be
sought and within a process of demonstrating expertise
based on the practices she performs.

The result of each domestic activity is aesthetically
planned, whether in cleaning, tidying up, or cooking.
The scene arrangement for the photo or video is careful,
with elements arranged and organized. Photos and vid-

eos can be edited, with filters and music. Therefore, an
aesthetic is created that values and glamorizes domestic
activity, which other group members then copy in sim-
llar publications. An example of this is the 'stove ook, in
which, similar to a widespread fashion practice of pho-
tographing the ook of the day,” the prepared dishes are
displayed on top of the stove, as can be seen in Figure 5:

Source: Feitoza, 2020b.
Figure 5. Post ‘stove look'.

Figure 5 exemplifies care in the display of daily prac-
tices. The clean stovetop serves as a table for displaying
the dishes, the juice is fresh, and there is a decoration
with plants or flowers. The aesthetically planned presen-
tation of everyday activities then acts in this narrative of
glamorization of the typically devalued domestic rou-
tine (Prandi, 2016) that approaches fashion and beauty
contexts in which aesthetic issues have great relevance
(Scaraboto & Fisher, 2013).

‘Table set’ posts are also shared, as in Figure 6, even in
everyday situations such as breakfasts or snacks. In this
type of content, a taste demonstration appears related to
aesthetic judgment and tidying skills, as discussed in the
research by McQuarrie et al. (2013), but in the researched
context, this type of competence seems to add anoth-
er layer to the construction of the influencer’s position
of authority from achieving her main domestic activity.
This acts in the process of destigmatization of that prac-
tice through its aestheticization.

Source: Feitoza (2020c¢).

Figure 6. Post of the table set.
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Thus, while in fashion and beauty contexts, aesthetic
judgment and the display of tastes are artifices used by
the blogger to stand out within a position of expertise
(Tolson, 2010; McQuarrie et al, 2013; Erz & Christensen,
2018), In the present research, the proof of expertise
comes through (1) sharing the performance of practic-
es (the how to), (2) the display of repertoires of prac-
tices by the amount of content posted (varied recipes,

homemade mixtures, etc), and (3) the ‘proof” through
the validation from the followers.

In the investigated profile, it is common that followers
share mentions through the ‘stories’ feature, followed by
the praise from the influencer about their reproductions
of recipes. In Figure 7 (right image), the influencer posts
a follower's reproduction of the recipe she had posted
on the same day on her profile (left image):

Source: Feitoza (n.d.). Compilation by the author. Posts in the stories of the official profile @ju_feitoza.

Figure 7. Reproduction of Ju Feitoza’'s bread.

It is possible to notice the difference between the
recipes made by the most influential members and
those of their followers in terms of the execution of the
recipe, the aesthetics of the captured scene, and the
way of sharing. What is valued, however, are the repro-
duction attempts and the influencer’'s recognition, re-
gardless of the result.

Another choice that becomes strategic is the selec-
tion of content that will be posted on the main feed of
the profile. This is because the posted content starts to
form a showcase for the exhibition of practices (Shove
etal, 2012), demonstrating the diversity of the repertoire
of knowledge of that content creator. Secondly, profile
posts function as a collection of achievements, a digital
extended memory (Jenkins & Denegri-Knott, 2017) to
remember past deeds and re-energize that collective
through a new sharing of older content. This resource
was used, for example, to remember a recipe that had
already been posted.

Destigmatization of social identity
A fundamental step in building influence in stigmatized
contexts is transforming the social identity shared by

the members of that collectivity. This identity is exhibit-
ed to society as a positioning of the positive values and
beliefs of those individuals.

In addition to the publications, the exchanges of
messages between the content producer and her fol-
lowers through comments on the posts signal mutual
support and appreciation of domestic practices, seen as
an act of love and gratitude for the family and validat-
ed by the return of engaged followers nspired’ by the
publications. These interactions between the influencer
and followers also reduce the isolation and invisibility
of housewives by developing new relationships in the
digital environment. In this virtual space, housewives
seem to find value in their daily activities, which are
sometimes devalued by society (Prandi, 2016). There is
a belief in the importance of the role of the housewife
as a caregiver of the family, often related to religious
discourses and feelings of gratitude. The circularity of
this process between the influencer and her followers in
the construction of these shared values can be seen in
comments such as the publication about cleaning the
refrigerator:
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‘I love and admire the way you take care of your
house my friend! Now that's what it's like to val-
ue what God has given!” (C., follower of profile
@ju_feitoza).

