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Resumé 
 

Regnbue forbindelsen: LGBT+ repræsentation inden for modeindustrien 

I de seneste år, er der sket en eksplosion af regnbuefarvede produkter og marketingkampagner, 

hvilket særligt kommer til udtryk ifm. Pride fejringer verden over. Inspireret af denne tendens, er 

formålet med kandidatafhandlingen at undersøge sammenhængen mellem opfattelsen af og 

praksissen for LGBT+ repræsentation inden for modeindustrien. Dette betyder, at afhandlingen 

bestræber sig på at identificere hvad modeindustrien gør for at repræsentere LGBT+ personer, 

hvorfor de vælger at gøre dette samt hvordan disse handlinger opfattes af LGBT+ personer.  

 

Kandidatafhandlingens teoretiske fokus er relevante teorier inden for marketing, branding og 

corporate social responsibility. Med udgangspunkt i et fænomenologisk paradigme og et induktivt 

undersøgelsesdesign, fokuserer kandidatafhandlingen på at fortolke fænomenet ’LGBT+ 

repræsentation’ baseret på en kombination af kvalitativ primær empiri, i form af semi-strukturede 

interviews, og sekundær empiri. Via en narrativ analyse af modevirksomhederne Levi’s®, Lola 

Ramona og River Island, og LGBT+ organisationen LGBT+ Danmark, har kandidatafhandlingen fundet 

frem til den følgende konklusion. 

 

I de seneste år, er modeindustrien i stigende grad begyndt at repræsentere LGBT+ personer. 

Konkrette eksempler på LGBT+ repræsentation inkluderer Pride kollektioner, unisex produkter, 

marketingkampagner, samarbejdsaftaler med LGBT+ organisation og interne diversitetspolitikker. 

Årsagen til den stigende LGBT+ repræsentation er en kombination af ønsket om øget synlighed, 

både for LGBT+ personer og virksomheden selv, samt ønsket om at gøre en forskel enten politisk 

og/eller socialt. Opfattelsen af disse praksisser afhænger særdeles af hvordan individet opfatter 

virksomhedens autenticitet, handlinger og diversitet. Dette betyder, hvis der er overensstemmelse 

mellem virksomhedens værdier, handlinger og virksomhedskultur, er der større sandsynlighed for, 

at LGBT+ repræsentationen vil blive positivt opfattet af individet. Derimod, hvis der er en eller flere 

uoverensstemmelser mellem virksomhedens autenticitet, handlinger og diversitet, er der større 

sandsynlighed for, at LGBT+ repræsentationen vil blive negativt opfattet af individet samt øget risiko 

for beskyldninger om ’pinkwashing’. 
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1. Introduction 
In recent years, there has been explosion of rainbow-coloured products, brand logos and marketing 

campaigns, particularly during Pride celebrations worldwide. Even though this is not a completely 

new phenomenon, it is a definite by-product of the commercialisation of Pride (Brammer, 2019), as 

the corporate incentive grows with the increasing LGBT+ acceptance (Abad-Santos, 2018). The 

symbolic support for the LGBT+ community is omnipresent (Abad-Santos, 2018), as countless brands 

continue to launch Pride collections that celebrate the LGBT+ community (Sloan & Avery, 2020). 

Even though Pride was cancelled or moved online in 2020, due to COVID-19, consumers were still 

able to celebrate Pride by purchasing every Pride-themed product imaginable (Sloan & Avery, 2020). 

You could go for a run in your Nike ‘BeTrue’ Pride running shoes and rainbow Apple watch, or go for 

refill of your Starbucks Pride tumbler wearing your rainbow Chuck Taylor All-Star high tops from 

Converse (Sloan & Avery, 2020). You could dress to impress in your Abercrombie Pride sequin jacket 

and colourful Pride makeup from MAC Cosmetics, or slouch on the couch in your ASOS x GLAAD 

unisex sweatsuit and UGG Pride slides – Both while enjoying your colourless Skittles because “only 

one rainbow matters during Pride” (Sloan & Avery, 2020). The options are endless when it comes to 

include Pride-themed products in your daily life - Even IKEA’s iconic blue bag has gotten a rainbow 

makeover (Cortés, 2019).  

 

Common to all these brands are their sizeable donations to admirable LGBT+ organisations (Sloan 

& Avery, 2020). However, this is not a prerequisite for Pride collections as some brands choose to 

capitalise on consumers wanting to help the LGBT+ community, without actually supporting the 

LGBT+ community themselves (Abad-Santos, 2018). Moreover, with a combined buying power of 

USD3.7 trillion, many brands are inspired to appeal to LGBT+ people by slapping a rainbow flag on 

their social media channels during Pride Month without offering further support to the LGBT+ 

community (Johnson, 2021). Nevertheless, LGBT+ representation provided by brands plays an 

important role for the LGBT+ community as the historic transformation of the community’s place in 

society has been led not by governments, but instead by companies (Roth & Paisley, 2019).  

By embracing and supporting their own LGBT+ employees, reaching out and gaining loyalty from 

LGBT+ consumer, and normalising LGBT+ people for mass audiences through advertising, brands 

have been able to cultivate social change for the LGBT+ community (Roth & Paisley, 2019).  
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Based on this phenomenon, this master thesis sets out to explore the following research question: 

 

What is the correlation between the perception and the practices of LGBT+ representation  

within the fashion industry? 

 

To reach the desired outcome, the research question is supported by the following sub-questions: 

1. How does the fashion industry represent the LGBT+ community? 

2. Why does the fashion industry strive to represent the LGBT community? 

3. How does the LGBT+ community perceive the LGBT+ representation within the fashion industry? 

 

I have chosen to explore the phenomenon of LGBT+ representation as I find it highly relevant in 

today’s political and social climate, particularly due to the UN Sustainable Development Goals 

(SDGs), the deteriorated equal rights due to ideological polarisation and COVID-19, and important 

anniversaries within the LGBT+ community. 

 

Firstly, in 2015, the United Nations (UN) introduced a set of global goals to end poverty and 

inequality by 2030, which 193 governments agreed upon (Stonewall, 2016). The SDGs are the 

blueprint to achieve a better and more sustainable future for all as they address a wide range of 

global challenges in today’s society (UN, 2021). Even though the SDGs does not explicitly call for 

LGBT+ equality, its ‘leave no one behind’ principle is especially relevant for the LGBT+ community, 

which has been repeatedly left behind by national and international development initiatives 

(Stonewall, 2016). According to Stonewall International, 7 out of the 17 SDGs addresses key targets 

to achieve LGBT+ equality (Stonewall, 2016). Moreover, the UN promotes equal rights and fair 

treatment of LGBT+ people via the UN Free & Equal campaign, which is a global campaign against 

homophobia and transphobia (UN, 2021). As the UN’s SDGs are a shared responsibility (Stonewall, 

2016), it is important that everyone take action to achieve equality e.g. by representing the LGBT+ 

community in an ethical manner. 

 

Secondly, even though the average level of LGBT+ acceptance has increased globally since 1981, 

some polarisation remains (Flores, 2019). Based on the Global Acceptance Index, a measure of the 
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relative level of social acceptance of LGBT+ people and rights in 174 different countries, 43 countries 

have experienced no change or a decline in acceptance since 1981 (Flores, 2019). Furthermore, it is 

still considered illegal to be part of the LGBT+ community in 70 countries and LGBT+ people can still 

be given the death penalty in 12 countries (Wareham, 2020b). This means that there still exists a 

significant gap within LGBT+ acceptance. As sexual and gender minorities worldwide are heavily 

impacted by the attitudes and beliefs of those around them (Flores, 2019), social acceptance is key 

to ensure LGBT+ equality. Acceptance is the extent to which LGBT+ people are seen in a positive and 

inclusive way, both in regard to individual’s opinion about LGBT+ people and individual’s position 

on LGBT+ policy (Flores, 2019). Research indicates that social acceptance of LGBT+ people affect 

their physical and mental health, employment outcomes and political participation, whereas social 

exclusion potentially leads to bullying, violence and harassment (Moreau, 2018). During COVID-19, 

there has been substantial increase in homophobic and transphobic rhetoric, both on a micro- and 

macro-level (Wareham, 2020b). Most notable outcomes have been countries like Hungary, Poland 

and the UK using COVID-19 as an excuse to undermine LGBT+ rights by actively making moves to 

erode them (Wareham, 2020b). Due to this adverse trend, it is crucial to promote social acceptance 

of LGBT+ people and their rights in order to stand up for LGBT+ equality. 

 

Lastly, the years 2019-2021 mark a series of important anniversaries within the LGBT+ community. 

2019 marked the 50th anniversary of the Stonewall riots, which was a pivotal moment in the history 

of LGBT+ rights (Nikel, 2019). Moreover, the LGBT+ community reached a critical milestone in 2019 

as the World Health Organisation (WHO) declassified transgender people’s gender dysphoria as  

a disease (Wareham, 2020a). 2020 marked the 50th anniversary of the first Pride parade (Alexander, 

2020) and the 30th anniversary of WHO’s declassification of homosexuality as a disease (Wareham, 

2020b). From a Danish LGBT+ perspective, 2021 marks the 40th anniversary of the declassification 

of homosexuality as a mental illness in Denmark and the 25th anniversary of the first Copenhagen 

Pride festival (Nikel, 2019). In addition, 2021 also marks the first World Pride celebration with 

Copenhagen and Malmö as official hosts of the celebration (Nikel, 2019). All these significant 

anniversaries and milestones highlight the importance of continuously fighting for what you believe 

in, which is decidedly relevant for LGBT+ representation in today’s society. 
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In addition, I have chosen to research the LGBT+ representation within the fashion industry due to 

the strong link between the LGBT+ community and the fashion industry. Fashion plays a highly 

important part in society when it comes to cultivating a broader social change (Bhalla, 2020). This 

means that LGBT+ representation within the fashion industry has the potential to cultivate social 

change e.g. in form of increased acceptance and support of the LGBT+ community. This is supported 

by fashion being one of the most powerful tools for creating a space for personal experimentation 

with identity (Sanders, 2019). This implies that there is a direct connection between fashion and 

self-expression. In his latest interview with James Corden, Billy Porter offered a powerful fashion 

affirmation: “You can pull off any look that you want to. It only… It always comes from inside out. 

You just have to believe in yourself and do it. If you wanna wear it, just wear it. What does it matter?” 

(The Late Late Show, 2021, s. 02:51-03:02). Since shooting to celebrity stardom with Pose in 2018, 

Billy Porter has become a style icon in his own right, rivalling red carpet looks courtesy of Lady Gaga 

(Burgum, 2020). In the same interview, when asked about his motivation to make such a lasting 

impact with his self-expression through fashion, Billy Porter said: “You know, the choice to do this 

has always been intentional. You know, I looked at my childhood, I looked at my early life and realised 

that I had no one and no representation of myself anywhere. And I wanted to stand in the middle, 

you know, stand at the intersection of what that means for queer people, particularly black and 

brown, queer men of colour. It really matters and I am aware of that. And that is why I do it.” (The 

Late Late Show, 2021, s. 04:00-04:39). I have chosen to include this quote as it effortlessly articulates 

the importance of LGBT+ representation within the fashion industry – and thus underlines the 

relevance of my research question. 

 

To specify my research area, I have chosen to primarily focus on 3 geographical markets: Denmark, 

the United Kingdom (UK) and the United States of America (US). However, due to globalisation, 

most of the mentioned companies and LGBT+ organisations have a global presence. Furthermore, 

to provide a basis of comparison, I have chosen to include some information about the development 

over the last 5 years or 50 years, when deemed relevant. 
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2. Background 
The purpose of this section is to provide relevant information about the LGBT+ community and 

LGBT+ representation. The first part clarifies basic terminology related to and knowledge about the 

LGBT+ community with focus on LGBT+ identities, symbols, events, history, and struggles. From a 

socio-cultural perspective, the second part identifies how LGBT+ representation within pop culture, 

fashion and advertising has changed over the last 50 years. 

 

2.1 LGBT+ community 

As the LGBT+ community is incredibly diverse (Codd & Sendall, 2020), it is highly important to grasp 

its complexity in order to understand the concept of LGBT+ representation. 

 

2.1.1 LGBT+ identities 

Ever since the beginning of the modern gay rights movement in 1969, the LGBT+ community has 

been dynamic and rapidly evolving (Roth & Paisley, 2019). In its most common form, the acronym 

LGBT+ stands for Lesbian, Gay, Bisexual and Trans (Stonewall, 2021). The plus sign is often used to 

represent those who do not identify with one of the letters in the acronym (Ritschel, 2020). As the 

LGBT+ community continues to fight for representation and equal rights, it is important to recognise 

the different sexualities and gender identities represented in the continually evolving acronym 

(Ritschel, 2020). 

 

As awareness around the LGBT+ community has grown, so have the words used to describe different 

sexualities (Ritschel, 2020). Although not everyone in the LGBT+ community chooses to subscribe 

to specific labels, these are the most commonly used terms to refer to sexualities (Ritschel, 2020).  

The umbrella term ‘orientation’ describes a person’s sexual and/or romantic attraction to other 

people (Stonewall, 2021). Whereas a heterosexual/straight person has a romantic and/or sexual 

orientation towards someone of the opposite gender, a homosexual/gay person has a romantic 

and/or sexual orientation towards someone of the same gender (Stonewall, 2021). Even though 

‘gay’ is often used as a generic term for homosexuals alike, the term ‘gay’ also refers to men being 

attracted to men in the same way as the term ‘lesbian’ refers to women being attracted to women 

(Stonewall, 2021). Other examples of sexual orientations include bisexual and pansexual (Stonewall, 
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2021). Whereas a bisexual/bi person has a romantic and/or sexual orientation towards more than 

one gender, a pansexual/pan person’s romantic and/or sexual attraction towards others is not 

limited by sex or gender (Stonewall, 2021). 

 

When talking about gender identities, it is vital to understand the difference between sex and 

gender (Scelfo, 2015), and gender identity and gender expression (Stonewall, 2020) as these terms 

are often mistakenly used interchangeably (Scelfo, 2015). Firstly, sex refers to the classification as 

male or female that is assigned at birth based on characteristics like chromosomes, hormones and 

reproductive organs (Scelfo, 2015). In contrast, gender refers to the roles, behaviours and activities 

that is considered appropriate for males or females by a given society (Scelfo, 2015). This means 

that a person’s sex and gender are not necessarily the same. Secondly, gender identity refers to a 

person’s internal, deeply held sense of their own gender (Stonewall, 2020), which may or may not 

correspond to their sex assigned at birth (Stonewall, 2021). In contrast, gender expression refers to 

how a person chooses to outwardly express their gender (Stonewall, 2021), either by being gender 

conforming or gender nonconforming (Scelfo, 2015), within the context of societal expectations of 

gender (Stonewall, 2021). This means that a person’s gender identity and gender expression does 

not necessarily match. Similarly to sexualities, not everyone in the LGBT+ community chooses to 

subscribe to specific labels (Ritschel, 2020), but some common examples of gender identities include 

transgender and non-binary (Stonewall, 2021). Whereas a cisgender/cis person possess the gender 

identity commonly associated with his/her biological sex, a transgender/trans person’s gender 

identity differs from the one associated with the sex assigned at birth (Scelfo, 2015). In contrast, 

non-binary is an umbrella term for people whose gender identity does not sit comfortably with 

‘man’ or ‘woman’ (Stonewall, 2021). This means that non-binary identities are varied and can 

include people who identify with some aspects of binary identities, while others reject them entirely 

(Stonewall, 2021). Thereby non-binary can present as masculine, feminine or in another way, which 

may change over time, but none of these expressions make their identity any less valid or worthy of 

respect (Stonewall, 2020). 

 

Moreover, the term ‘ally’ refers to a typically straight and/or cis person who supports members of 

the LGBT+ community (Stonewall, 2021) by cultivating social change (Codd & Sendall, 2020). 
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2.1.2 LGBT+ symbols 

The rainbow is a universal symbol of hope and peace (Wareham, 2020c), but the rainbow is also the 

most widely recognised LGBT+ symbol worldwide (Shamsian, 2018). With its distinct, vibrant colours 

of red, orange, yellow, green, blue and violet, the rainbow is a powerful symbol for the LGBT+ 

community because all the colours combine into one whole (Wareham, 2020c). Encouraged by the 

first US gay politician Harvey Milk to create a unique symbol for the LGBT+ community, the US gay 

activist Gilbert Baker designed the Rainbow Flag in 1978 (Grovier, 2016). According to Baker, the 

Rainbow Flag was a necessity as it could finally push aside the painful, resilient Pink Triangle symbol 

left over from the Nazis (Shamsian, 2018). The original design of the Rainbow Flag had eight colours, 

each with its own meaning, but was edited down to six colours for practical reasons by 1979 

(Shamsian, 2018). One of the reasons being the increased demand as LGBT+ people wanted  to 

honour Harvey Milk, who was assassinated shortly after the first display of the Rainbow Flag in June 

1978 in San Francisco (Grovier, 2016). However, despite many reworkings over time, the Rainbow 

Flag remains a universal symbol for the LGBT+ community (Wareham, 2020c). 

 

In 2020, many Prides, brands and activists simultaneously and without any coordination adopted 

the Progress Flag as their symbol instead of the Rainbow Flag (Wareham, 2020d). The Progress Flag 

was designed by Daniel Quasar in 2018 with the aim to be more inclusive of the expansive breath 

of identity within the community (Wareham, 2020d). By shifting the trans flag stripes (light blue, 

light pink and white) and the marginalised community stripes (black and brown) to the hoist of the 

Rainbow Flag into a new arrow shape, Quasar emphasised the black and trans representation in the 

design (Wareham, 2020d). In addition, the arrow points to the right to show forward movement, 

while being along the left edge to show that progress still needs to be made (Wareham, 2020d). 

     

Besides the different variations of the Rainbow Flag, there exists an array of other individualised 

Pride flags that represent LGBT+ people on every part of the gender and sexuality spectrum e.g. 

transgender, non-binary, bisexual and pansexual (Jalili & Andrews, 2021). For an illustrated overview 

of the mentioned LGBT+ symbols, please see Appendix 1. 
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2.1.3 LGBT+ events 

Every June, the LGBT+ community celebrate Pride Month in honour of the 1969 Stonewall riots 

(Ritschel, 2020), meaning it is an opportunity to celebrate and to reflect (Codd & Sendall, 2020). 