‘I love your posts; [ don't feel alone, the only house-

wife while everyone is away working..."” (F, follower
of the profile @ju_feitoza).

“Wow, good thing, my friend! Around here, there
was also a deep cleaning of the kitchen” (A, follower
of the profile @ju_feitoza).

‘Oh Ju, there are days when I'm very discouraged
with the organization of the house; my son is 3 years
old and doesn't leave anything in place; when I see
your photos and care with the house, it motivates
me to fight for mine again.” (B,, follower of the profile
@ju_feitoza).

Comments from followers on the post on the official
profile @ju_feitoza (Feitoza, 2020e).

In this way, a project of shared identity is developed
among those individuals and reinforced in the interac-
tion between them. Most comments from followers
use complimentary adjectives such as ‘capricious’ and
strengthen the appreciation, recognition, and perceived
Importance of these practices:

‘If someone one day told me to choose a house
to eat food from the floor, [ would choose the one
from @ju_feitoza without fear, and [ wouldnt even
be disgusted because her floor must be cleaner than
the plate of many restaurants! Oh, what a virtuous
woman, it inspires me to see all this love for home
and family.” (Follower of the official profile @ju_feito-
za in April 2021) (Feitoza, 2021¢).

“.. The path is not easy, the routine is hard, but it's
pleasurable, right friend? Taking care of what is ours,
of our family closely, there isno better joy." (Influencer
Ju Feitoza's response to a follower's comment ex-
posed in the previous excerpt on the official profile
@ju_feitoza on January 30, 2020) (Feitoza, 2020d).

Thus, a project of shared identity is being built that
moves toward the construction of community among
those individuals. Most of the comments from followers
reinforce the appreciation, admiration, recognition, and
perceived importance of these practices:

) SR

‘I have never been a housewife! But I grew up
watching my mother tidy everything up. I now have
a l-year-old and a 9-month-old baby, and I am 21
weeks pregnant. Since my daughter was born, I have
become a mother and housewife. Sometimes, the
routine gets tiring, but [ get inspired when [ see you
here! Congratulations!” (Follower's comment on
the official profile @ju_feitoza on January 30, 2020).
Source: Feitoza, 2020d.

The messages from the followers show the influenc-
er'srole as a guide in this group. When they feel unmo-
tivated, insecure, and unsupported, followers look to the
influencer as a source of inspiration and motivation. It
1s from this type of dialogue that the attempts to build
a collective identity project of a community of house-
wives operate.

In building influence from the destigmatization of
practices, a narrative of proximity operates through
the connection with the audience in which the influ-
encer places herself as a member of that group with-
in a discourse of ‘we are here together, [ am like you.”
According to the data analyzed, this relationship is built
from resources such as (1) the use of direct speech,
(2) specific appeals (use of proximity vocatives such as
calling followers ‘friends,” ‘loves,” neighbors,” etc), and
(3) the sharing of personal stories and speeches that
demonstrate gratitude or vulnerability, bringing the in-
fluencer and followers closer together.

This narrative is then related to the discourse made
by the influencer to bring her closer to the audience by
putting herself in the position of an ‘ordinary individual
who shares authentic narratives that bring her experi-
ence closer to the reality of her followers. Contrary to
the discussion by Deighton and Kornfeld (2011) about
the omission of personal problems in the construc-
tion of personas on digital platforms, in this case, the
challenges and vulnerabilities are shared to build re-
lationships with the audience that may share similar
difficulties.

Hence, an image of authenticity is created when the
Influencer shares her problems and weaknesses as an
ordinary person. For example, after recording content
for a certain brand, the influencer Ju Feitoza shows her
reddish face in the stories feature of Instagram and tells
the audience that she had an allergy to the profession-
al makeup products used. Personal problems can also
be shared, as in another post in which she tells about
a miscarriage she suffered to justify’ her absence from
the social network for a few days. Situations dealing
with problems or ilnesses usually appear in images
or via stories followed by a message of hope or a reli-
gious discourse. In the case of the miscarriage suffered,
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shared in a publication, the followers provided their sup-
port. They shared their own personal stories, and a few
days later, the influencer returned to her usual content,
no longer speaking about the issue. The message be-
hind the shared content is always one of strength, hope,
overcoming difficulties anchored in religious values, and
valuing the family unit.

In this sense, therefore, the results found corroborate
some of the strategies discussed by Tolson (2010), such
as the eye-to-eye conversation and amateurism in the
content, while other aspects are added, such as the
sharing of personal problems (in terms of content) and
the use of hashtags as #vidareal (#reallife) to punctu-
ate the meaning of the action or discourse that is being
shared and signal situations or problems that may be
common to other people. Finally, unlike other contexts
In which identities are victimized or criticized to be per-
ceived and re-signified (Drenten et al, 2024; Scaraboto
& Fisher, 2013), in the context of domestic labor, we find
a strategy of a positive view, or even a cultural glorifica-

tion of a social identity that was previously invisible and
devalued.

Entrepreneurial leadership

Building influence in stigmatized contexts culminates
with the positioning of the influencer as a leader with-
in that collectivity. It is the embodiment of a positive
social identity. This strategy, built from the authenticity
perceived by the group, display of competencies, and
aestheticization of shared practices, adds another layer
that consolidates the leadership position. In addition to
the traditional domestic activities, the content produc-
er starts developing her curatorship with specific ways
of making original recipes, such as do-it-yourself activi-
ties, handicrafts, and homemade mixtures from existing
products on the market. These activities are associated
with financial savings when performing certain activi-
ties at home, practicality, and the feeling of empower-
ment and self-realization. In Figure 8, for example, we
see the sharing of the homemade making of a mos-
quito net.

Source: Feitoza (2021d). Text of the publication: "We have windows protected from insects and mosquitoes!! Good afternoon, my loves. Today, | made new
protective nets for the windows here at home. ... | did everything on the sewing machine, but those who don't have it can do it with hot glue; it takes a little longer,
but it is possible. I'm showing you the whole step by-step in the stories, but let's summarize it here ...

#dicasdajufeitoza (#tipsofjufeitoza) #telasdasjanelas (#windowscreens) #janelasprotegidas (#protectedwindows) #donadecasaeusou (#housewifelam) #vidareal

(#reallife) #vidasimples (#simplelife) #amomeular (#lovemyhome)

Figure 8. The making of a mosquito net as a do-it-yourself practice.

The creation of original recipes from market prod-
ucts in an artisanal way (Campbell, 2005) in the context
Investigated are the so-called mixtures,” a combination
of products that already exist in the market which func-
tion as ingredients for a particular purpose, usually for
specific issues of domestic cleaning practices: a mix-
ture to clean the stove, a mixture to clean the bath-

room, a mixture to spray on the beds (with fragrance),
a mixture to wash dish towels, among many others.
These mixtures’ help reinforce leadership positions and
influence by demonstrating the influencer's knowledge
about different uses and applications of the products
as well as the difficulties and limitations of their use in
daily domestic activities.
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These mixtures are presented as better original solu-
tions for a specific cleaning purpose and operate as a
‘private brand’ of that influencer, seeking to create a dif-
ferential for her content. The original brands of some

of the ingredients are intentionally shown and some-
times even freely suggested, without necessarily being
endorsement actions negotiated with brands, as in the
post in Figure 9:

Source: Feitoza (2020d). Compilation of the authors.. Text of the publication: “Day to replenish one of my favorite mixtures to #misturaturbinadadajufeitoza
(#turbomixofjufeitoza). Good afternoon, my loves. | showed up here, right, I'm in a rush today, my loves!! Today, | changed the bed linen, and since my mixture
was almost in the end, | did it right away. v/ #misturaturbinadadajufeitoza (#turbomixofjufeitoza) ...

Purposes of this mixture:

Loves | use it here at home in a lot of things: in white and colored clothes, towels, rugs, and ... Guys in an infinity of pieces!
If I have to make it cleaner and whiter, | use it. ... The use of the mixture does not exempt the use of laundry detergent, and the use of fabric softener, ok?”

Figure 9. Cleaning mixture.

In the post in Figure 9, influencer Ju Feitoza teaches
the possible uses of the mixture and even provides tips
for using it in different types of washing machines. In
this case, the influencer creates her recipe, naming it
Ju Feitoza's turbinated cleaning mixture.” In addition,
an authorial hashtag is created that is used in all posts
in which the mix is mentioned in an attempt to cre-
ate a leadership position through the recipe and as a
resource to increase engagement by encouraging
its sharing on the platform, expanding audience and
relevance.