Pride Month is a time to celebrate a person’s true identity, but also a time to stake some ground in 

the ongoing political and cultural battle for equality (Lopez, 2019). Normally, the annual month-long 

celebration is marked with parades and other celebrations, which attract millions of people in 

support of the LGBT+ community (Ritschel, 2020). Additionally, World Pride was founded by the 

LGBT+ organisation InterPride in 2000 (Nikel, 2019). World Pride is held every few years in different 

city that is designated by InterPride to host the event (Nikel, 2019). Moreover, during the last 50 

years, Pride events have taken place in increasing numbers and locations (Frost, 2020). For example, 

Copenhagen Pride is a semi-annual event with a Winter Pride in the first week of February and a 

Pride Week in mid-August (Visit Copenhagen, 2021). However, in response to hundreds of local 

Pride events being cancelled or postponed due to COVID-19, Global Pride was initiated in 2020 by 

national and international Pride networks (Wareham, 2020e). Global Pride entailed a 24-hour 

stream of content that was created by local Prides on a global scale (Wareham, 2020e). 

 

Additional to the Pride Month, World Pride and local Prides, the LGBT+ community also celebrates 

various red-letter days such as International Transgender Day of Visibility (31-Mar), International 

Day Against Homophobia, Transphobia and Biphobia (17-May) (GLSEN, 2020), International  

Non-Binary People’s Day (14-Jul) (Stonewall, 2020), National Coming Out Day (11-Oct) and World 

AIDS Day (01-Dec) (GLSEN, 2020). 

 

2.1.4 LGBT+ history 

A watershed moment in LGBT+ history is the Stonewall riots in 1969 (Hickey & Avery, 2020). On June 

28, the police raided the Stonewall Inn in New York (Hickey & Avery, 2020), which led to a series of 

spontaneous, violent demonstrations by members of the LGBT+ community (Stonewall, 2016).  

This triggered the modern LGBT+ liberation movement (Stonewall, 2016) as it came at the exact 

moment in which social dissatisfaction and other political elements united to push forward a larger 

LGBT+ movement (Lopez, 2019). On its first anniversary in 1970, 5,000 people attended the 

Christopher Street Liberation Day march in New York (Hickey & Avery, 2020), which is now 
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considered the first gay pride parade (CNN, 2021). Additionally, based on the parallel movement in 

the US, the London Gay Liberation Front (GLF) was established in the UK in 1970, followed by the 

first London Pride in 1972 (Stonewall, 2016). In 1979, The National March on Washington for Lesbian 

and Gay Rights in the US shifted the fight for equality from the local to the national level (Hickey & 

Avery, 2020). The 1980s and ‘90s was highly affected by the AIDS epidemic that sparked 

homophobia and AIDSphobia across the world (Hickey & Avery, 2020). However, it also fuelled a 

new chapter in LGBT+ history with groups like ‘ACT UP’ holding politicians and pharmaceutical 

responsible (Hickey & Avery, 2020). In 1988, Margaret Thatcher’s introduction of Section 28 meant 

local UK authority was not allowed to intentionally promote homosexuality or promote the teaching 

of acceptability of homosexuality, which was effective until 2003 (Stonewall, 2016). One a more 

positive note, Denmark became the first country worldwide to give legal recognition to same-sex 

partnerships in 1988 (Stonewall, 2016). In 2004, the UK passed the Civil Partnership Act and the 

Gender Recognition Act, granting same-sex partnerships and full legal recognition of trans people 

(Stonewall, 2016). In 2013, the UK legalised same-sex marriage (Stonewall, 2016), followed by the 

US in 2015 (Stonewall, 2016). In 2016, the massacre on the LGBT+ nightclub Pulse in Orlando, US, 

hit the LGBT+ community hard (Stonewall, 2016), followed by an increase of hate crimes and 

continuous chipping away of LGBT+ rights during the Trump administration (Caron, 2018). Despite 

that, during the US mid-term election in 2018, more openly LGBT+ people were elected than any 

previous election, signalling a shift in cultural attitudes (Caron, 2018). In 2019, more than 5 million 

people attended the New York City Pride in honour of the 50th anniversary of Stonewall (Hickey & 

Avery, 2020).  

 
2.1.5 LGBT+ issues 

Besides the obvious historical struggles and the continuous fight for representation and equal rights 

in today’s political and social climate, the LGBT+ community also continues to struggle on a micro-

level. Before coming out or transitioning, closeted LGBT+ people are at the risk of being outed, 

meaning someone else disclosing their sexual orientation or gender identity without their consent 

(Stonewall, 2021). When coming out or transitioning, which contrary to popular belief is not a one-

off event but a lifelong process, LGBT+ people are faced with uncertainty of how the disclosure of 

their sexual orientation or gender identity may be received (Frost, 2020). Moreover, LGBT+ people 

are increasingly faced with homophobia and transphobia (Wareham, 2020b), meaning other 
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people’s fear and dislike of LGBT+ people based on prejudice or negative attitudes, beliefs or views 

about LGBT+ people (Stonewall, 2021). Homophobic or transphobic bullying may be targeted at 

people who are or are perceived to being part of the LGBT+ community (Stonewall, 2021). Especially 

in the US, discrimination against LGBT+ people are a huge problem as it is not explicitly illegal in 

most states to discriminate against LGBT+ people in the workplace, housing, public accommodations 

and schools (Lopez, 2019). Other examples of issues include LGBT+ youth homelessness, hate crimes 

and health issues like HIV/AIDS (Lopez, 2019). 

 
 
2.2 LGBT+ representation 

To understand the concept of LGBT+ representation, it is important to recognise the impact of socio-

cultural development. In context of this research, I have chosen to focus on how LGBT+ people have 

been represented within pop culture, fashion and advertising through time. 

 

2.2.1 Pop culture 

Often considered a landmark (Brathwaite, 2018), Mart Crowley’s 1968 Off-Broadway show The Boys 

In The Band was one of the first plays to portray LGBT+ people (Portland, 2020) by featuring 8 openly 

gay male characters living precariously well-adjusted lives in New York (Brathwaite, 2018). The Boys 

In The Band opened the door for LGBT+ representation (Brathwaite, 2018) by depicting gay men as 

complex protagonists rather than deviants or villains (Portland, 2020). This led the way to other 

classic LGBT+ centric Broadway shows such as Cabaret, Fun Home, Kinky Boots, Rent and The Book 

of Mormon (Sullivan, 2016). In recent years, the Broadway show Head Over Heels has drawn 

attention due to a rarity in its portrayal of the full spectrum of gender and sexuality, and in its casting 

of a black, trans woman to play a non-binary character (Peitzman, 2018). By offering more shows 

focusing on LGBT+ representation, the more opportunities there are to expose people to the full 

breadth of sexual and gender identities and the beauty therein (Peitzman, 2018). 

 

Another vital aspect of LGBT+ representation within performing arts is drag culture. Though its 

mainstreaming is a recent thing, drag has a long and complex history (Sanders & Axelrod, 2019). 

Since the 19th century, the term ‘drag’ has been embraced by those who play with and redefine the 

concept of gender (Them, 2018). What started out as men playing female roles or men wearing 
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dresses for comedic effect, reached a turning point in the 1980s as the edgy, vulgar, playful ethos 

of RuPaul and modern drag queens grew out of the scene in New York (Sanders & Axelrod, 2019). 

As the visibility grew, the 1990s made way for more distinctions between drag and other identities 

in the LGBT+ community, especially between drag and transgender (Them, 2018). In 2009, the show 

RuPaul’s Drag Race premiered and over the course of numerous seasons and spin-off shows,  

it introduced drag to a new generation and millions of viewers (Them, 2018). The modern drag 

movement, driven by RuPaul, seeks to defy and deconstruct the expectations of ‘normal’ (Sanders 

& Axelrod, 2019). With the mainstreaming of drag (Them, 2018), drag is now acknowledged as an 

art form to be reckoned with (Sanders & Axelrod, 2019). However, women who dress as drag queens 

or drag kings are yet to have the same cultural moment as their male peers (Sanders & Axelrod, 

2019). As today’s drag is closely linked to the LGBT+ community (Sanders & Axelrod, 2019), it also 

represents the LGBT+ community to a mainstream audience. 

 

The film adaption of The Boys In The Band in 1970 was a milestone for gay representation in 

Hollywood (Cohen, 2015). Up until 1968, the 1930 Motion Picture Production Code prohibited the 

portrayal of ‘sex perversion’ (Cohen, 2015). Although a handful of characters from classic films, such 

as the ‘sissy’, cowardly lion in The Wizard of Oz, managed to slip past the censors (Cohen, 2015). 

However, in The Boys in the Band, gay desire and identity are explicit (Cohen, 2015). The film helped 

make the LGBT+ community culturally visible during a time where openly discussing homosexuality 

was still taboo (Cohen, 2015). In the 2000s and 2010s, gay characters were far less likely to be cast 

as villains than in previous decades, but still the most commercially successful and critically 

acclaimed films with gay male protagonists tended to be tragedies like Brokeback Mountain, A Single 

Man and The Imitation Game (Cohen, 2015). However, in recent years, movies like Call Me By Your 

Name and Love, Simon have told affirmative tales of young same-sex desire with gay male 

protagonists in the leading roles (Brathwaite, 2018).  

 

In most genres of popular entertainment, especially television, both scripted and unscripted, there 

has been an explosion of LGBT+ characters (Cohen, 2015). In 1997, comedian Ellen DeGeneres 

became the first leading character to come out on a prime-time network TV show (CNN, 2021).  

In addition, the groundbreaking NBC Will & Grace debuted in 1998, which changed many people’s 
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mind about LGBT+ people (Portwood & Sepinwall, 2020). Later, TV shows like Glee and Modern 

Family cultivated LGBT+ acceptance (Portwood & Sepinwall, 2020). Regarding representation of 

trans people, many have attributed today’s increased acceptance to a ‘trans tipping point’ within 

pop culture, driven in part by TV series like Orange Is The New Black and the Emmy award-winning 

show Pose (Campuzano, 2020). Most recently, Channel 4’s drama mini-series It’s a Sin has captured 

the people’s hearts thanks to its empowering, educational and honest portrayal of LGBT+ history 

during the 1980s AIDS epidemic (Baxter-Wright, 2021). 

 

2.2.2 Fashion 

Through time, the LGBT+ community has helped shape the fashion industry and its ever-evolving 

trends (Brucculieri, 2020). In fact, many iconic fashion moments would not exist without the LGBT+ 

community’s creativity and impact (Brucculieri, 2020). Therefore many fashion designers are known 

to show support for the LGBT+ community (Brucculieri, 2020). An example is Burberry’s SS 2018 

show where Christopher Bailey, its former creative designer, dedicated his final collection to the 

LGBT+ community by combining Burberry’s signature tartan with references to the rainbow Pride 

flag (Brucculieri, 2020). The most show-stopping look was a rainbow striped faux fur cape, worn by 

model Cara Delevingne, who has been open about gender and sexual fluidity (Brucculieri, 2020). 

Gender-bending fashion has existed as long as there have been gender norms to bend (Sanders, 

2019). While this is true, these designs were created by people, and for people, who identified as 

cisgender (Cohn, 2020). In recent years, genderfluid fashion has entered the mainstream as a new 

generation of designers are challenging the fashion industry to think beyond gender (Cohn, 2020). 

An example is Harris Reed who strives to eradicate the categories of menswear and womenswear 

by fluid designs that are crossing and merging masculinity and femininity (Cohn, 2020). What sets 

young designers like Harris Reed apart is that they are designing for their own non-cisgender bodies 

and celebrating the communities that power their brands by focusing on them (Cohn, 2020).  

In addition, esteemed fashion brands like Gucci and Valentino have also embraced genderfluid 

fashion and non-cisgender identities (Cohn, 2020). Designer Alessandro Michele from Gucci has 

infused genderfluidity since he assumed the role of creative director in 2015, playing with ambiguity 

when it comes to gender and gender expression (Campuzano, 2020), e.g. by implementing 

traditionally feminine silhouettes within Gucci’s menswear collection (Bhalla, 2020). In 2020, Gucci 
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also launched a non-binary, genderfluid section of its ecommerce site Gucci Mx, where customers 

can shop without having to comply with a female or male distinction (Campuzano, 2020). Moreover, 

in 2020, models identifying as non-binary, agender, transgender men and cisgender men  

walked alongside cisgender women at Valentino’s Fall 2020 womenswear show (Cohn, 2020).  

Most recently, when Harry Styles appeared in Vogue’s December issue, he made history as the first 

solo man to the grace the cover of Vogue and in the process launched a thousand think pieces about 

his Gucci ballgown (Wallace, 2021). Already known for his genderfluid style, the cover’s release 

suggested that genderless fashion had reached a new level of acceptance within the fashion industry 

(Wallace, 2021). However, despite the mainstreaming of genderfluidity, fashion is still very much 

divided between menswear and womenswear (Campuzano, 2020). But all signs are pointing 

towards a more genderfluid attitude across fashion (Maoui, 2018). And with it, thus far, has come  

a great deal of positivity (Maoui, 2018). 

 

2.2.3 Advertising 

Inspired partly by the energy of the Stonewall riots, advertisements aimed toward LGBT+ consumers 

began to appear in earnest in the 1970s (Moreau, 2019). At the time, it was primarily ‘sin’ products 

like alcohol and tobacco that were marketed to LGBT+ people as these companies had little or 

nothing to lose from a potential boycott (Moreau, 2019). Absolut Vodka was the first brand to build 

itself with an eye toward the LGBT+ community (Moreau, 2019). However, with the exception of 

Absolut, almost all advertising aimed explicitly at LGBT+ people came to a halt in the 1980s due to 

the AIDS epidemic and the stigma surrounding the disease (Moreau, 2019). In the 1990s ads started 

to pick up again as the LGBT+ community was presented as an affluent, untapped market (Moreau, 

2019). In 1994, Ikea was the first company to include a same-sex couple in a TV commercial that 

aired in the US (French, 2017), which received a strong backlash due to its radical nature (Moreau, 

2019). Yet, Ikea remained defiant by continuing to run the ad in spite of backlash, boycotts and  

a bomb threat to one of its stores (French, 2017). Despite the increased visibility and some 

successful ad campaign, mainstream campaigns still risked a backlash for LGBT+ inclusive ads into 

the early 2000s, with representation of transgender people almost always being negative (Moreau, 

2019). Nevertheless, the backlash that once was a normal occurrence with LGBT+ marketing 

campaigns is not the same anymore as an LGBT+ boycott in today’s society is considered much 
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worse than getting a backlash from conservative people (Moreau, 2019). In recent years, still more 

companies within a wide range of industries are engaging in LGBT+ inclusive advertising (Moreau, 

2019). This becomes especially noticeable during Pride month where rainbow-coloured, LGBT+ 

inclusive ad campaigns appear to be omnipresent (Moreau, 2019). 

 

3. Theory 
As the phenomenon of LGBT+ representation is relatively new, the existing literature is very limited. 

For example the majority of literature exploring LGBT+ imagery in advertising seeks to understand 

how heterosexual consumers interpret and perceive LGBT+ inclusive advertisements (Bond & 

Farrell, 2020) instead of how LGBT+ consumers interpret and perceive LGBT+ representation in ads. 

This means that most of the marketing literature on LGBT+ inclusive advertising focuses on how to 

target the LGBT+ market segment without alienating the heterosexual consumers (Bond & Farrell, 

2020). Moreover, there is a lack of formal research on LGBT+ identification (Cowart & Wagner, 

2021), which explores sexual orientations and gender identities in relation to LGBT+ representation. 

Even less research exists on individuals who identify as non-binary or transgender, with little to no 

research within advertising on non-binary individuals (Cowart & Wagner, 2021). Furthermore,  

there is a lack of formal research on pinkwashing within the context of commercialisation of Pride.  

However, despite these constraints, I have chosen to focus on relevant theories within branding, 

LGBT+ representation in advertising and corporate social responsibility.  

 

3.1 Representation 

As mainstream media focuses on amassing large, heterogeneous audiences, most mainstream 

advertising typically has targeted the heterosexual customer with heterosexual masculinity and 

hypersexualised femininity being the norm (Northey et al., 2020). This means that large-scale 

representation of LGBT+ people in mainstream advertising largely is still lacking (Cowart & Wagner, 

2021). Yet recent years have seen an increase in LGBT+ imagery in advertising (Northey et al., 2020), 

partially driven by the belief that LGBT+ people are a valuable segment of the consumer market to 

target (Bond & Farrell, 2020), and the rising level of discontent within the LGBT+ community about 

the underrepresentation in mainstream media (Northey et al., 2020). Sitting somewhere between 
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explicit LGBT+ representation and total non-representation is homoeroticism, where subtle LGBT+ 

themes are represented in imagery such as same-sex sensual positioning (Cowart & Wagner, 2021). 

As part of advertising in current mainstream media, homoerotism is made palatable through the 

use of androgyny (Cowart & Wagner, 2021). Hence, androgyny acts as a bridge between LGBT+ 

representation and representation that fit Western ideals of beauty and aesthetics (Cowart & 

Wagner, 2021). The relationship between androgyny and LGBT+ identity may vary based on context 

and adapt over time with cultural progression (Cowart & Wagner, 2021). Thus, as cultural views of 

gender and sexuality continue to adapt in favour of non-binary and non-heterosexual alternatives, 

so may perceptions of androgyny (Cowart & Wagner, 2021). By providing a sense of ambiguity that 

allows room for interpretation of gender, sexuality and organisational intent, companies are able to 

court the LGBT+ community and the more conservative mainstream audiences simultaneously 

(Cowart & Wagner, 2021). In addition, mere exposure to LGBT+ people in media can have a 

significant, positive impact on LGBT+ acceptance (Cowart & Wagner, 2021). Within the areas of 

marketing and advertising, social standards are often reflected visually to an idealistic standard 

(Cowart & Wagner, 2021). An example of this idealism is Pride advertising, which occurs when 

brands clearly, visibly and intentionally reflect a positive commitment to the inclusion of the LGBT+ 

community (Cowart & Wagner, 2021). This means that some forms of LGBT+ representation are 

clearly identifiable as LGBT+ inclusive whereas other forms may be more ambiguous and undefined 

(Cowart & Wagner, 2021). While brands can target LGBT+ consumers via niche publishers and 

events like Pride, mainstream events and media tend to have a broader reach and the added effect 

of normalising LGBT+ people through inclusive messaging (WARC, 2020). This means that subtle, 

inclusive, mainstream marketing can be more effective than specifically LGBT+ targeted efforts 

(WARC, 2020). Moreover, perceptions of LGBT+ consumers’ strong buying power and brand loyalty 

have increased the importance of appealing to the LGBT+ market segment (Bond & Farrell, 2020). 