As the profile grows in number of followers and en-
gagement and the content producer consolidates the
position of influence on the digital platform, relation-
ships with brands emerge and operate as an instru-
ment that validates the position of influence and au-
thority for the audience by showing market recognition
of her influence. In the researched context, the content
shared is related to domestic practices; it is common
for different brands to be shown and discussed freely,
either to demonstrate knowledge linked to the position
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of expertise that is being built or as an attempt to get
the profile noticed by brands (Nascimento et al, 2020).

Partnerships begin when brands send products di-
rectly to the influencer’'s home for them to familiarize
themselves with, test, and promote them (Nascimento
et al, 2020). As discussed by Nascimento et al. (2020),
in the researched context, the products received are
from small brands, local companies, or small entre-
preneurs in the food, fashion, beauty, and decoration
segments. With the growth of the profile, the influenc-
er's entrepreneurial actions begin through partnerships
with more prominent brands for sponsored publica-
tions, the ‘publiposts,” in which there is some financial
compensation or another type of commercial nego-
tiation for the content creation about the products or
brands (Nascimento et al, 2020). In this way, even if
they remain in partnership with small entrepreneurs,
the influencer starts to include other forms of adver-
tising aligned with the type of content shared on her
page. In the case of food products, for example, it is
common for them to be used in recipes, as in the ex-
ample of Figure 10.
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Source: Feitoza (2020e). Post from the official profile @ju_feitoza (montage made by the authors).

Figure 10. Received products.

Unlike Nascimento et al. (2020), who associate this
partnership phase through sponsored posts with a rela-
tionship between influencers and brands that resembles
the relationship with celebrities, in our research, the in-
fluencer (even with a high number of followers) does
not change her project of collective identity as a blog-
ger (Erz & Christensen, 2018) and maintains a type of
language and content construction that uses elements
of normality and proximity to the audience as platforms
for building relevance and influence.

It is possible to conclude, then, that there are two
types of narrative construction from the relationship
with brands: a narrative that happens in a declared
way from the influencer-brand relations and an implicit
narrative of the construction of a position of authority

and relevance that is perceived by the audience from
this market recognition. Thus, in addition to the brand
as a resource for building identity and as a partner in
commercial relationships (Erz & Christensen, 2018;
Nascimento et al, 2020), the present study shows that
the influencer can use the brand to mark their position
of expertise and leadership before their audience.

Another resource is the acknowledgment speech
for the opportunities received from the audience’s en-
gagement, as in the publication of Figure 11, in which
Ju Feitoza travels to Sdo Paulo to record a TV program
and thanks her followers: “Thank you all for being here
supporting me and trusting my work. You can be sure
that [ will always try to bring you the best.”

Source: Feitoza (n.d.). Stories from the official profile @ju_feitoza.
Figure 11. Acknowledgment speech.
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Through this speech, Ju Feitoza positions herself,
finally, as a digital influencer, based on development
of this sense of community and the development of
affection. The influencer shares the feeling of gratitude
for the relationships established in that collectivity and
for the opportunities received, sharing the success
with her audience. In that way, she contributes to the
destigmatization of domestic practices by using re-
sources to aestheticize undervalued practices, highlight
the meanings shared in that collectivity, and position
herself within this as an entrepreneurial leader whose
role is to bring quality content that inspires, teaches,
and helps these women in their daily demands, mone-
tizing her discourse.

DISCUSSION

Ju Feitoza's trajectory gradually reveals strategies that
build a position of voice leadership based on the con-
tent production about a consumption practice under
stigma: domestic labor. This process goes through four
stages, as illustrated in Figure 12. Part of this jouney
lllustrates how these influencers adopt strategies al-
ready identified in the literature for non-digital contexts
(Sandikct & Ger, 2010), especially in the early stages.
This journey also brings a specific strategy of influence
In the context of stigma, positioned more at the top of
the platform and whose conceptual design results from
the evidence collected here and previously described.

Influence
leadership

ENTREPRENEURIAL
LEADERSHIP

Member of the

DESTIGMATIZATION OF SOCIAL IDENTITY

AUTHENTICITY UNDER STIGMA
(Drenten et al, 2024; Kavakci e Kraeplin, 2017; Sandikci & Ger, 2010)

SENSE OF COMMUNITY
(Drenten et al, 2024; Rocha et al, 2020; Sandikci & Ger, 2010)

community

Source: Elaborated by the authors.

Figure 12. Platform for Building Influence in Contexts under Stigma.

The strategic trajectory begins at the base of the
platform’s pyramid when the influencer has a single
channel or a social media profile and is still only a mem-
ber of that community, gradually inserting themself into
a digital collectivity. Initially, the influencer appropriates
and triggers a sense of community around them mes-
sage and content, mentioning hashtags that designate
this community of profiles (e.g., #vizinhas [#neighbors])
and adopting a vocabulary that refers to a group. Often,
these hashtags are incorporated into the profile descrip-
tion to be identified by the same audience of the collec-
tivity with which they identify (Arvidsson & Calliandro,
2016). In the literature, we have already seen the role
of collectivities as the first territory of support for indi-
viduals under stigma (Sandikci & Ger, 2010; Rocha et al,
2020), for individuals who generally work to promulgate
a specific consumer ideology (Drenten et al, 2024). In
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the context of consumption under stigma, the sense of
community works to mitigate the feeling of invisibility
and isolation of this consumer, who realizes that other
people have the same issues as them.

The second stage of the influence-building platform
refers to producing content based on an effort to posi-
tivize content under stigma. It is an authenticity staged
through strategies of glamorization and aestheticiza-
tion. The influencer produces posts that mimic every-
day life and simulate authentic spontaneity (Tolson,
2010), even though they are planned, created, and aes-
theticized in the smallest detail. As in the research by
Drenten et al. (2024) and Kavakci and Kraeplin (2017), in
which influencers adopt glamorization and aesthetici-
zation to activate aspirational desires around consump-
tion (in diverse contexts such as fashion and weaponry),
in this research, we find a cozy home, always clean and
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with delicacies on beautiful table sets, which invite oth-
ers to mimic these practices. Domestic care becomes
an inspiration and an object of desire. In addition to the
glamour, through the use of accessories that evoke a
more elite consumption, we see the strategy of aes-
theticization, such as in the research of Sandikct and
Ger (2010) on the use of veils and the transformation
of modest fashion into something linked to the fashion
world in the digital environment (Becheri et al, 2023;
Kavakci & Kraeplin, 2017). The posts are set in organized
spaces, with objects aligned and arranged with clear
aesthetic intentionality. In the end, even the service area
receives the aesthetic contours of a living room.

The third stage of the platform refers to the effect
that the influencer’s content has on their own social
identity under stigma. For Goffman (1963), the individu-
al under stigma cannot achieve full social acceptance.
Prandi (2016) argues that the role of the housewife is ar-
ticulated with a cultural stereotype attributed to women
and taken as less valued than participation in the labor
market. In the content platform proposed here, we see a
serles of narratives of the positivization of social identity
under the stigma of the housewife. The literature shows
strategies for reversing stereotypes either through the
critical or activist reinvention of stereotypes on social
networks (Scaraboto & Fisher, 2013) or through process-
es of victimization that configure the tribe as victims of
external oppression, building a sense of empathy with
followers (Drenten et al, 2024). Here, however, we find
a strategy to reinforce the social identity of the house-
wife through her performance with maximum efficien-
cy, thus becoming an identity that can be admired and
an ideal type. The public sharing of private spaces and
exposure of intimacy become content that brings the
realities of the content creator and their followers clos-
er together and operates in the process of destigma-
tizing the practices they value and perform. The apol-
ogy for effort, self-discipline, and resilience highlights
its strength. In addition, these narratives are associated
with value systems that reinforce the positive value of
an identity previously under stigma.

The final stage occurs when other market players
recognize the building process of this leadership. The re-
lationship that develops with brands begins by demon-
strating knowledge, product manipulation, and creating
recipes that validate the place of expertise in shared
narratives. With the beginning of commercial relations
with brands, the increase in visibility and the position of
opinion leadership are demonstrated, acting as a social
and market seal of influence. Unlike other studies, how-
ever, reaching a new level does not mark a change in
the influencer’'s posture or language (Nascimento et al,
2020) but rather positions influencer leadership as an

entrepreneurial activity that continues to create content
based on authenticity and proximity to the audience.
In this way, the end of the destigmatization process is
demonstrated by transforming ordinary, invisible, deval-
ued, and mundane activities into aspirational, aestheti-
cized, and marketable activities.