Statistics show that 78% of LGBT+ people and their social circles would switch to LGBT+ friendly 

brands and 74% of LGBT+ people are likely to consider brands that support LGBT+ organisations 

and/or LGBT+ causes (WARC, 2020). This means that purchase decisions are highly influenced by 

the brands’ actions in regard to  LGBT+ issues and support of the LGBT+ community (WARC, 2020). 
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According to an annual UK study conducted by YouGov in partnership with Karmarama and Gay 

Times, surveying more than 6,500 consumers and marketers, advertising continues to fall short of 

representing the LGBT+ community positively (WARC, 2020). In 2020, 65% of the LGBT+ respondents 

agreed that the LGBT+ community was represented in a positive and inspirational way that pushes 

boundaries, compared to 74% in 2019 (WARC, 2020). However, only 36% of LGBT+ respondents 

believe ads truly reflect the LGBT+ community, compared to 48% in 2019 (WARC, 2020). In addition, 

82% of the respondents believed the LGBT+ representation in advertising was tokenistic as brands 

were unable to earnestly address diversity-related challenges (WARC, 2020). This can also be linked 

to the brands lack of effort outside of Pride as 84% of the LGBT+ respondents believed that brands 

needed to do more outside of Pride Month (WARC, 2020). This claim is reinforced by the marketers 

questioned because only 32% of the marketers said their campaigns engaged with LGBT+ people 

independently of Pride (WARC, 2020). However, the marketers appear to lack awareness of their 

failings as 75% believed their brand successfully represents and engages with the LGBT+ community 

(WARC, 2020).  

 

3.1.1 Sexual orientation 

According to a study published in the Journal of Advertising Research (JAR) examining behavioural 

intent, brands that feature same-sex couples in ads are likely to experience an uplift in purchase and 

recommendation intent among lesbian, gay and bisexual (LGB) consumers (WARC, 2020). Thus, 

viewing ads congruent with participants’ sexuality increased the ads’ appeal, which positively 

affected the predicted purchase intent and likelihood of recommending the advertised brands 

(WARC, 2020). Moreover, a different study published in JAR showed that ads using lesbian and 

heterosexual imagery generated comparable emotional responses among all consumers, while male 

homosexual imagery created more powerful, negative emotions, whether the imagery was imagery 

was explicit or implicit with regards to sexuality (WARC, 2020). This means that there exists a form 

of homo-gender bias within heterosexual attitudes to homosexuality, especially among politically 

conservative consumers (Northey et al., 2020). However, heterosexual consumers may not 

experience the same aversion to LGBT+ imagery in mainstream advertising as previously due to 

increased societal acceptance of LGBT+ sexualities and lifestyles (Bond & Farrell, 2020). Thus, brands 
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should focus on developing ads that consumers find interesting, authentic, and a good match with 

the respective brand (Bond & Farrell, 2020). 

 

3.1.2 Gender identity 

In recent years, gender representation has become more present in the public consciousness while 

also becoming increasingly complicated (Ginai, 2020). Thus, there is a growing shift among B2C 

brands to transcend prescribed notions of gender in their marketing and advertising, with large 

brands evolving to meet the changes in how society sees gender identity (Schwartz, 2020). In today’s 

rapidly changing world, it is important that brands understand gender identity as it is a crucial 

component of a consumer’s self-concept (Solomon, 2021). Gender roles are always a work in 

progress as gender norms have always been in a state of flux,  meaning the definitions of  

femininity and masculinity have been very different in different places and times (Solomon, 2021).  

Today we are witnessing a particular volatile shakeup as society struggles with changing definitions 

of gender identities (Solomon, 2021). According to a 2015 study by Wunderman Thompson, 82% of 

Gen Z respondents think that gender does not define a person as much as it used to (Solomon, 

2021). This means that brands need to closely follow this conversation to be sure their messages 

and products are aligned with these evolving definitions (Solomon, 2021). 

 

The universal appeal of attractive models used in androgynous marketing has blurred the distinction 

between femininity and masculinity, and between female and male, to the extent that these labels 

may be increasingly less meaningful (Cowart & Wagner, 2021). A societal shift toward gender 

neutrality has begun making androgyny an option as part of strategic communication (Cowart & 

Wagner, 2021). As a construct, androgyny fits within performative frameworks of gender that 

promote the idea that gender is a social construct, which is only given meaning through culture and 

performance (Cowart & Wagner, 2021). Moreover, androgyny upholds the idea that gender exists 

within a spectrum and the strategic identity performances are deliberate and personal (Cowart & 

Wagner, 2021). These performances are particularly prominent in fashion and marketing where 

androgynous models deliberately blur the lines between gender, sex and sexuality, and allow 

consumers to make conclusions without any explicit organisational clarity (Cowart & Wagner, 2021). 
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This strategic ambiguity allows room for interpretation of organisational intent (Cowart & Wagner, 

2021).  

 

Brands must make conscious and informed decisions on the ever-changing connotations associated 

with gender identity, presentation and representation (Cowart & Wagner, 2021). In recent years, 

an increasing number of brands have realised that moving beyond the binary cultivates brand 

affinity among communities that might not otherwise pay attention to their products and services 

(Schwartz, 2020). This means that when brands loosen up on traditional market definitions of 

gender, they may encounter exciting new opportunities as products and services that used to be 

solely for one gender may now be fair game for others as well (Solomon, 2021). As brands 

recalibrate their gender-related marketing efforts, they need to take a holistic approach and be 

careful not to isolate the issue (Schwartz, 2020). For examples, brands make a mistake when they 

think about gender in terms of women or transgender issues when in fact everybody, including men, 

is affected by constructions of gender (Schwartz, 2020). These changes are heavily fuelled by 

younger generations as more than 12% of US Millennials identify as transgender or gender-

nonconforming and 20% identify as an LGBT+ person, according to GLAAD (Schwartz, 2020). 

Previously, there used to be a time when consumers would look in the mirror of advertising and 

expect to see themselves reflected back, but now we have moved to a time when we want to see 

the society around us reflected back (Schwartz, 2020). This means that there is an increased need 

for diverse LGBT+ representation, including beyond the binary.  

 

3.2 Corporate Social Responsibility 

 

3.2.1 Social change 

Given the current political climate, speaking up about societal issues is falling to companies at an 

increasing rate (Dhunna, 2019). Thus, corporate allies have often taken on social utility with the 

LGBT+ community, playing a role in the political landscape and social experiences of LGBT+ people 

(Bond & Farrell, 2020). When it comes to making public statements or actions about policies or laws, 

it is important that it is connected to the brand purpose, mission and values as public statements 

rooted in a clearly understood and demonstrated brand culture are more likely to be perceived as 
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authentic, whether people agree with the statement or not (McDermott, 2017). Authenticity is key 

and is demonstrated by the brand’s willingness to take action on important issues instead of just 

talking about them (McDermott, 2017). A 2016 US study showed that Gen Z and Millennials are 

more likely to say that brands should publicly comment on politics compared to other generations 

(McDermott, 2017). Figuring out if and when a brand should take a public stance on a political issue 

or a proposed law requires care analysis of the brand equity (McDermott, 2017). This means that if 

the potential protest or statement aligns with consumers’ attitudes and fits with the brand’s 

personality and image, then the likelihood of a positive effect increases significantly (McDermott, 

2017). However, due to its complexity, many brands prefer to avoid taking a stand on controversial 

issues (McDermott, 2017). 

 

When it comes to gender identity, there are many ways that brands can make impactful changes 

and boost their cultural relevance (Ginai, 2020). Firstly, they can help to create new subconscious 

gender narratives by challenging the deep-set stereotypes and gender norms, which have been 

reinforced in the collective subconscious due to years of misrepresentation (Ginai, 2020). However,  

tackling stereotypes and gender norms by simply entering the conversation or driving debate are 

not enough (Ginai, 2020). Brands need to consider who is impacted outside the gender binary 

targets and understand the audiences’ personal experiences (Ginai, 2020). Using this insight to 

create new subconscious narratives can elicit deep-rooted, meaningful emotions and put brands at 

the forefront of evolving societal understanding of identity (Ginai, 2020). Secondly, brands need to 

aware of their own existence within popular culture as all commercials take and reinforce a stance 

on stereotypes and norms, whether intentional or not (Ginai, 2020). Thus, brands need to be actively 

conscious of what norms and stereotypes are perpetuated in their communications and how their 

influence can shape the world that consumers see and live in (Ginai, 2020). By tapping into an 

inclusive and emotional attitude, brands can tap into the hearts and minds of consumers (Ginai, 

2020).  

 

3.2.2 Pinkwashing 

As Pride undoubtedly captures large audiences, brands get tempted to jump on the bandwagon 

without contributing money to the LGBT+ community (WARC, 2020) and without understanding the 
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history and importance of Pride (Dhunna, 2019). Despite that, brands engaging in this sort of 

behaviour will continue to be called out by the LGBT+ community, which carries a collective memory 

or all that has gone wrong (Dhunna, 2019).  

 

Pinkwashing makes it difficult for many brands to understand how to effectively take part in Pride 

without being accused of being in authentic or jumping on a bandwagon (Dhunna, 2019). However, 

there are many ways for brands to engage in Pride that limits the risk of pinkwashing (WARC, 2020). 

Firstly, brands can learn how to best get involved in LGBT+ causes with the LGBT+ community at 

heart by working closely with their LGBT+ employees (WARC, 2020). By understanding the values 

and experiences of their LGBT+ employees, brands can apply this knowledge to create meaningful 

interactions with the LGBT+ community, if deemed appropriate (Dhunna, 2019). Secondly, brands 

can enter official partnerships with LGBT+ organisations in order to create authentic, meaningful 

interactions between brands and the LGBT+ community (WARC, 2020). Thirdly, brands should 

ensure that LGBT+ inequality is not baked into its product supply chain (Dhunna, 2019). Lastly, 

brands can provide year-round support for the LGBT+ community e.g. via ongoing charitable 

donations and/or advocating for current LGBT+ causes that affect the LGBT+ community (WARC, 

2020). To look beyond Pride, means to acknowledge, understand and get involved with real issues 

affecting LGBT+ people worldwide such as exclusion and discrimination (Dhunna, 2019). 

Conclusively, audience understanding and authentic commitment to supporting the LGBT+ 

community are vital to appeal to LGBT+ consumers and avoid pinkwashing (WARC, 2020). 

 

3.2.3 Diversity management 

Within the advertising industry,  the dedication to diversity and inclusion, or lack thereof, has been 

an ongoing issue, even though the benefits hereof are evident both within performance and quality 

of marketing (Brodsky, 2017). From a marketing perspective, brands that overlook the importance 

of inclusion risk missing the mark with their employees and customers (Brodsky, 2017). Within 

marketing communication, it is important to accurately reflect the changing demographics’ wants 

and needs, as consumers want to be marketed to in a way that is contextually and culturally relevant 

(Brodsky, 2017). Thus, it is important to have a diverse team to discuss the content and ensure 

alignment with the target audience (Brodsky, 2017). This means that if brands want to make  
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an authentic connection with consumers, they must first ensure internal alignment, meaning  

a brand’s focus on inclusion and diversity must work from inside out (Brodsky, 2017). 

 

There are many ways that businesses can make internal diversity a part of their business strategy 

(Brodsky, 2017). Firstly, companies can establish programs that are inclusive and reflective of their 

employees to promote inclusion (Brodsky, 2017). This is highly important as all employees should 

be free to be themselves at the workplace, including LGBT+ employees and other minority groups 

(Kolman, 2020). An example could be employee-led groups, which provides opportunities to learn, 

grow and network with other employees with similar backgrounds and interests to promote 

leadership and advocacy among the diverse workforce (Brodsky, 2017). These type of groups can 

also foster a sense of acceptance and belonging within the company  (Brodsky, 2017). Secondly,  

by having a diverse workforce, brands get an in-built focus group from which they can get diverse 

feedback when making decisions or developing marketing campaigns (Brodsky, 2017). Thirdly, 

companies can establish mandatory training for their leaders and/or employees such as 

unconscious-bias training, which helps to identify personal biases and provides advice to counteract 

those biases (Brodsky, 2017). This provides employees with a framework for thinking and talking 

internally about different characteristics such as gender identity (Schwartz, 2020). 

 

Recognition as a  corporate LGBT+ ally provides a significant benefit toward building relationships 

with LGBT+ consumers (Bond & Farrell, 2020). Corporate allies are defined as corporations, brands, 

or products that LGBT+ consumers perceive to be LGBT+ friendly or supportive of the LGBT+ 

community (Bond & Farrell, 2020). Infusing LGBT+ inclusiveness into marketing materials and 

corporate actions facilities the development of a LGBT+ friendly brand persona that bridges  

a brand to LGBT+ cultures, communities and lifestyles (Bond & Farrell, 2020). Having a LGBT+ 

friendly brand status implies not only that the brand is open and inclusive but also that the brand 

proactively tends to the need of the LGBT+ community (Bond & Farrell, 2020). The implications of 

ally status extend beyond reputation enhancement (Bond & Farrell, 2020). Studies have shown the 

LGBT+ consumers are more likely will purchase products from corporate allies, pay a premium price 

for those products and even accept lower quality products (Bond & Farrell, 2020). 
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4. Methods 
With inspiration from the research onion (Saunders et al., 2019), this section identifies and justifies 

my methodological choices for this master thesis. These choices are extremely important as the 

chosen research philosophy, approach to theory development and research design affect the way 

that the research question is formulated and answered (Saunders et al., 2019). This means that 

these choices are key to achieve a coherent research project. 

 

4.1 Research philosophy 

As research philosophy refers to a system of beliefs and assumptions about the development of 

knowledge, the chosen research philosophy contains important assumptions about how to view the 

world (Saunders et al., 2019). This means that the assumptions inevitably shape the understanding 

of the research project. As research philosophies are differentiated by the objectivism-subjectivism 

continuum and the regulation-radical change continuum (Saunders et al., 2019), I have chosen to 

use this terminology to discuss my chosen research design. 

 

As a subjectivist researcher, I seek to understand the different realities of social actors in order to 

make sense of their interpretations of reality in a meaningful way. Ontologically, subjectivism 

embraces nominalism, which considers that social phenomena are created through the language, 

perceptions and consequent actions of social actors (Saunders et al., 2019). This means that I believe 

the phenomenon of LGBT+ representation is created through the perceptions and practices of the 

social actors. However, as a social constructivist, I also believe that reality is constructed through 

social interactions. Epistemologically, subjectivism focuses on the social actors’ opinions, narratives, 

interpretations and perceptions that convey these social realities (Saunders et al., 2019). Hence,  

I intend to seek out different opinions and narratives that account for different social realities of 

different social actors. Moreover, subjectivism has value-bound, reflexive axiology as subjectivists 

cannot detach their personal values during the research process (Saunders et al., 2019). Therefore, 

I openly acknowledge and actively reflect on my own values plus how they may affect my research 

design, analysis and conclusion going forward. As an LGBT+ ally, I strongly believe that everyone 

should be free to be who they are and love who they love without fear and judgement. Yet, as a 

cisgender and straight person, I am very aware of my privileged position in regard to members of 
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the LGBT+ community since my way of living is more or less considered the societal norm. This 

means that I can support the LGBT+ community as an ally without feeling any potential negative 

impact first-hand due to my way of living. I am also very aware that my personal values may 

potentially impact this research project, e.g. the selection of participants and the interpretation of 

participants’ perceptions and practices. But as I do not have any preconceived positive or negative 

opinion about the phenomenon of LGBT+ representation within the fashion industry, I believe my 

personal values will not affect the validity and/or reliability of my research.    

 

Working within the sociology of regulation perspective, it is assumed that there is an underlying 

unity and cohesiveness of societal systems and structures that needs regulation (Saunders et al., 

2019). Thus, regulation research suggests that societies and human behaviour may be improved 

within the current state, rather than radically challenging the current position (Saunders et al., 

2019). I have chosen to incorporate this way of thinking as this master thesis seeks to research the 

correlation between current perceptions and practices of LGBT+ representation within the fashion 

industry, thus focusing on the current state of the phenomenon. 

 

According to Burrell and Morgan, a research philosophy is identified by combining the objectivist-

subjectivist continuum and the regulation-radical change continuum(Saunders et al., 2019).  

Based on this theory, I have chosen to undertake my research within the interpretive paradigm as  

I identify myself as a subjectivist researcher working within the sociology of regulation perspective.  

As interpretivism emphasises that humans are different from physical phenomena because they 

create meanings, interpretivists study these meanings to create new, richer understandings and 

interpretations of social worlds and contexts (Saunders et al., 2019). With its focus on complexity, 

richness and multiple interpretations, interpretivism is explicitly subjectivist (Saunders et al., 2019). 

As an interpretivist, I intend to understand the selected participant’s perception and practices 

related to LGBT+ representation in order to create new, richer understandings and interpretations 

of LGBT+ representation within the fashion industry. An axiological implication of this is that my 

interpretation of the research data, and thus my own values, play an important role in the research 

process. Therefore it is crucial that I try to understand the participants’ social worlds from each of 

their perspectives by adopting an empathic stance. 
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4.2 Approach to theory development 

The approach to theory development is highly important as it enables informed decision about the 

research design such as your research strategies, methodological choice and constraints (Saunders 

et al., 2019). 

 

Due to its emphasis on importance of subjective interpretations (Saunders et al., 2019), I have 

chosen to use an inductive approach to theory development. This approach is also a particularly 

relevant when researching a newer topic with little existing literature, like in the instance of this 

master thesis. By generating data and analysing and reflecting upon what theoretical themes the 

data is suggesting, known premises are used to generate untested conclusions (Saunders et al., 

2019). This means that an inductive approach enables the understanding of the social actors’ 

interpretation of their social world. However, inductive research can be a protracted process as the 

ideas often have to emerge gradually (Saunders et al., 2019). This has also been the case for my 

research process as new emerging ideas have meant adjustments of the research question,  

the interview guides, the selection of participants and most notably my research strategies and data 

collection. 

 

4.3 Research design 

Influenced by the research philosophy and approach to theory development, the following research 

design outlines my methodological choices, my research strategies and my chosen timeline. 

 

4.3.1 Methodological choice 

In order to address the research question in a coherent way, it is important that the chosen 

methods, whether quantitative, qualitative or mixed, are interpreted through their associations to 

the chosen research philosophy and approach to theory development (Saunders et al., 2019). 

 

For this master thesis, I have chosen to focus on qualitative research as it is often associated with 

an interpretive philosophy and an inductive approach. This means that my data collection and  

data analyses focus on using and generating non-numerical data such as texts, images and videos. 

Qualitative research is often interpretive because researchers need to make sense of the subjective 
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and socially constructed meanings expressed about the phenomenon being studied (Saunders et 

al., 2019). This means by focusing on qualitative research, my methodological choice aligns with my 

chosen interpretive research philosophy. Furthermore, many varieties of qualitative research start 

with an inductive approach to theory development, where the research design is used to build 

theory or develop a richer theoretical perspective than already exists in the literature (Saunders et 

al., 2019). As my research strives to build upon the already existing literature related to LGBT+ 

representation, my methodological choice also aligns with my chosen inductive approach to theory 

development. Since qualitative research studies participants’ meanings and the relationship 

between them to make a theoretical contribution (Saunders et al., 2019), I believe it is the ideal 

methodological choice for this master thesis. By conducting a quality research study, I am able to 

explore and interpret the participants’ narratives related to their perceptions and practices of LGBT+ 

representation in order to provide managerial- and theoretical contributions to the already existing 

limited literature. 

 

4.3.2 Research strategies 

A research strategy can be defined as a plan on how to answer the research question, meaning it is  

the methodological link between the research philosophy and subsequent choice of methods to 

collect and analyse data (Saunders et al., 2019). As qualitative research is associated with a variety 

of research strategies, it is important to make an informed methodological choice between these 

(Saunders et al., 2019). 

 

For this master thesis, I have chosen to commence a multi-method qualitative study due to the 

explorative nature of my research question. By using more multiple qualitative data collection 

techniques and corresponding analytical procedure, I am able to explore the phenomenon of LGBT+ 

representation more thoroughly in order to create a richer understanding. Furthermore, the need 

to include multiple qualitative data collection techniques increased significantly during the research 

process due to the constraint of limited primary data. Thus, to collect relevant data for my research, 

I have chosen to focus on the data collection techniques Narrative Inquiry and Documentary 

research strategy. By combining these two data collection techniques, I am able to complement the 

primary data collected via the Narrative Inquiry technique with the secondary data collected via the 
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Documentary research strategy. Of course, this is not ideal situation as it becomes increasingly more 

difficult to construct valid, credible and authentic narratives. To hopefully overcome this hurdle,  

I have chosen to focus the secondary data collection solely on the selected participant’s own content 

in order to construct more valid, credible and authentic narratives. Correspondingly, I have chosen 

the analytical procedure Thematic Narrative Analysis to analyse the collected data. 

 

4.3.2.1 Narrative Inquiry 

A narrative story is a story which interprets an event or sequence of events, a qualitative research 

interview inevitably involves a participant in storytelling (Saunders et al., 2019). In Narrative Inquiry, 

the participant is the narrator, with the researcher adopting the role of a listener and facilitating the 

process of narration (Saunders et al., 2019). This means that my role as the researcher is to listen to 

the selected participants’ interpretation of LGBT+ representation, while also facilitating the process 

by provide relevant themes and questions. Hence, this strategy enables me to connect relevant 

events, actions and their consequences over time into a coherent narrative. For this master thesis, 

I have chosen to implement the Narrative Inquiry strategy due to its coherence with my chosen 

research philosophy and approach to theory development. By being a narrative researcher, I am 

able to focus on the participants’ interpretation of events and cultural artefacts through storytelling 

in order to interpret their social world. Since Narrative Inquiry is generally associated with small, 

purposive samples (Saunders et al., 2019), I have chosen to conduct in-depth, semi-structured 

interviews with a small number of selected participants that I believe represent a much larger 

culture-sharing population. 

 

4.3.2.2 Documentary research strategy 

For this master thesis, I have chosen to include the documentary research strategy as a supplement 

to the Narrative Inquiry research strategy due to the constraint of limited primary data. However, 

when using a documentary research strategy, it is highly important to be sensitive to the nature of 

and the original purpose of the documents selected, the way in which they are analysed and the 

generalisations that may be drawn upon them (Saunders et al., 2019). This means that I need to 

critically assess what kind of secondary data to include to include in my analysis. As the aim is to 

construct and/or reconstruct a coherent narrative that is valid, credible and authentic to the 
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narrator, I have chosen to solely focus to the second data collection on the participant’s own content 

such as websites, blog postings, marketing reports, annual reports and visual materials. By collecting 

secondary data, I am able to support and challenge the findings from my primary data collection. 

 

4.3.2.3 Thematic Narrative Analysis 

Within inductive, qualitative research, data collection and data analysis are an interrelated and 

interactive set of processes, meaning it enables the recognition of important themes, patterns and 

relationships during data collection and allows these to emerge (Saunders et al., 2019). By using 

Thematic Narrative Analysis, the interpretivist researcher is capable of exploring different 

interpretations of a phenomenon by allowing the narratives of the participants to emerge through 

the analysis (Saunders et al., 2019). This means that the purpose of a Thematic Narrative Analysis is 

to identify analytical themes within narratives. For this master thesis, I have chosen to implement 

the Thematic Narrative Analysis technique due to its coherence with my chosen research 

philosophy, approach to theory development and research strategies. As my research question 

seeks to explore different stakeholders’ interpretation (companies within the fashion industry and 

LGBT+ organisations) of the same phenomenon (LGBT+ representation), I have chosen to analyse 

multiple narratives. Because understanding sequence and context is important to be able to develop 

a rich and full explanation (Saunders et al., 2019), I have chosen to analyse the narrative of each 

selected participant separately by constructing and/or reconstructing each narrative with focus on 

the chronological sequence of events and the contextual background of themes. To achieve 

analytical coherence in the narratives, I have re-constructed the narratives based on the primary 

data collected and constructed the narratives based on the secondary data collected. Furthermore, 

I have used these narrative analyses to identify relevant, recurring themes related to the 

phenomenon of LGBT+ representation.     

 

4.3.2.4 Quality of the research design 

The assessment criteria for the research design of this master thesis consider issues of validity, 

credibility and authenticity. This means that my findings must be attributed to my research, that the 

constructed narratives must be aligned with what the participants intended, and that all narratives 

must be represented fairly. In order to establish validity, credibility and authenticity, I have chosen 
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to verify the quality of my research design via triangulation. This means that I intend to verify my 

research data, analysis and interpretation by using more than one source of data and method of 

collection to confirm the validity, credibility and authenticity of my findings.  

 

4.3.3 Time horizon 

Due to the nature of this master thesis and the time constraints of the research process, I have 

chosen to embark on a cross-sectional study. A cross-sectional study involves research of a particular 

phenomenon at a particular time (Saunders et al., 2019). By undertaken a cross-sectional study,  

I have chosen to explore the current situation of LGBT+ representation within the fashion industry. 

This means that the data collection and the analysis primarily focuses on LGBT+ representation 

within recent years, with some relevant exceptions.     

 

4.4 Techniques and procedures 

The centre of the research onion is tactics, which entails a clear description of the decision about 

the chosen data collection techniques and subsequent analysis procedures, and the consequences 

hereof (Saunders et al., 2019). 

 

4.4.1 Formulation of research question 

For this master thesis, I have chosen to embark on an exploratory study due to adaptable nature 

when researching new phenomenon with limited existing literature. By asking open questions 

beginning with ‘what’ and ‘how’, I am hopefully able gain valuable insights about what actually is 

happing within the fashion industry when it comes to its LGBT+ representation. An example of this 

exploratory approach is my wording of the research question and my questions for the interview 

guide (Appendix 6). 

 

4.4.2 Selection of participants 

The initial selection process of potential participants was led by an extensive brainstorming session 

based on secondary data collection (Appendix 2). This brainstorming session identified 63 fashion 

brands, 20 beauty brands and 24 LGBT+ organisation (Appendix 2). The overall criterion for the initial 

selection process was that all potential participants should have done something to represent  
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the LGBT+ community within the last 3 years, e.g. by launching a Pride collection and/or a marketing 

campaign with LGBT+ people in mind or entering a partnership with a LGBT+ organisation. Out of 

the initial selection, I identified 21 potential participants consisting of 14 fashion brands and 7 LGBT+ 

organisations (Appendix 2). For selecting the fashion brands, the criterion was that all potential 

participants should have launched at least one Pride collection within the last 3 years. However,  

for selecting the LGBT+ organisation, the criterion was that all potential participants should actively 

be shaping LGBT+ narratives in today’s society. The reason for choosing these criteria was to create 

a common factor for the ongoing research, which was clearly related to the phenomenon of LGBT+ 

representation in today’s society. In addition, both the fashion brands and the LGBT+ organisations 

should be deemed interesting to include in the research due to their potential contribution. 

 

By implementing a Narrative Inquiry strategy, I have chosen to select a small number of participants 

that I believe reflect a larger culture-sharing population. The selected participants include 3 fashion 

brands and 1 LGBT+ organisation, which are introduced below. 

 

4.4.2.1 Companies within the fashion industry 

Levi’s® is an American brand within the Levi Strauss & Co. (LS&Co) brand portfolio (Levi's, 2021a). 

LS&Co is one of the world’s largest brand-name apparel companies and the global leader in jeans 

(LS&Co, 2021a). Its products are sold in more than 110 countries worldwide through retail stores 

and online sites (LS&Co, 2021a). During recent years, Levi’s® has launched several Pride collections 

such as the Proud Together collection in 2019 (Levi's, 2019a), the Use Your Voice collection in 2020 

(Levi's, 2020a), and the All Pronouns All Love collection in 2021 (Levi's, 2021b). Additionally, in 2021, 

Levi’s introduced its Beauty of Becoming campaign, highlighting the importance of racial, gender, 

and sexual equality (Levi's, 2021c). 

 

Lola Ramona is an independent Danish brand offering its unique design of shoes and accessories 

(Lola Ramona, 2021a) through retail stores and online stores in Europe, North America and Oceania 

(Lola Ramona, 2021b). In 2020, Lola Ramona introduced its first Pride collection in connection with 

its three-year partnership with Copenhagen Pride (Lola Ramona, 2020a). Additionally, Lola Ramona 

is launching two new Pride collections in 2021, supporting World Pride and FSTB (an acronym for 
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‘Foreningen for Støtte til Transkønnede Børn’ which is a Danish LGBT+ organisation supporting trans 

children) respectively (Lola Ramona, 2021a). 

 

River Island is an independent British brand offering stylish, affordable fashion through retail stores 

and online stores across the UK, Ireland and internationally (River Island, 2021a). Inspired by its 

#LABELSAREFORCLOTHES campaign (River Island, 2018a), River Island has launched two Pride 

collections, the Love Not Labels collection (River Island, 2018b) and the We Are One collection, both 

in collaboration with the anti-bullying charity Ditch The Label (River Island, 2019a). 

 

4.4.2.2 LGBT+ organisations 

LGBT+ Danmark is a Danish non-governmental organisation representing the LGBT+ community by 

focusing on the areas of gender identity and sexual orientation (LGBT+ Danmark, 2021). Through its 

political lobbying, LGBT+ Danmark is working to ensure political, societal and cultural equality for 

the LGBT+ community (LGBT+ Danmark, 2021). Additionally, LGBT+ Danmark offers counselling and 

social activities that support the LGBT+ community (LGBT+ Danmark, 2021). 

 

4.4.3 Primary data collection 

By implementing a Narrative Inquiry strategy, I have chosen to study the participants’ interpretation 

of their perceptions and practices of LGBT+ representation through storytelling in order to create 

new, richer understandings and interpretations of their social worlds. By conducting interviews with 

selected companies within the fashion industry and LGBT+ organisations, I am able to study their 

narratives and interpretations of LGBT+ representation within the fashion industry. 

 

Using a hybrid access strategy (Saunders et al., 2019), I contacted each of the identified 21 potential 

participants with a customised enquiry via my official CBS student email (Appendix 3). Each enquiry 

outlined the purpose of the research, their potential involvement in the research, and my specific 

interest in the company and/or organisation, while maintaining a polite and engaging tone of voice. 

 

The main constraint of this master thesis is the limited access to primary data. This is nonetheless 

not a unique situation as it is hard for external researchers to gain access due to the dependence on 
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goodwill (Saunders et al., 2019). Out of the 21 potential participants contacted, I received replies 

from 7 potential participants, with only 2 participants being willing and able to participate in an 

interview in the end (Appendix 2). Among the selected potential participants, professional qualified 

participants from Lola Ramona and LGBT+ Danmark agreed to participate in an online interview. 

 

Prior to the interviews with Lola Ramona and LGBT+ Danmark, each participant was presented with 

an information sheet (Appendix 4) and a consent form (Appendix 5) in order to establish informed 

consent. Informed consent involves ensuring those involved in the research are given sufficient 

information and time to reach a fully informed decision about whether or not to participate without 

any pressure or coercion (Saunders et al., 2019). The purpose of the information sheet was to 

provide the prospective participants with the required information about the purpose of the master 

thesis and how their data would be analysed and reported. Subsequently, the participants were 

offered confidentiality upon request, which they did not choose to enforce. Moreover, the informed 

consent was re-established with each participant immediately prior to collecting data (Appendix 6). 

 

For this master thesis, I have chosen the format of semi-structured interviews as its semi-structured 

approach provided flexibility for narratives to unfold while some semblance of structure in form of 

a predetermined list of themes. Semi-structured interviews can achieve a high level of validity and 

credibility when conducted carefully using clarifying questions, probing meanings and by exploring 

responses from a variety of angles or perspectives (Saunders et al., 2019). In my preparation for and 

conduct of the interviews, I strived to adhere to guidelines for semi-structured interviews in order 

to enhance the validity and credibility of the data collected. Specifically, I conducted two semi-

structured interviews of approx. 50 minutes via Zoom with professional qualified participants 

representing Lola Ramona and LGBT+ Danmark respectively. For the interview with Lola Ramona, 

the predetermined list of themes included Pride collections, LGBT+ representation and diversity 

management (Appendix 6). For the interview with LGBT+ Danmark, the predetermined list of 

themes included LGBT+ representation, diversity management and pinkwashing (Appendix 6). Both 

list of themes was derived from secondary data and discussions with my supervisor. Regarding the 

interview guides, I focused on explorative, open questions starting with ‘what’ or ‘how’, followed 

by several probing questions (Appendix 6). By implementing a neutral tone of voice, both when 
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wording and asking the questions, I aimed to avoid any potential interviewer bias. In addition, by 

providing the participants with a clear list of themes prior to the interview, I aimed to avoid any 

potential interviewee bias. Lastly, each interview was video- and audio recorded with consent of 

the participant to ensure that I was able to correctly transcribe each interview (Appendix 7; 

Appendix 9). 

 

4.4.4 Secondary data collection 

By implementing a documentary research strategy, I have chosen to collect relevant secondary data 

sources as a supplement to my primary data. One of the advantages of utilising secondary data is 

the ability to triangulate my findings by comparing my primary data and my secondary data to 

ensure validity, credibility and authenticity. Due to the constraint of my limited primary data, this 

data collection technique becomes extremely important as it enables me to fill in the gaps in my 

primary data collection with relevant secondary data that have been critically assessed. During my 

secondary data collection, I have collected a vast amount of secondary data with primary focus on 

textual documents narrated and owned by the selected participants. Firstly, I have collected 

relevant secondary data about Levi’s® and River Island in order to construct each of their narratives 

related to LGBT+ representation. Secondly, I have collected some additional secondary data about 

Lola Ramona and LGBT+ Danmark in order to re-construct each of their narratives related to LGBT+ 

representation while also triangulating my findings from the primary data collection.  

 

4.4.5 Analysis of primary and secondary data 

By implementing a Thematic Narrative Analysis technique with multiple narratives, I have chosen to 

analyse my findings from the primary and secondary data collection in order to construct or 

reconstruct each of the selected participants’ narratives. To ensure the validity, credibility and 

authenticity of the master thesis, I have chosen to analyse each of the narratives separately before 

drawing them together by related themes. 
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5. Analysis 
Based on the primary and secondary data collected, this section analyses the narratives of Levi’s®, 

Lola Ramona, River Island and LGBT+ Danmark in relation to LGBT+ representation. The purpose of 

the analysis is to explore different interpretations of the phenomenon of LGBT+ representation and 

identify relevant analytical themes within the narratives. 

 

5.1 Narrative analysis 

The different narratives within this analysis are constructed from fragments of data collected from 

multiple sources of primary and secondary data. However, the sources used for the construction of 

each narrative are solely based on the narrator’s own content to ensure its validity, credibility and 

authenticity. 

 

5.1.1 Levi´s® 

Levi’s® is an American brand within the LS&Co company located in San Francisco (Levi's, 2021a), 

accounting for 87% of LS&Co’s net revenues in 2020 (LS&Co, 2021b). With its unmatched brand 

heritage, Levi’s represents classic, authentic American styles that are effortless cool (LS&Co, 2021b). 