FINAL CONSIDERATIONS

This study aimed to investigate how influencers strate-
gically build their leadership on social networks through
content platforms in a territory of culturally stigmatized
practices by re-signifying these practices. Its contribu-
tion lies in showing the transposition of strategies for
transforming stigma (Sandikci & Ger, 2010) to the dig-
ital environment and scrutinizing narrative strategy
construction.

Through the longitudinal case study (Yin, 2014) of
digital influencer Ju Feitoza (@ju_feitoza), one of the
most significant representatives of influence within the
collective of housewives on Instagram (Vizinhas do
Insta [Neighbors of Instal), we followed the movement
of housewives in the digital environment and the con-
struction of the leadership of this content creator in a
stigmatized context that devalues domestic work.

This study contributes to the Platform for Building
Influence in Contexts under Stigma, which describes
the stages of leadership construction taken by an in-
fluencer on social networks. In addition to showing the
existence of digital-native practices related to the ac-
tivation of the community through the positivization
of the social identity of the housewife and anchored in
ideological consumption platforms, two strategic steps
specific to the context of influence in contexts of stigma
were proposed: the destigmatization of the social iden-
tity under stigma and the construction of entrepreneur-
ial leadership. These two processes illustrate the need
for a specific effort of entrepreneurship not only of the
content but also of the social identity that underpins the
influence project, as well as the identity of the influenc-
er themself, who lends themself as an ideal model of
the social identity that they project aims to declare as
positive. Consumption under stigma requires this layer
of moral entrepreneurship, possibly less present in other
contexts of influence. In socially valued contexts, influ-
encers tend to find themselves in a territory of greater
convergence and moral comfort, as they are aligned
with the dominant values of society.

The managerial contributions of this work are re-
lated to demonstrating how stigmatized groups devel-
op strategies of resignification that include a series of
practices that provide new opportunities for position-
Ing and integrating brands in these territories and dis-
courses, approaching this collectivity of consumers and
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even strategically adapting to these contexts within the
digital environment. Brands can investigate these com-
munities to evaluate consumer behaviors and trends
and verify discourses associated with their brand and
the insertion of their products in the daily lives of their
consumers to perceive new business possibilities and
In the consumer journey of using their products. The
mixtures’ made by skilled consumers also bring new
opportunities for developing products that allow con-
sumers to embrace more of their production activities.
Above all, brands must learn that they need to promote
the symbolic reversal of social identity under stigma,
supporting the community’s effort to value its destig-
matization practices and movements.

Regarding the limitations, this study selected a refer-
ence and highly relevant profile to investigate the con-
struction of leadership based on narratives of destigma-
tization in the context of female domestic work. The
selection of this context has some limitations because
1t is a single case study that demonstrates the trajectory
taken by that reference influencer in a given collectivity.
The selection of other profiles and contexts can bring
other findings and possibilities, including investigating
the network between influencers, brands, and commu-
nities. Another limitation is related to the type of stig-
ma pertinent to the researched context, which may
demonstrate distinct characteristics and dynamics in
other territories of consumption.

SUGGESTIONS FOR FUTURE RESEARCH

For future investigations, the strategies for building in-
fluence from stigmatized contexts suggested here can
be analyzed in other collective formations in digital en-
vironments, considering contexts and groups such as
consumers in situations of greater vulnerability or groups
with more significant restrictions on access to techno-
logical platforms, such as older people. Additionally, the
different functions of hashtags beyond linguistic medi-
ation resources can be investigated in future research,
considering their role in community formations and in
sharing specific meanings. The researched context can
also be explored through the lens of gender literature
through the analysis of a housewife who digitally stag-
es her domestic routine. If, on the one hand, we have
an approach within feminist studies about the domestic
environment and the role of the housewife associated
with movements of exploitation of women and the re-
production of patriarchal structures, on the other hand,
we have here an additional angle of domestic work
as a professional resource created by the woman and
housewife who becomes an entrepreneur, a provider
for the family, and who uses social networks strategical-
ly to build a base of digital influence in a historically stig-
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matized context, demonstrating new layers of female
representation in domestic work. Other methodological
choices, such as interviews with influencers from oth-
er profiles (nano, micro, and meso) and followers and
members of these collectivities, would bring other lay-
ers to this phenomenon. Investigating destigmatization
movements in other digital contexts and the relations
with the consumer market can also bring interesting
perspectives to the field and advance the construction
of this leadership platform model.
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