LS&Co has cultivated Levi’s® as a lifestyle brand that is inclusive and democratic in the eyes of 

consumers while offering products that feel exclusive, personalised and original (LS&Co, 2021b). 

This approach has enabled Levi’s® to evolve with the times and continually reach a new, younger 

audience, while continuing to drive relevance and appeal across demographics (LS&Co, 2021b).  

As consumers increasingly looked to brands to stand up for what’s right in 2020, Levi’s® met this 

consumer need by advocating for social and racial justice (LS&Co, 2021b). 

 

Since its establishment, LS&Co has championed equality and inclusiveness (Samaniego, 2020), 

which has become a central theme of its philanthropy (LS&Co, 2019a). Consequently, LS&Co has an 

extensive history supporting the LGBT+ community (LS&Co, 2019b). In 1982, the Levi Strauss 

Foundation provided its first HIV/AIDS-related donation, matching employee contributions, toward 

the first AIDS clinic in the world located at San Francisco General Hospital (LS&Co, 2017). Over the 

years, the foundation has gone on to give more than $70 million to the fight (LS&Co, 2017). In 2008, 

LS&Co was the only company to file an amicus brief with the California Supreme Court in support of 
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same-sex marriage (LS&Co, 2019a). In 2015, LS&Co was joined by 378 other companies to sign  

a brief filed with the U.S. Supreme Court advocating for same-sex marriage (LS&Co, 2019a). 

Additionally, LS&Co was one of the first companies to endorse the Equality Act in 2015, which has 

yet to be taken up the U.S. Senate, that would provide explicit protection against discrimination for 

LGBT+ people regarding employment, housing, credit, education, public spaces and services etc. 

(Layney, 2020). In 2019, for the third consecutive year, the foundation allocated $1million to a Rapid 

Response Fund, which support global organisations protecting the civil liberties of highly vulnerable 

communities such as the trans community (Levi Strauss Foundation, 2019). According to Daniel Lee, 

Executive Director of the Levi Strauss Foundation: “The Levi’s® brand has endured as an American 

icon: it embodies freedom of expression and symbolises democracy and inclusion. Through our 

investment in partners like the Transgender Law Center, we are voting for an inclusive democracy 

built upon the protection of those who are most marginalised and vulnerable.” (LS&Co, 2019a). 

Moreover, in 2019, LS&Co was awarded the Corporate Equality Award by the Human Rights 

Campaign (HRC) for its ongoing commitment to LGBT+ rights (LS&Co, 2019c). Prior to the U.S. 

Supreme Court’s ruling in 2020, LS&Co signed several amicus briefs supporting the argument that 

LGBT+ workers should be protected from discrimination by the Civil Rights Act (Layney, 2020). While 

this win represents a huge step forward for equality in the workplace, there are still many areas of 

society where LGBT+ people lack basic legal protections, which LS&Co will continue to advocate for 

(Layney, 2020). Moreover, as a founding member of the Open to All campaign, LS&Co commits to 

welcome everyone into its stores and its communities (Layney, 2020). “The heart of the Levi’s brand 

is authentic self-expression and our products have been a uniform of social process. As a company, 

we have the responsibility to take a stand, put our values into action and pave the way for others to 

feel comfortable stepping out of what they’re known for and standing up for something bigger,” said 

Sanjeev Mohanty, Managing Director of South Asia and North Africa at LS&Co (LS&Co, 2019d). 

 

Every year, Levi’s® creates a Pride collection to celebrate the LGBT+ community (Levi's, 2018).  

The reasoning behind this is to increase visibility, get more people involved in the fight for equality 

and give back to the LGBT+ community (Levi's, 2018). For three consecutive year, Levi’s® has 

partnered with OutRight Action International (OutRight) in connection with its Pride collection 

(Levi's, 2021b). OutRight is a global LGBT+ human rights organisation (LS&Co, 2019a), working at 
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international, regional and national levels to research, document, defend and advance human rights 

for LGBT+ people globally (Samaniego, 2020). Moreover, it is the only LGBT+ organisation with a 

permanent presence to advocate at the UN headquarters in New York (Levi's, 2020a). Its major stake 

at the UN along with its special consultative status, allows OutRight to draw attention to the 

concerns of LGBT+ people worldwide (Levi's, 2020a). According to OutRight’s Executive Director, 

Jessica Stern: “We are proud to be a partner of Levi’s® and the Levi’s® Pride Collection as a critical 

reminder that we all should have the right to be out, proud and visible no matter where we live, who 

we are or who we love.” (Samaniego, 2020). 

 

In 2019, Levi’s® launched the Proud Together Pride collection, celebrating togetherness and finding 

your people (Levi's, 2019a). The Pride collection featured a range of 1970s skate-inspired styles 

including T-shirt, trucker jackets, shorts and accessories with rainbow details (Levi's, 2019a).  

To support the LGBT+ community, Levi’s® chose to donate 100% of the net proceeds from the Pride 

collection to OutRight (Levi's, 2019a). The campaign for the Proud Together collection focused on 

the importance of chosen families (Levi's, 2019b). The aim of the campaign was to show that no 

matter how different others make you feel, you belong (Levi's, 2019b). To get this key message 

across, Levi’s® enlisted the Bay Area Queer Skate Movement, the Global Street Dance Collective and 

the hardcore band The Younger Lovers, which all support the LGBT+ community in their own way 

(Levi's, 2019b). The Bay Area Queer Skate Movement offers a safe space for LGBT+ people to feel 

empowered and be themselves in an otherwise hyper-masculine skateboarding culture (Levi's, 

2019b). The Global Street Dance Collective incorporates artistry and activism into dance, giving  

a voice to those who are silenced (Levi's, 2019b). The Younger Lovers has inspired a new generation 

of LGBT+ bands popping up in the hardcore and punk scenes (Levi's, 2019b). By enlisting these 

collaborators, Levi’s® was able to spread their message of acceptance and support of each other 

(Levi's, 2019b) plus promote some great initiatives for LGBT+ people to sign up to or be inspired by. 

Additionally, Levi’s encouraged its customers to how they stand proud together with the hashtag 

#LevisPride (Levi's, 2019a). 

 

Moreover, in November 2019, Levi’s® launched its first LGBT+ project in Russia in collaboration with  

O-zine, a digital platform dedicated to dismantling stereotypes about LGBT+ people (Ponet, 2020). 
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With the aim to show coming out as a positive experience, the project entailed a series of videos 

featuring LGBT+ individuals talking about the fears of coming out in Russia and the importance of 

family support (Ponet, 2020). “We strongly believe that it’s our mission to support the values of the 

brand and be ready for bold moves, like our work with O-zine,” said Maria Belitskaya, Marketing 

Director for East Region at LS&Co (Ponet, 2020). The videos gained thousands of views on Instagram 

as well as coverage in Russian outlets (Ponet, 2020). 

 

In 2020, Levi’s® launched the Use Your Voice Pride collection, designed to promote community and 

optimism at a time when celebrations transitioned from Pride parades to virtual events (Samaniego, 

2020). By adopting the ‘Use Your Voice’ slogan as a rallying cry, the collection is all about maximising 

self-expression (Samaniego, 2020). “At Levi’s®, we’ve been longstanding advocates for equality - 

never afraid to use our voice to do what’s right for our employees, our partners and our fans.  

In turn, we are also proud to support those who speak up for equality, who use their voices to drive 

progress and make a positive impact in their communities. This year’s Pride collection is both an 

encouragement and a celebration of those that use their voices to change the world,” said Jen Sey, 

Senior Vice President & Chief Marketing Officer for Global Brands at LS&Co. (Samaniego, 2020).  

The collection itself included a range of graphic T-shirts, trucker jackets, chaps and accessories 

(Samaniego, 2020), with 100% of the net proceeds going to OutRight (Samaniego, 2020). In alliance 

with Self Evident Truths, a photographic project by iO Tilliet Wright documenting 10,000 LGBT+ 

people, the Use Your Voice Pride collection is inspired by the resilience and beauty of the LGBT+ 

community, which continually speaks up in the face of institutional injustice (Levi's, 2020a).  

Thereby, the campaign featured real LGBT+ people, captured by iO (Levi's, 2020a). In true spirit of 

the campaign, Levi’s® encouraged its customer to use their voices and create an impact by checking 

out OutRight and Self Evident Truths to learn how they can make a difference in their own 

community (Levi's, 2020a).  

 

Furthermore, in 2020, Levi’s® posted a guide to unisex shopping on its blog, encouraging its 

customers to wear clothes that are physically comfortable and that represent who they really are 

(Levi's, 2020b). As self-expression is part of its DNA, Levi’s® chose to normalise shopping across  

the aisle as clothes become less about gender and more about unisex styles that work equally for 
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everyone (Levi's, 2020b). Therefore, Levi’s® also chose to expand its product range of unisex jeans 

and shirts (Levi's, 2020b). Furthermore, Levi’s created awareness of local LGBT+ initiatives such as 

Egalia, a LGBT+ youth centre in Stockholm (Levi's, 2020c). Egalia is a meeting place that is free from 

hetero, cis norms where LGBT+ youths between 13-19 can meet, hang out and connect with leaders 

who also are LGBT+ people (Levi's, 2020c). Thereby, Levi’s® supported Egalia on their journey to 

keep giving LGBT+ youths a safe space where they are free to be themselves (Levi's, 2020c). 

 

In January 2021, Levi’s® announced its Beauty of Becoming campaign, fashioning a new world 

forward (Levi's, 2021c). According to Levi’s®, the campaign shows “the individual journeys of a 

remarkable collection of artists, activists, athletes and creators. Journeys punctuated by both 

triumph and adversity. Fights for racial, gender and sexual equality. Fights against degradation on 

the environment and the silencing of people with disabilities.” (Levi's, 2021c). The Beauty of 

Becoming campaign features a real cast of 15 inspirational people including 3 advocates for the 

LGBT+ community: Actor Brandon Flynn, actress and activist Leyna Bloom, and designer Melody 

Ehsani (Levi's, 2021c). As an actor, Brandon Flynn is aware that the entertainment industry and  

the narratives consistently told to the masses can easily and inaccurately shape what is deemed 

‘normal’ by societal terms, thus he uses his platform to shift this paradigm and support LGBT+ voices 

(Levi's, 2021c). By being a successful, openly transgender woman of colour, Leyna Bloom 

continuously inspire LGBT+ people to follow their dreams, while advocating for transgender rights 

(Levi's, 2021c). “Every inch of you, inside and out, is beautiful. You’re going to go out in the world 

and change it, just by being your most authentic self,” said Leyna Bloom (Levi's, 2021d, s. 1:58-2:07). 

As a designer, Melody Ehsani creates clothing that challenges the status quo and gender norms 

(Levi's, 2021c). By including these LGBT+ advocates, Levi’s® is able to potentially inspire LGBT+ 

people worldwide. Every week from February to June 2021, a new film from the Beauty of Becoming 

campaign is released on Levi’s® website, Instagram and YouTube (Levi's, 2021c).  

 

Currently, Levi’s® is launching its All Pronouns All Love collection for Pride 2021, celebrating gender 

identities by respecting all pronouns (Levi's, 2021b). The Pride collection includes a range of T-shirts, 

hoodies, trucker jackets, jumpsuits and accessories, and is modelled by a real cast of LGBT+ people 

(Levi's, 2021b). Because Pride looks different to everyone, Levi’s® introduces several customisation 
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options such as different designs, placements, text and Pride flags (Levi's, 2021b). Levi’s® 

encourages its customers to share their Pride-personalised products on Instagram by tagging 

@levis, #LevisPride and #LiveInLevis (Levi's, 2021e). Like previous Pride collections, every purchase 

equals a donation made to OutRight, but the exact percentage is not specified (Levi's, 2021e).  

Levi’s® describes the All Pronouns All Love Pride collection accordingly: “Pride isn’t a rainbow. It’s a 

spectrum. While we can’t capture every single shade, we photographed this season’s collection on 

members of our LGBT+ community in California’s Bay Area – each at their own intersection of lived 

experiences” (Levi's, 2021b). 

 

For 17 consecutive years, LS&Co has scored a perfect 100% on the HRC’s Corporate Equality Index, 

honouring LS&Co with the distinction of ‘Best Places to Work for LGBTQ Equality’ (Doyle & Rose, 

2020). This rating is based on an evaluation of a company’s LGBT+ related policies and practices such 

as non-discrimination workplace protections, domestic partner benefits, transgender-inclusive 

health care benefits, competency programs and public engagement with the LGBT+ community 

(LS&Co, 2019b). However, this comes as no surprise since LS&Co prides itself on being a progressive 

company that takes bold stances to promote equity, justice and inclusivity worldwide (LS&Co, 

2021c). During the AIDS epidemic, LS&Co addressed the issue from the beginning by establishing a 

worldwide HIV/AIDS Workplace Policy supporting HIV-positive employees, raising awareness with 

annual HIV education for employees, and adding HIV treatments to health plans (LS&Co, 2017). 

Moreover, in 1992, LS&Co became the first major company to provide domestic partner benefits to 

same-sex couples (LS&Co, 2019a).  

 

LS&Co believes in living its values of originality, empathy, integrity and courage (LS&Co, 2021b).  

This means LS&Co strives to create a workplace where everyone feels valued, empowered and 

welcomed to be their authentic selves (LS&Co, 2021b) without fear of discrimination (Layney, 2020). 

This also means creating a diverse workplace that truly reflects the diversity of the people we serve 

(LS&Co, 2021c). LS&Co’s company culture empowers its employees to take active role in their 

communities and become agents of positive change, using their voices and volunteering their time 

to make a difference on the issues that matter most to them (LS&Co, 2021d). For example, LS&Co 

has several Employee Resource Groups (ERGs) creating safe spaces for diverse employees to come 



 42 

together and add their voice (LS&Co, 2021e). Out of the 11 ERGs, LS&Co has 2 LGBT+ ERGs, 

InsideOut and Unlabeled, which connects members and allies of the LGBT+ community to nurture 

an inclusive workplace culture, raise awareness about LGBT+ issues and promote the development 

of LGBT+ employees (LS&Co, 2021e). Since their creation, the ERGs have also been critical partners 

in recruitment and retention, marketing, brand enhancement, training and community (LS&Co, 

2021e). In 2020, LS&Co made a series of commitments to ensure a meaningful progress on 

becoming a more diverse, equitable and inclusive company (LS&Co, 2021b). Some key achievements 

included building a ‘Diversity, Inclusion and Belonging’ function, supporting the ERGs, implementing 

programs to empower underrepresented groups, and fostering inclusion and allyship across LS&Co 

(LS&Co, 2021c). According to Chip Bergh, President and CEO of LS&Co: “For me, this is a moral and 

business imperative, because it’s the right thing to do, and because a diverse and inclusive company 

will outperform a homogenous one every time.” (LS&Co, 2021b, s. 5). 

 

5.1.2 Lola Ramona 

In a market consumed with shoes created for the masses, where are the shoes for the few? (Lola 

Ramona, 2021a). With this question in mind, Lola Ramona was established in 2016 with the vision 

to create beautifully designed shoes of supreme quality that were comfortable to wear and packed 

with attitude and self-expression (Lola Ramona, 2021a). The result was its unique signature design 

in form of a classic look with dots, bows and stripes that is recognisable from afar as being a Lola 

Ramona design (Lola Ramona, 2021a). Today, the independent Danish brand offers a wide range of 

shoes and accessories in its unique signature design, each one individually handmade - in leather or 

vegan leather - to ensure the highest possible quality and comfort (Lola Ramona, 2021a). This means 

that Lola Romana strives to make shoes that fit the personality not just the feet (Lola Ramona, 

2020a). 

 

Over the years, Lola Ramona has worked with many inspirational people from the LGBT+ community 

(Lola Ramona, 2020b). An example is drag queen, Harley Queen, who has become brand 

ambassador of Lola Ramona as she embodies the brand by being loud, different, glamorous and 

beautiful (Lola Ramona, 2019). Additionally, the LGBT+ community had always been very supportive 

of the brand (Appendix 7). Based on its strong connection to the LGBT+ community combined with 
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the awareness of its potential benefits from a CSR perspective, Lola Ramona decided to create a 

Pride collection with the full intent to truly give back to the LGBT+ community (Appendix 7). “It was 

a very natural thing for us to do. It didn't have to be forced. It didn't take a huge amount of 

conversation. It just kind of naturally happened.” (Appendix 7, s. 9). According to Lola Ramona, the 

core of any Pride collection is that it must be charitable by giving back to the LGBT+ community - 

otherwise it serves no purpose at all (Appendix 7). Based on this, Lola Ramona decided to donate 

100% of the profits from the Pride collection instead of a smaller percentage or yearly fixed amount 

(Appendix 7). “We get visibility and we get a backed up corporate social responsibility policy for the 

company that people can see and they can feel and they can understand. And that was 

fundamentally more important than the money. And giving the money back to charity is a great 

thing for us to do. (…) So it's a win-win as far as I'm concerned for everybody involved. So it was  

a no-brainer.” (Appendix 7, s. 10). To prevent potential accusations of pinkwashing, Lola Ramona 

needed to have the right connections in place beforehand and the right people on board for the 

Pride collection for guidance (Appendix 7). 

 

In January 2020, Lola Ramona informed its customers about the intended Pride collection and asked 

for their advice about which LGBT+ charities to take into consideration via its blog (Lola Ramona, 

2020b) and Facebook (Appendix 7). This resulted in a very long list of potential LGBT+ charities, 

which was all investigated individually (Appendix 7). Due to the overwhelming number of charities 

and the uncertainty about how to divide the donation fairly amongst them, Lola Ramona chose to 

go with Copenhagen Pride solely as they would be able to distribute the donation to the other 

charities, thus helping different causes within the LGBT+ community (Appendix 7).  

 

In June 2020, Lola Ramona announced its three-year partnership with Copenhagen Pride (Lola 

Ramona, 2020a), including a separate agreement with Copenhagen 2021, which is organising World 

Pride 2021 held in Copenhagen (Lola Ramona, 2021c). Lola Ramona proudly signed off on the 

collaboration as being able to give back to the LGBT+ community is a vital part of Lola Ramona’s 

mission (Lola Ramona, 2020a). According to Copenhagen Pride: “The funds from the proceeds of this 

collection will be used for Copenhagen Pride’s work to promote the safety and right of LGBTQAI+ 
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people in Denmark and internationally, including our solidarity Fund, that annually awards funds to 

causes and organizations in Denmark and abroad.” (Lola Ramona, 2020a). 

 

With input from people within the LGBT+ community (Appendix 7), Lola Ramona created a line of 

shoes that were inclusive, exciting and meant for everyone (Lola Ramona, 2020b). “At the time,  

we were working with a high profile drag queen and transgender woman from Copenhagen. And 

we've just been talking about how our shoes actually… They kind of already spoke to this group of 

people and people were interested in it and we'd had requests from men, transgender women, drag 

queens to increase our size range (…) And we thought you know what there's an opportunity here 

for us to be able to provide this for the people in this community and also give something back.” 

(Appendix 7, s. 2). Therefore, inclusivity became the foundation of the design process, resulting in  

a product range of size-inclusive shoes ranging from EU 35 to 46 (Lola Ramona, 2020a). The Pride 

2020 collection consisted of 5 pairs of shoes and 1 bag (Lola Ramona, 2020a) of the most popular 

styles (Appendix 7) redesigned with inspiration by the Pride flag (Lola Ramona, 2020a).  

The statement shoe of collection is the ‘Marilyn’ stiletto, which is an older Lola Ramona style that 

was revitalised for the Pride collection (Lola Ramona, 2021d) per request from the drag community 

(Appendix 7). With this collection, Lola Ramona strived to open a new target group of LGBT+ people 

particularly male and transgender women with traditionally larger feet while at the same time not 

alienating its core target group of Danish women aged 35-55 (Appendix 7). “We didn't change too 

much of the Lola Ramona - the bows stayed, the dots stayed, the stripes stayed (…)  

We wanted it to speak to people in the Pride community but also speak to our own target group.” 

(Appendix 7, s. 3). The key message of the Pride collection and of Lola Ramona is the slogan  

’Shoes that fit the personality, not just the feet’ (Appendix 7). According to Gitte Sandquist, founder 

of Lola Ramona: “We’ve chosen to do a collection for Pride because just as the community,  

Lola Ramona stands out. I think it’s very important that you’re able to express who you are, be who 

you are, and we want to support that any way we can.” (Lola Ramona, 2020c, s. 0:12-0:26). Thus, 

Lola Ramona encourages its customers to express themselves, turn heads and challenge the norms 

(Lola Ramona, 2020a). According to Copenhagen Pride: “We’re pretty ecstatic about the collection. 

The range of colourful looks from casual to pin-up is eye-catching in itself, but the fact that they are 

available in sizes up to 46 is great for our community. Whether you’re experimenting with your 
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gender expression or if you’ve already mastered your style, Lola Ramona’s collection gives you more 

options to play with – and in an explosion of rainbow colours in a tasteful and clever way.” (Lola 

Ramona, 2020a). 

 

The Pride collection was launched in collaboration with Copenhagen Pride in connection with Pride 

Month (Appendix 7). This meant that Lola Ramona was not only able to use its own marketing 

channels but also incorporate Copenhagen Pride’s channels in its marketing strategy (Appendix 7). 

With more above-the-line marketing than ever before, Lola Ramona was also featured in a lot of 

Pride’s magazines with its first ever print ads (Appendix 7). Additionally, Lola Ramona promoted the 

collection on its web shop, on Facebook, on YouTube and via banner ads, Facebook ads and Google 

ads (Appendix 7). For examples of the marketing material, please see Appendix 8. Furthermore,  

Lola Romana invited members of the LGBT+ community to an intimate launch party to try on the 

Pride collection and celebrate Pride (Lola Ramona, 2020c). According to Di Di Cancerella: “The collab 

between Copenhagen Pride and Lola Ramona is amazing because we actually have a community 

that can go in a shop and buy some things that actually gives back 100% to the community.  

That’s how collabs in Pride should be.” (Lola Ramona, 2020c, s. 0:45-1:01). 

 

In 2021, Lola Ramona also partnered with FSTB to create an additional Pride collection to raise 

awareness for transgender children in Denmark (Lola Ramona, 2021e). Like its previous Pride 

collections, Lola Ramona donates 100% of the proceeds of this collection directly to the FSTB to help 

with their continued efforts to bring light to this inspirational cause (Lola Ramona, 2021e).  

Even though the collaboration and donation are handled separately with FSTB, all the products 

within the FSTB Pride collection appears together with the remaining Pride collections on the web 

shop (Appendix 7). The partnership with FSTB was an offshoot of Lola Ramona’s collaboration with 

Copenhagen Pride and drag queen Di Di Cancerella, who co-designed the collection with Gitte 

Sandquist (Appendix 7). Initially, the idea of the FSTB Pride collection was born via an independent 

partnership between FSTB and Di Di Cancerella that met during a photo shoot with Lola Ramona 

(Appendix 7). According to Lola Ramona, it was a sort of full circle moment (Appendix 7). The FSTB 

collection consists of 3 pairs of shoes and 1 bag (Lola Ramona, 2021f) inspired by the trans Pride flag 

(Lola Ramona, 2021g). The crown jewel of the collection is the ‘Angie Cerella’ heels that perfectly 
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embodies what Lola Ramona wanted to create with this collection (Lola Ramona, 2021g). For the 

launch of the FSTB collection, Lola Ramona hosted a live stream with Di Di Cancerella and FSTB, 

sponsored drag bingos and used influencer media etc. (Appendix 7).  

 

Additionally, in 2021, Lola Romana also launches the World Pride collection in collaboration with 

Copenhagen 2021, which is the organisation responsible for World Pride in Copenhagen in August 

2021 (Lola Ramona, 2021e). Whereas the first Pride collection in 2020 ran exclusively with 

Copenhagen Pride, the World Pride collection is a different collection under a different contract with 

World Pride 2021 in Copenhagen (Appendix 7). However, both collaborations were basically decided 

at the same time together with the same contacts at Copenhagen Pride (Appendix 7). The World 

Pride collection consists of 4 new styles (Lola Ramona, 2021e) which are added on to last year’s 

Pride collection (Appendix 7) with all proceeds going directly to World Pride (Lola Ramona, 2021e), 

thus helping LGBT+ associated causes (Lola Ramona, 2021d). For the launch of the World Pride 

collection, Lola Ramona did a giveaway on World Pride’s web shop (Appendix 7).  

 

All Lola Ramona’s Pride collections are available to buy all year round (Appendix 7). “We purposely 

didn't want this collection to just run over February for Winter Pride or June for Pride month or 

August for Copenhagen Pride. We wanted it to be a year-round thing where people could always 

come to our site and always buy Pride merchandise from us. That was very important.” (Appendix 

7, s. 4). Overall, the response has been overwhelmingly positive, excluding the occasional bigotry 

comments on social media that Lola Ramona choose to ignore (Appendix 7). The Pride collections 

have been extremely popular and the customers seem to appreciate this aspect of the business 

(Appendix 7). Evaluating the partnership with Copenhagen Pride, Lola Ramona believes it has been 

very successful in terms of the donations made to the LGBT+ community (Appendix 7). In 2020,  

Lola Ramona was very happy to donate almost 50,000 DKK to Copenhagen Pride (Appendix 7). 

Moreover, it resulted in increased brand visibility, new connections within the LGBT+ community 

and a new consumer segment (Appendix 7). 

 

In 2021, Lola Ramona will continue to diversify and create size-inclusive shoes (Lola Ramona, 2021a). 

For the first time, Lola Ramona is offering many of its styles in size 43 (Lola Ramona, 2021e). 
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Furthermore, Lola Romana will continue to push the boundaries of shoe design and use the Pride 

collections as a spearhead of experimental designs with inclusivity at the heart of each and every 

design (Lola Ramona, 2020a). Going forward, Lola Ramona plans to do another Pride collection with 

Copenhagen Pride in 2022, whereafter it will try to re-negotiate its partnership with Copenhagen 

Pride or move onto another LGBT+ organisation (Appendix 7).  

 

Lola Ramona is an ally of the LGBT+ community, wearing its heart on its sleeve (Appendix 7).  

For example, the door to its flagship store has been painted with the Pride flag since 2020 (Appendix 

7). Furthermore, Lola Ramona strives to help the LGBT+ organisations that it works with when 

needed (Appendix 7). Previously, Lola Ramona has had a 14-year-old transgender male intern from 

FSTB with the company for a week as part of his schooling (Appendix 7). Due to its success,  

Lola Ramona hopes to take in more interns from FSTB in the future (Appendix 7). Moreover, Lola 

Ramona has sponsored several drag bingos and drag auctions (Appendix 7). Besides representing 

the LGBT+ community, these initiatives also have a positive impact on the business from an HR 

perspective as it helps the employees feel like they are doing something bigger than merely selling 

shoes (Appendix 7). 

 

As Lola Ramona is a small company, it also limits the need for intricate diversity management 

policies (Appendix 7). Yet all employees are very aware of the importance of inclusivity and diversity 

plus the very wide spectrum of LGBT+ people (Appendix 7). This awareness is incorporated in all 

brand messaging and all interactions with stakeholders and each other, ensuring that everyone is 

treated with the utmost respect (Appendix 7). “We consider ourselves to be allies, but as allies we 

have to hold ourselves accountable for how we speak and how we act. And that's something that  

I definitely hold everyone accountable for in here. (…) It's important that we are all on point… We all 

understand. And working with this community has given us that opportunity to really educate 

ourselves as well.” (Appendix 7, s. 14). As the business hopefully grows, Lola Ramona hopes to bring 

on a more diverse workforce, including LGBT+ people (Appendix 7). 
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5.1.3 River Island 

With over 60 years of fashion retailing experience, River Island is one of the most well-known and 

loved fashion brands on the UK High Street (River Island, 2021a). At River Island, great design is at 

the heart of everything it creates (River Island, 2021a). With the majority of its product designed in-

house, River Island is proud to offer its customers new and original fashion every week via its 300 

retail stores and dedicated online stores (River Island, 2021a). River Island is a fresh, exciting and 

forward-thinking brand (River Island, 2021b), offering stylish and affordable fashion (River Island, 

2021a) with a colourful aesthetic and playful tone of voice (Chatoo, 2019). As River Island is an 

independent brand owned by the Lewis family, its business model is not designed to compete with 

its competitors on price as it refuses to compromise on quality (Chatoo, 2019). During recent years 

growing competition from value based, fast-fashion players, it became increasingly important for 

River Island to give consumers a reason to choose the brand above its competitors (Chatoo, 2019). 

To accomplish this, River Island launched its #LABELSAREFORCLOTHES campaign in 2018, guided by 

the two agencies (Chatoo, 2019). The marketing objectives for the campaign were to drive growth 

by attracting new customers to River Island, create standout in a cluttered market to ensure brand 

cut-through, and improve brand perceptions of River Island (Chatoo, 2019). 

 

River Island has always inspired people to express themselves through fashion, but the new 

aspiration for River Island was to inspire people to express themselves beyond fashion (Chatoo, 

2019). The aim with the #LABELSAREFORCLOTHES campaign was to help remove the barriers that 

were inhibiting self-expression by celebrating individuality of consumers, who were being unfairly 

labelled due to preconceived notions about gender, ethnicity, sexuality etc. (Chatoo, 2019). With 

the slogan ‘Labels Are For Clothes, Not People’ (River Island, 2018a), the #LABELSAREFORCLOTHES 

campaign was a people positive campaign (River Island, 2018c) spinning tired stereotypes on their 

head and reclaiming labels to make them positive and real (River Island, 2018a). By keeping its 

unique tone of voice, River Island joined the challenging cultural conversation about self-expression 

by adopting laundry label lingo, e.g. ‘100% Gender Free’ or ‘Do Not Stereotype’, to create a distinct, 

light-hearted tone of voice that mocked old-fashioned labels (Chatoo, 2019). These labels were also 

used to create an exclusive clothing collection that was distributed and sold with the proceeds going 

to charity (Chatoo, 2019). To celebrate individuality (River Island, 2018a), River Island introduced a 
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diverse cast as the faces and voices of the campaign, exploring identity and rejecting the idea of 

labelling (River Island, 2018c). The campaign launched in February 2018 across press, in-store, out-

of-home, social media, influencers, TV with Shazam, video on demand and a bespoke Snapchat and 

lens (Chatoo, 2019). To ensure the campaign earned as much attention as possible, River Island 

developed a cultural radar tool that monitored conversations surrounding the selected creative 

themes and signalled when best to activate the advertising, ensuring that it communicated at the 

most provocative moments (Chatoo, 2019). Moreover, at London Fashion Week Festival River Island 

created an experience where people could appear in their own #LABELSAREFORCLOTHES ad and 

create their own personalised label stickers (Chatoo, 2019). Overall the campaign was a resounding 

success, generating over 63 million impressions and achieved 35.8 million earned impressions, but 

most importantly it created a cultural debate about the importance of ditching labels (Chatoo, 

2019). 

 

For the #LABELSAREFORCLOTHES campaign, River Island chose to collaborate with the anti-bullying 

charity Ditch The Label by directly donating £3 from every sale plus an extra £1 for every social share 

(River Island, 2018a). The reason for choosing Ditch The Label was that the charity perfectly 

encapsulated the mantra of the #LABELSAREFORCLOTHES campaign (River Island, 2018c). Ditch The 

Label is a pro-equality and anti-bullying charity helping young people aged 12-25 (River Island, 

2019a). According to Ditch The Label, research shows that LGBT+ people are some of the most likely 

to experience bullying because of homophobia and transphobia (River Island, 2019a). Thus, Ditch 

The Label supports young LGBT+ people every day by helping them to overcome hate, to come out 

and to reduce the impact of bullying on their mental health (River Island, 2019a). The exclusive 

collection that was developed in partnership with Ditch The Label achieved £275,000 in revenue, 

making it one of River Island’s most successful marketing and product collaborations (Chatoo, 2019). 

 

Feeding off from the #LABELSAREFORCLOTHES campaign, River Island launched the limited-edition 

Love Not Labels collection during Pride 2018 (River Island, 2018b). With slogans like ‘Love Not Labels’ 

and ‘Hearts Not Parts’, the Love Not Labels Pride collection stand against discrimination (River 

Island, 2018b). Made for everyone, the gender-neutral collection included eight empowering styles 

in full rainbow shaded glory (River Island, 2018b). The Love Not Labels Pride collection was modelled 
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by a real cast of inspirational LGBT+ people (River Island, 2018b), featuring lesbian UK MC RoxXxan 

(River Island, 2018d), gay YouTuber Doug Armstrong (River Island, 2018b), transgender ambassador 

Kenny Jones (River Island, 2018e) and transgender writer Charlie Craggs (River Island, 2018f). 

According to both Charlie Craggs and Kenny Jones, the Love Not Labels Pride collection was truly 

intersectional (River Island, 2018f) as especially the ‘Hearts Not Parts’ slogan embodies trans people 

(River Island, 2018e). The campaign for the Pride collection included a series of exclusive interviews 

with the selected squad about themselves and Pride (River Island, 2018b). Moreover, River Island 

hosted a Pride Panel in its Oxford Circus flagship store with an intimate audience to talk coming out, 

the campaign and of course Pride (River Island, 2018g). Additionally, River Island continued to 

support the Ditch The Label charity by donating £3 per sale of the Pride collection (River Island, 

2018b). According to the founder and CEO of Ditch The Label, Liam Hackett: “At Ditch The Label, we 

stand for a world that’s fair, equal and free from all types of bullying. It’s great to be working with 

River Island in this campaign and stand together to celebrate two issues that mean the world to us: 

equality and love.” (River Island, 2018b). 

 

In 2019, River Island kicked of the year with the This Is Family campaign, celebrating modern families 

- whether biological or chosen - in all shapes and sizes (River Island, 2019b). As a family business, 

this campaign was at the very heart of River Island (River Island, 2019b). The This Is Family campaign 

was built on the foundation set by the #LABELSAREFORCLOTHES movement as it looked beyond 

labels to spotlight the bonds that connect groups and the values that make them unique (River 

Island, 2019b). The campaign featured a real cast of four diverse families who challenge the concept 

of family (River Island, 2019b), including the same-sex couple Jamie and Lawrie with their baby girl 

America (River Island, 2019c). When asked about what makes their family special, Jamie said: 

“Obviously we’re not the first gay couple to have a baby and we won’t be the last but we just never 

thought it would happen for us and now, we’re two men and a little lady.” (River Island, 2019c). 

 

Additionally, River Island launched the limited-edition We Are One collection during Pride 2019 

(River Island, 2019a). Designed in-house, the unisex collection reimagined snake print in the iconic 

rainbow flag (River Island, 2019d) featuring the empowering We Are One slogan to make a bold 

statement (River Island, 2019a). Strongly linked to the This Is Family campaign, the We Are One Pride 
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collection focused on celebrating Pride and the community that shapes it by exploring family, feels 

and festivities with the River Island Family (River Island, 2019a). The River Island Family consisted of 

a real cast of four biological and/or chosen families linked to the LGBT+ community (River Island, 

2019a), including ballet dancer Sam Salter and his mum (River Island, 2019e), West End actor Layton 

and his friends (River Island, 2019f), lesbian couple Char & Helen (River Island, 2019g), and 

transgender couple and activists Jake & Hannah (River Island, 2019h). The campaign for the Pride 

collection included a series of interviews with the families (River Island, 2019a), exploring the 

meaning of family and Pride. When asked about what Pride meant to them, transgender woman 

and highest-ranking transgender officer in the British Army, Hannah said: “Pride, for me, means 

visibility. When Jake and I were growing up we honestly felt like we were the only people in the world 

and there was no one else who was like us and that was a really difficult way to grow up because 

you just felt invalid in your own body. (…) Imagine being a young person now looking up at Pride and 

being able to see someone just like you, knowing that your identity is valid and you can hope for 

everything else that people want in the world, a future, hope, love. That’s amazing.” (River Island, 

2019h). In addition to representing a broad spectrum of LGBT+ people, the We Are One collection 

also supported the LGBT+ community by donating £3 per sale directly to the Ditch The Label charity 

for the second consecutive year (River Island, 2019a). 

 

Even though 2020 did not include a new Pride collection, River Island still supported the LGBT+ 

community by providing relevant content. During Pride 2020, River Island posted several LGBT+ 

related blog posts such as ‘Celebrate Pride at home’ focusing on alternative ways to celebrate Pride 

at home (River Island, 2020a), ‘Understanding and uniting with Pride’ exploring the origin of Pride 

and how to be better allies for the LGBT+ community (River Island, 2020b), and ‘Pride at home with 

Michelle Visage’ featuring a Q&A with RuPaul’s Drag Race judge and long-standing River Island fan, 

Michelle Visage (River Island, 2020c). Additionally, the recurring blog series ‘Islanders At Home’ got 

several Pride takeovers where River Island invited inspirational LGBT+ people to talk about how they 

are taking Pride changes, how they will be celebrating and what Pride means to them (River Island, 

2020d). Furthermore, in connection with National Coming Out Day, River Island posted a blog post 

called ‘In Or Out & Proud’, sharing coming-out stories from gay couple Matthew & Ryan, lesbian 

Helen Scott and lesbian MC RoxXxan (River Island, 2020e). 
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River Island believes that building meaningful long-term relationships with employees, suppliers and 

communities is good business practice and is what its customers expect (River Island, 2021c). 

Besides supporting the Ditch The Label charity, River Island also support the theatre-revolved charity 

Chickenshed that works to ensure no child or young person, however disadvantaged or socially 

deprived, is ever excluded (River Island, 2021d). River Island’s support helps Chickenshed provide 

1,000 people every week with an opportunity to interact and learn from peers (River Island, 2021d). 

 

As a responsible business, River Island is committed to providing its employees with a safe and 

healthy working environment that is free from harassment, victimisation and discrimination (River 

Island, 2021e). River Island describes its employees as a passionate, diverse community of 

individuals bound together by a real love of fashion (River Island, 2021e). Hence, River Island 

celebrates difference, embraces unity and does not tolerate judgement or discrimination (River 

Island, 2021e). The aim for River Island is to be an inclusive employer that proactively supports its 

employees in building an inclusive corporate culture that values diversity and celebrate the cultures, 

personalities and preferences of the employees (River Island, 2021e). This approach is underpinned 

by the Equality Act 2010 stating that people will not be discriminated based on gender, gender 

reassignment, sexual orientation, marriage and civil partnership etc. (River Island, 2021e). As part 

of its commitment to promoting a consciously inclusive business, River Island partners with 

Blueprint For All with the intention to use the specialist network to audit, review and evolve the 

business’ policies and activity around diversity and inclusion (River Island, 2021e). Some planned 

initiatives in 2021 include mandatory unconscious bias training, leadership programmes for 

employees in under-represented groups and an entry-level apprenticeship programme to help 

improve the diversity and socio-economic diversity within the workforce (River Island, 2021e). The 

Blueprint For All partnership is the next step in River Island’s ongoing efforts to support and promote 

diversity, building on its past campaigns like the #LABELSAREFORCLOTHES campaign (River Island, 

2021e). 
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5.1.4 LGBT+ Danmark 

LGBT+ Danmark is a Danish non-governmental organisation representing the LGBT+ community by 

focusing on the areas of gender identity and sexual orientation (LGBT+ Danmark, 2021). The purpose 

of LGBT+ Danmark is to fight for equal living standards for LGBT+ people in Danmark and beyond 

(Appendix 9). To accomplish this, LGBT+ Danmark does a lot of political-, social-, counselling- and 

information work (Appendix 9). Politically, LGBT+ Danmark has several groups focusing on different 

areas and causes within the LGBT+ community such seniors, trans and health (Appendix 9). These 

groups work closely together with lobbyists to get their messages across to the relevant politicians 

(Appendix 9). This political work is especially important due to the general misconception of liberal 

thinking of ‘being free’ in Denmark, which LGBT+ Danmark considers an illusion as life in the smaller 

communities of Denmark is significantly different from life in metropolitan cities like Copenhagen 

(Appendix 9). Based on this, LGBT+ Danmark also does a lot of hands-on work within the LGBT+ 

community in form of weekly counselling sessions in Copenhagen, Aarhus and Aalborg, where 

LGBT+ people can get in contact with a counsellor via mail, phone or physical meetings (Appendix 

9). Additionally, LGBT+ Danmark has a youth group called ‘Aura’ where young people, aged 15-25, 

can meet up and get the reflections that they do not necessarily find in their ordinary life (Appendix 

9). Moreover, LGBT+ Danmark also has some internationally projects in Tanzania and Uganda, 

working with community building and activities building in the more rural areas (Appendix 9).  

 

Currently, LGBT+ Danmark is working on redefining its initiative ‘Empatisk Arbejdsmarked’, which 

initially was a certification standout for business that wanted to be LGBT+ certificated (Appendix 9). 

Unfortunately the original initiative did not work as well as LGBT+ Danmark had hoped as businesses 

were not really interested in doing the actual work – especially not if they were actually having 

problems (Appendix 9). “We work with businesses in the way that we receive money from them. 

And we can cooperate with them. And we can qualify them. But it's not something we do that 

much.” (Appendix 9, s. 3). Elaborating on this, LGBT+ Danmark mentions that the cooperation with 

businesses is often initiated by LGBT+ Danmark itself based on good relations between a volunteer 

and someone within a company (Appendix 9). Another example includes equality ambassadors 

within businesses reaching out to LGBT+ Danmark because they actually know and care about the 

LGBT+ community, resulting in a donation (Appendix 9).  
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LGBT+ Danmark defines the LGBT+ community as a melting pot of different ways of thinking and 

feeling about sexual orientation and gender identity (Appendix 9). However, even though it admires 

this diversity, LGBT+ Danmark also acknowledges that this diversity makes the concept of LGBT+ 

representation especially difficult to achieve properly as it is hard to make everyone feel welcome 

(Appendix 9). Nevertheless, representation is key for the LGBT+ community (Appendix 9). When 

asked who does not qualify for the LGBT+ community, LGBT+ Danmark said: “I think people that 

don't think themselves as LGBT do not qualify or think themselves as LGBT friendly. But I believe you 

can be very queer and be straight and be cis and still have a part within the LGBT community.” 

(Appendix 9, s. 2). Elaborating on this, LGBT+ Danmark mentions that previously the epitome of 

queerness was for gay men or woman to express their sexual desires, whereas now an increasing 

number of cis, white, young people, playing with gender expression, considers themselves as queer 

(Appendix 9). Yet, it is important to clarify that LGBT+ Danmark works for LGBT+ people (Appendix 

9). “We're working for the equal rights. We're working for people to be able to walk hand in hand on 

the streets. We’re working for people not committing suicide, not drinking too much, living normal, 

or not normal, but good lives. And that's what we're trying to do. So if you can support that, well 

then you're welcome with me.” (Appendix 9, s. 2). 

 

During recent years, there has been shift of focus within the LGBT+ community and LGBT+ Danmark 

(Appendix 9). Previously, “a lot of the LGBT organisation has been like ruled by white, gay, cis men - 

people like me but just older - and they have a tendency to be quite conservative and to know what 

the battle is because they participated in a battle many years ago - like concerning AIDS, concerning 

the right to marry and stuff like that. But now the struggles or the fights has changed.” (Appendix 9, 

s. 4). Now, the focus has largely shifted for sexual orientation to gender as the understanding of 

gender identity becomes more diverse and less binary (Appendix 9). This increased understanding 

of gender identity has also become more visible among the general public. An example of this is the 

Danish ethical council’s (Etisk Råd) view on trans children’s right to transition before the age of 18, 

which was positively affected by the general public’s view on the matter (Appendix 9). 
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Even though there is a general willingness among the majority of the population for LGBT+ people 

to be free to be themselves, there is still a tendency for it to be very normative way of thinking 

(Appendix 9). This means that LGBT+ people, who fit into to the frames of being ‘normal’, are more 

likely to be accepted – whereas trans and non-binary people are more likely to challenge the idea 

of being ‘normal’ and thereby less likely to be accepted (Appendix 9). This way of thinking  

both happens within the general public and within the LGBT+ community itself (Appendix 9).  

An example of this is trans-exclusionary radical feminists (TERF), which are feminists that do not 

accept transgender woman as being part of feminism (Appendix 9). “I think there's a lot of people 

that are completely fine with LGBT, but that doesn't really understand what’s the fuss about. (…) 

Then there's a part that understands why we have to be noisy, fully support, would stand up for 

people in public and then there's a small part that doesn't understand… That are scared of changing 

the norms.” (Appendix 9, s. 6). As with all politics at the moment, people are becoming more divided 

and extreme in their beliefs, meaning that people who did support the LGBT+ support 5 years ago 

probably support it even less today (Appendix 9) Nonetheless, LGBT+ Danmark acknowledges that 

the overall level of support for the LGBT+ community has improved during the last 5 years as people 

are getting more and more enlightened, which most becomes visible during Pride (Appendix 9).  

 

According to LGBT+ Danmark, there are many reasons why companies should consider representing 

the LGBT community (Appendix 9). Firstly, they could do it because they have LGBT+ employees that 

they want to encourage to be their authentic self at work (Appendix 9). Secondly, they could do it 

because they have LGBT+ customers that they want to feel welcome (Appendix 9). Lastly, they could 

do because they want to fill the gap of LGBT+ families and LGBT+ people in ads (Appendix 9). The 

impact of the LGBT+ representation is very dependent on how the representation is done and how 

it is perceived by the receiver (Appendix 9). According to LGBT+ Danmark it is a double-edged sword. 

On one hand, there is the potential benefits of visibility which is crucial to the LGBT+ community 

(Appendix 9). “If you don't see us, then we don't exist. (…) Like it's hard to know that you can live a 

life if you don't see the life that you can live. And we all like mirror ourselves from the beginning. (…) 

But if you don't see different variations of life that are being portrayed respectfully then it's hard to 

know that you can live a good life as LGBT in a sense.” (Appendix 9, s. 8). This means that LGBT+ 

representation plays an important role in the perception of what it means to identify as an LGBT+ 
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member. On the other hand, there is the potential drawbacks of pinkwashing and oversexualisation, 

which is more likely to happen if the company sees its LGBT+ representation as an image rather than 

an actual action (Appendix 9). Therefore LGBT+ Danmark encourages the companies to look inwards 

to identify potential problems within the organisation such as discrimination against LGBT+ people 

and/or lack of diversity and inclusivity policies (Appendix 9). “They should ask for help because trying 

to address something that you don't know anything about can be very harmful. (…) Then that can 

help them instead of just doing a diversity strategy (…) on some weird premise (…) And I think they 

should acknowledge that they don't know everything. And that can be quite hard for people in power 

(…) Sometimes you have to look inwards and that's always scary.” (Appendix 9, s. 9). 

 

When it comes to pinkwashing, LGBT+ Danmark defines pinkwashing as using the LGBT+ community 

to gain popularity, sell more products and/or to be associated with inclusivity without actually caring 

(Appendix 9). However, what specific actions are considered as pinkwashing depends on each 

person’s individual opinion (Appendix 9). For example, consumers are presumably more likely to 

respond positively to LGBT+ representation by brands they like than brands they dislike (Appendix 

9). Nevertheless, generally speaking, pinkwashing does not really affect the LGBT+ community as 

the lack of LGBT+ representation in most cases would be worse (Appendix 9). 

 

Even though the LGBT+ representation has become more visible, nuanced and diverse during recent 

years, there is still a tendency to shape the narrative of LGBT+ people as being something special in 

the media (Appendix 9). Therefore, LGBT+ Danmark encourages companies to use a real cast of 

LGBT+ people instead of cookie-cutter models as there is an increasing need to change societal 

norms relating body image, sexuality, gender identity and gender expression etc. (Appendix 9). 

 

When talking about LGBT+ representation within the fashion industry, LGBT+ Danmark is supportive 

of genderfluid fashion’s ability to erase the very strong lines between menswear and womenswear, 

thus enabling both binary and non-binary people to play with their gender expression (Appendix 9). 

Another great aspect of genderfluid fashion is that customers can buy the clothes that they actually 

want without having to shop across the aisle, making it as safer place for gender expression 

(Appendix 9). Furthermore according to LGBT+ Danmark, an ideal Pride collection does not exist and 



 57 

will never exist (Appendix 9). Yet Pride collections can be fine if the businesses actually care about 

and support the LGBT+ community (Appendix 9). Additionally, when designing the Pride collection, 

LGBT+ Danmark encourages companies to consult with members of the LGBT+ community to gain 

insights about their lives and how to support them with clothing (Appendix 9). Moreover, LGBT+ 

Danmark would like the businesses to be bolder than just implementing the rainbow flag in the 

product design, even though a small symbol is appreciated (Appendix 9). “For me, when I walk on 

the street, it can be quite difficult for people to see that I am gay. And for me to wear something 

Pride-ish, it can be quite nice because I can be recognised as gay. And I can also wear Pride things 

and don't be recognised as gay anyway. But I think that can be nice to have like small symbols where 

you can recognise each other. That's kind of cool, I think.” (Appendix 9, s. 12). 

 

5.2 Themes 

Based on the narrative analyses of Levi’s®, Lola Ramona, River Island and LGBT+ Danmark, I have 

identified the following relevant analytic themes within the narratives. 

 

5.2.1 More than a rainbow 

The immediate common factor between Levi’s®, Lola Ramona and River Island in relation to LGBT+ 

representation is their Pride collections. During recent years, all the selected brands have launched 

several Pride collections targeted the LGBT+ community, offering rainbow-coloured clothing and 

accessories. However, there is more than meets the eye. With bold slogans like Proud Together, Use 

Your Voice, All Pronouns All Love, Love Not Labels, Hearts Not Parts, We Are One and Shoes That Fit 

The Personality, Not Just The Feet, the brands use their Pride collections to communicate important 

key messages with relevance to the LGBT+ community. For example, Levi’s® Proud Together Pride 

collection and River Island’s We Are One Pride collection highlight the importance of togetherness 

and finding your people whether it is your biological and/or chosen family. Likewise, Levi’s® Use 

Your Voice Pride collection and Lola Ramona’s Shoes That Fit The Personality, Not Just The Feet key 

slogan encourage self-expression, whereas Levi’s® All Pronouns All Love Pride collection and River 

Island’s Love Not Labels Pride collection fight against stereotypes and discrimination of LGBT+ 

people based on their sexual orientation and/or gender identity. Moreover, all the Pride collections 

are modelled and supported by diverse casts of real LGBT+ people with inspirational personal stories 
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to tell. By providing a real cast of LGBT+ people instead cookie models, the brands provide a mirror 

image for LGBT+ people, which is key within LGBT+ representation according to LGBT+ Danmark. 

Additionally, the brands contribute to filling the gap of LGBT+ representation in advertising, which 

was emphasised by LGBT+ Danmark. Furthermore, all the brands decided to launch their Pride 

collections in partnership with LGBT+ organisations, meaning a percentage of the proceeds was 

donated to charities supporting the LGBT+ community and LGBT+ causes. Whereas River Island 

decided to donate a fixed amount of £3 per sale of its Pride collections to Ditch The Label, Levi´s® 

and Lola Ramona decided to donate 100% of the proceeds for the Pride collections to OutRight, 

Copenhagen Pride, World Pride and FSTB respectively. By entering partnerships with LGBT+ 

organisations and donating money towards LGBT+ causes, the brands show that they care about 

and support the LGBT+ community, which was the main criteria for an acceptable Pride collection 

mentioned by LGBT+ Danmark.  

 

5.2.2 Beyond Pride 

Despite the brands’ strong presence during Pride via Pride collections and Pride related content,  

Levi´s®, Lola Ramona and River Island have also launched several initiatives related to LGBT+ 

representation outside the context of Pride celebrations. Two distinct examples are River Island’s 

#LABELSAREFORCLOTHES campaign and Levi’s® Beauty of Becoming campaign, which both highlight 

important societal issues and advocate for change while representing diverse, marginalised groups 

such as LGBT+ people. Additionally, Lola Ramona’s approach to providing its Pride collections and 

size-inclusive products year-round also attributes to its LGBT+ representation going beyond Pride. 

Other examples include providing a platform to local LGBT+ initiatives such as Levi’s® support of a 

Swedish LGBT+ youth centre, River Island’s support to a British theatre group for disadvantaged and 

socially deprived children, and Lola Ramona’s support to the Danish drag subculture by collaborating 

with high profile drag queens and sponsoring drag bingos and hosting drag auctions. By providing 

all-year-round LGBT+ representation, the brands show that they understand and genuinely care 

about the LGBT+ community, which limits potential accusations of pinkwashing according to LGBT+ 

Danmark. 
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5.2.3 Cultivating social change 

Common to Levi’s®, Lola Ramona and River Island are their aspiration to cultivate social change via 

LGBT+ representation. In this case, social change primarily relates to political and/or societal issues 

with the aim to promote LGBT+ equality and LGBT+ acceptance. This means that the aspiration to 

cultivate social change can be spurred by many different issues. Politically, Levi’s® has been a strong 

LGBT+ ally as the brand continuously advocate for LGBT+ equality within areas of health, marriage 

and discrimination. Additional, Levi’s® has also advocated for social changes by providing visibility 

to the LGBT+ community, via its continuous representation of diverse LGBT+ people, and relevant 

LGBT+ causes, e.g. respecting all gender identities by using correct pronouns. Likewise, Lola Ramona 

joins the fight for social change by providing genderfluid, size-inclusive products and inclusive 

marketing to fulfil a previously unmet consumer need, give back to the LGBT+ community and  

encourage gender expression beyond the binary. Similarly, River Island advocates social changes by 

challenging preconceived stereotypes and encouraging self-expression of one’s true self. Based on 

all this, the overall goal is to cultivate social change by advocating for relevant LGBT+ causes and 

providing visibility to real, diverse LGBT+ people in order to normalise LGBT+ people in advertising 

and in society in general. According to LGBT+ Danmark, visibility is crucial to the LGBT+ community 

because it affirms that LGBT+ people can live good, fulfilling lives. This means that LGBT+ 

representation plays an important role in the perception of what it means to identify as an LGBT+ 

person. 

 

5.2.4 Being authentic self 

One of the main giveaways from the interview with LGBT+ Danmark was the all-consuming need for 

companies to look inwards before attempting any kind of LGBT+ representation. By having a diverse 

and inclusive workplace, LGBT+ Danmark emphasises that businesses are able to ensure the general 

well-being of its employees and customers, while also avoiding potential complaints of pinkwashing.  

Furthermore, LGBT+ Danmark also highlights the importance of consulting with LGBT+ people about 

future initiatives of LGBT+ representation plus consulting with professionals about internal inclusion 

and diversity policies. When looking at Levi’s®, Lola Ramona and River Island, they all more or less 

adhere to these principles. As the largest corporation out of the brands, Levi’s® has been awarded 

the distinction of being one of the best place to work for LGBT+ people by HRC due to its inclusion 
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and diversity management policies and initiatives such as ERGs that create safe space for diverse 

employees. Additionally, based on its long history of being an LGBT+ ally, Levi’s® intent of LGBT+ 

representation radiates authenticity. Likewise, River Island also prides itself by having an inclusive 

and diverse working environment with zero tolerance of discrimination. In order to evolve its 

policies and activity around diversity and inclusion, River Island has entered a partnership with Blue 

Print For All, which specialises in professional consultancy within diversity and inclusion. As the 

smallest company of the brands, Lola Ramona does not currently have any intricate diversity policies 

but, like both Levi’s® and River Island, it is very aware of the importance of inclusivity and diversity 

including the complexity of the LGBT+ community. Moreover, Lola Ramona has utilised its contacts 

within the LGBT+ community in order to consult with them about different aspects of its LGBT+ 

representation such as products and partnerships. By fostering an inclusive working environment, 

the brands’ intent of LGBT+ representation is more like to be perceived as being authentic, meaning 

a significant decrease in likelihood of pinkwashing accusations.   

 

6. Discussion 
Based on the findings from the narrative analyses of Levi’s®, Lola Ramona, River Island and LGBT+ 

Danmark, the following managerial and theoretical implications have been identified.  

 

As the perception of the LGBT+ representation depends on the individual’s perception of the brand’s 

authenticity, actions and diversity, it is highly important that brands look inwards before engaging 

in any form of LGTB+ representation to avoid any potential accusations of pinkwashing. Thus, it is 

important to identify if the brand has a legitimate foundation, e.g. an inclusive and diverse corporate 

culture and an authentic intent to engage in LGBT+ representation. Furthermore, brands need to 

truly understand the complexity of the LGBT+ community. 

 

7. Conclusion 
Based on the explosion of rainbow-coloured products, brand logos and marketing campaigns during 

Pride celebrations worldwide, the purpose of this master thesis was to research the correlation 
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between the perception and practices of LGBT+ representation within the fashion industry. To reach 

the desired outcome the master thesis explored how the fashion industry represent the LGBT+ 

community, why the fashion industry strives to represent the LGBT+ community and how the LGBT+ 

community perceived the LGBT+ representation with the fashion industry. 

 

To get a better understanding of the LGBT+ representation from a societal and academic standpoint, 

this master thesis implemented relevant background information about the LGBT+ community and 

LGBT+ representation within pop culture, fashion and advertising plus relevant theories within the 

areas of branding, LGBT+ representation in advertising and corporate social responsibility. 

 

On the basis of the interpretive paradigm and an inductive approach to theory development, this 

master thesis collected relevant qualitative primary and secondary data via the Narrative Inquiry 

technique and the Documentary research strategy, followed by a Thematic Narrative Analysis of 

the selected participants; Levi’s®, Lola Ramona, River Island and LGBT+ Danmark.  

 

The analysis showed that LGBT+ representation within the fashion industry has been steadily 

increasing – both during and outside of Pride - as a result of the political and socio-cultural climate 

of today’s society. The reasoning behind this increased LGBT+ representation is the brands wish to 

provide visibility to the LGBT+ community – plus the brand itself – and cultivate social change in 

regard to LGBT+ equality and LGBT+ acceptance. To reach the desired outcome, the brands provide 

as broad range of LGBT+ representation such Pride collections with bold statements and real LGBT+ 

people, other LGBT+ marketing campaigns unrelated to Pride, genderfluid fashion, partnerships 

with LGBT+ organisations and increased focus on inclusive and diverse working environments within 

the business. From the perspective of the LGBT+ community, the LGBT+ representation within the 

fashion industry depends on the individual’s perception of the brand’s authenticity, actions and 

diversity. This means that if there is alignment between the brand’s authenticity, actions and 

diversity, the likelihood of a positive response to the brand’s LGBT+ increases significantly. However, 

if there is a gap between the brand’s authenticity, actions and diversity, the likelihood of a negative 

response to the brand’s LGBT+ increases significantly plus the added risk of being accused of 

pinkwashing. 



 62 

8. References 
 
WARC. (2020, July 2). Brands need to do more to ‘positively represent’ UK’s LGBTQ+ community. 

Retrieved from WARC: https://www-warc-com.esc-

web.lib.cbs.dk:8443/newsandopinion/news/brands-need-to-do-more-to-positively-

represent-uks-lgbtq-community/43803 

Solomon, M. R. (2021, March 30). How is your company keeping up with LGBTQIA+ marketing? 

Retrieved from WARC: https://www-warc-com.esc-

web.lib.cbs.dk:8443/newsandopinion/opinion/how-is-your-company-keeping-up-with-

lgbtqia-marketing/4154 

Schwartz, M. (2020, November). Marketing beyond the gender binary. Retrieved from WARC: 

https://www-warc-com.esc-web.lib.cbs.dk:8443/content/article/ana/marketing-beyond-

the-gender-binary/135575 

Lola Ramona. (2021b). Lola Ramona Resellers. Retrieved from Lola Ramona: 

https://www.lolaramona.com/pages/lola-ramona-resellers 

Lola Ramona. (2021a). About Us. Retrieved from Lola Ramona: 

https://www.lolaramona.com/pages/about-us 

River Island. (2021a). About Us. Retrieved from River Island: https://www.riverisland.com/about-

us 

LGBT+ Danmark. (2021). LGBT+ Danmark. Retrieved from LGBT+ Danmark: http://lgbt.dk 

Nikel, D. (2019, July 14). World Pride Heads For Scandinavia In 2021. Retrieved from Forbes: 

https://www.forbes.com/sites/davidnikel/2019/07/14/world-pride-heads-for-scandinavia-

in-2021/?sh=560192ba525d 

Wareham, J. (2020c, May 6). Why Some LGBT+ People Feel Uneasy At The Sight Of NHS Rainbow 

Flags. Retrieved from Forbes: 

https://www.forbes.com/sites/jamiewareham/2020/05/06/should-the-lgbt-community-

call-out-nhs-appropriation-of-rainbow-flag/?sh=717af206d544 

Frost, S. (2020, May 21). Virtual Pride Can Advance LGBT+ Rights In New Ways. Retrieved from 

Forbes: https://www.forbes.com/sites/sfrost/2020/05/21/virtual-pride-can-advance-lgbt-

rights-in-new-ways/?sh=5f1950d263d4 



 63 

The Late Late Show. (2021, May 6). Billy Porter Opened Doors With His Fashion. Retrieved from 

YouTube: https://www.youtube.com/watch?v=5ETs7Cc5RTw 

Codd, E., & Sendall, E. (2020, June 22). What LGBT+ Allyship Means To Me. Retrieved from Forbes: 

https://www.forbes.com/sites/deloitte/2020/06/22/what-lgbt-allyship-means-to-

me/?sh=4132789a4058 

Johnson, H. (2021, April 22). 10 Ways To Ensure A Successful Pride Month Marketing Campaign. 

Retrieved from Forbes: 

https://www.forbes.com/sites/forbesagencycouncil/2021/04/22/10-ways-to-ensure-a-

successful-pride-month-marketing-campaign/?sh=22abcefe4cc0 

Ritschel, C. (2020, June 22). What Do All The Letters In LGBTQIA+ Stand For? Retrieved from 

Independent: https://www.independent.co.uk/life-style/lgbtqia-meaning-full-version-

stand-for-plus-lgbt-pride-month-acronym-a9574351.html 

Baxter-Wright, D. (2021, January 27). Loved It's A Sin? Here's What To Watch Next. Retrieved from 

Cosmopolitan: https://www.cosmopolitan.com/uk/entertainment/a35333015/tv-film-like-

its-a-sin/ 

Sanders, W. (2019, August 11). There's More At Stake With Fashion's Gender-Fluid Movement Than 

You Realise. Retrieved from Vogue: https://www.vogue.co.uk/article/the-meaning-of-

gender-fluid-fashion 

Cohn, A. S. (2020, November 16). Gender-Fluid Fashion Finally Enters the Mainstream. Retrieved 

from Harper's Bazaar: 

https://www.harpersbazaar.com/fashion/designers/a34458195/gender-fluid-fashion-

harris-reed-no-sesso-art-school/ 

Bhalla, N. (2020, December 4). This Is How Gender-Fluid Fashion Has Made Its Way Back To The 

Mainstream. Retrieved from Elle: https://elle.in/article/gender-fluid-fashion-2/ 

Wallace, M. (2021, February 24). Does the gender-neutral fashion movement exclude butch 

women? Retrieved from Sleek: https://www.sleek-mag.com/article/does-the-gender-

neutral-fashion-movement-exclude-butch-women/ 

Stonewall. (2020, July 14). 10 ways to step up as an ally to non-binary people. Retrieved from 

Stonewall: https://www.stonewall.org.uk/about-us/news/10-ways-step-ally-non-binary-

people 



 64 

Brathwaite, L. F. (2018, April 30). Queer Quibble: What the New Boys in the Band Says About the 

Gay Status Quo. Retrieved from Out: https://www.out.com/out-

exclusives/2018/4/30/queer-quibble-what-new-boys-band-says-about-gay-status-quo 

Portland, J. (2020, March 9). Mart Crowley, Groundbreaking ‘The Boys in the Band’ Playwright, 

Dead at 84. Retrieved from Rolling Stone: https://www.rollingstone.com/culture/culture-

news/playwright-mart-crowley-boys-in-the-band-dead-84-964742/ 

Peitzman, L. (2018, July 27). “Head Over Heels” Is The Most Radically Queer Show On Broadway. 

Retrieved from Buzzfeed News: 

https://www.buzzfeednews.com/article/louispeitzman/head-over-heels-is-the-most-

radically-queer-show-on-broadway 

Cohen, S. (2015, March 17). How One Movie Changed LGBT History. Retrieved from Time: 

https://time.com/3742951/boys-in-the-band/ 

Brucculieri, J. (2020, April 24). Iconic LGBTQ Moments From Some Of Fashion's Biggest Runways. 

Retrieved from HuffPost: https://www.huffpost.com/entry/lgbtq-runway-

moments_l_5d07adf1e4b0f5338d4112bb 

Campuzano, L. (2020, October 30). Diversity in Modeling Should Include All Gender Identities. 

Retrieved from WWD: https://wwd.com/fashion-news/fashion-features/diversity-in-

fashion-modeling-gender-identities-transgender-lgbtq-1234642854/ 

Burgum, B. (2020, September 21). 40 Of Billy Porter's Most Memorable Outfits, From The Met Gala 

To The Oscars. Retrieved from Elle: https://www.elle.com/uk/fashion/celebrity-

style/g30673216/billy-porter-met-gala-oscars-fashion/ 

Wareham, J. (2020a, May 25). Trans Rights In Global Recession – One Year After Transgender 

Removed From WHO List Of Diseases. Retrieved from Forbes: 

https://www.forbes.com/sites/jamiewareham/2020/05/25/trans-rights-in-global-

recessionone-year-after-transgender-removed-from-who-list-of-

diseases/?sh=7b5ed5485d80 

Alexander, E. (2020, June 29). Pride 2020: How the world celebrated the 50th anniversary of the 

first Pride parade. Retrieved from Harper's Bazaar: 

https://www.harpersbazaar.com/uk/culture/g32995351/pride-2020-in-pictures/ 



 65 

Wareham, J. (2020b, May 17). Map Shows Where It’s Illegal To Be Gay – 30 Years Since WHO 

Declassified Homosexuality As Disease. Retrieved from Forbes: 

https://www.forbes.com/sites/jamiewareham/2020/05/17/map-shows-where-its-illegal-

to-be-gay--30-years-since-who-declassified-homosexuality-as-disease/?sh=712f2736578a 

UN. (2021). Take Action for the Sustainable Development Goals. Retrieved from United Nations: 

https://www.un.org/sustainabledevelopment/sustainable-development-goals/ 

Stonewall. (2016, January). The Sustainable Development Goals And LGBT Inclusion. Retrieved 

from Stonewall: https://www.stonewall.org.uk/system/files/sdg-guide.pdf 

UN. (2021). About UN Free & Equal. Retrieved from UN Free & Equal: 

https://www.unfe.org/about-2/ 

Moreau, J. (2018, May 3). Global LGBTQ acceptance more polarized, new research finds. Retrieved 

from NBC News: https://www.nbcnews.com/feature/nbc-out/global-lgbtq-acceptance-

more-polarized-new-research-finds-n871106 

Flores, A. R. (2019, October). Social Acceptance of LGBT People in 174 Countries. Retrieved from 

The Williams Institute: https://williamsinstitute.law.ucla.edu/publications/global-

acceptance-index-lgbt/ 

Wareham, J. (2020b, May 17). Map Shows Where It’s Illegal To Be Gay – 30 Years Since WHO 

Declassified Homosexuality As Disease. Retrieved from Forbes: 

https://www.forbes.com/sites/jamiewareham/2020/05/17/map-shows-where-its-illegal-

to-be-gay--30-years-since-who-declassified-homosexuality-as-disease/?sh=712f2736578a 

Abad-Santos, A. (2018, June 25). How LGBTQ Pride Month became a branded holiday. Retrieved 

from Vox: https://www.vox.com/2018/6/25/17476850/pride-month-lgbtq-corporate-

explained 

Sloan, B., & Avery, D. (2020, June 5). Pride looks different in 2020, but these 50+ brands are still 

supporting the LGBTQ community with Pride collections. Retrieved from Insider: 

https://www.insider.com/38-brands-celebrating-pride-with-collections-that-support-lgbtq-

people-2020-6 

Cortés, M. S. (2019, May 28). Ikea Is Selling Limited Edition Rainbow Bags For Pride & Donating All 

The Profits. Retrieved from Refinery29: https://www.refinery29.com/en-

us/2019/05/233900/ikea-blue-bag-pride-rainbow 



 66 

Brammer, J. P. (2019, June 20). Pride For Sale - Priced Out. Retrieved from The Washington Post: 

https://www.washingtonpost.com/graphics/2019/opinions/pride-for-sale/ 

Roth, T., & Paisley, D. (2019, June 20). Pride For Sale - Corporate Allies. Retrieved from The 

Washington Post: https://www.washingtonpost.com/graphics/2019/opinions/pride-for-

sale/ 

Sullivan, L. (2016, June 27). The Fans Have Spoken! Your Top 10 LGBT-Centric Broadway Shows. 

Retrieved from Broadway: https://www.broadway.com/buzz/185297/the-fans-have-

spoken-your-top-10-lgbt-centric-broadway-shows/ 

Sanders, S., & Axelrod, J. (2019, June 27). How Drag Queens Have Sashayed Their Way Through 

History. Retrieved from NPR: https://www.npr.org/2019/06/27/736320026/how-drag-

queens-have-sashayed-their-way-through-history?t=1620547669055&t=1620575826208 

Them. (2018, September 20). InQueery: Trixie Mattel Breaks Down the History of "Drag". Retrieved 

from Them: https://www.them.us/story/inqueery-drag 

Scelfo, J. (2015, February 3). A Gender-Neutral Glossary. Retrieved from The New York Times: 

https://www.nytimes.com/2015/02/08/education/a-gender-neutral-

glossary.html?searchResultPosition=422 

Stonewall. (2021). Glossary of terms. Retrieved from Stonewall: 

https://www.stonewall.org.uk/help-advice/faqs-and-glossary/glossary-terms 

Grovier, K. (2016, June 15). The history of the rainbow flag. Retrieved from BBC: 

https://www.bbc.com/culture/article/20160615-the-history-of-the-rainbow-flag 

Jalili, C., & Andrews, T. (2021, April 30). Experts Explain the Meaning and History Behind Every 

LGBTQ+ Flag. Retrieved from Cosmopolitan: https://www.cosmopolitan.com/sex-

love/a31743384/lgbtq-pride-flags-guide/ 

Shamsian, J. (2018, June 1). How the rainbow became the symbol of LGBT pride. Retrieved from 

Insider: https://www.insider.com/why-rainbow-lgbt-gay-pride-2017-6 

Wareham, J. (2020d, July 12). Why Many LGBT People Have Started Using A New Pride Flag. 

Retrieved from Forbes: https://www.forbes.com/sites/jamiewareham/2020/07/12/why-

lgbt-people-have-started-using-a-new-pride-flag-nhs-black-lives-

matters/?sh=3c790366125a 



 67 

Visit Copenhagen. (2021). Experience one of the world's most LGBTQ-friendly destinations. 

Retrieved from Visit Copenhagen: https://www.visitdenmark.com/denmark/things-

do/lgbtq-travel 

GLSEN. (2020, July). 2020-2021 School Year Calendar. Retrieved from GLSEN: 

https://www.glsen.org/sites/default/files/2020-07/GLSEN-20202021-Calendar-V1_0.pdf 

Lopez, G. (2019, June 24). LGBTQ Pride Month, explained. Retrieved from Vox: 

https://www.vox.com/2014/6/8/5786368/lgbt-gay-pride-month-2019 

Wareham, J. (2020e, June 13). Global Pride To Focus On Black Lives Matter At First Worldwide 

LGBT Event. Retrieved from Forbes: 

https://www.forbes.com/sites/jamiewareham/2020/06/13/global-pride-to-focus-on-black-

lives-matter-at-first-worldwide-lgbt-event/?sh=58e9edf469b5 

Stonewall. (2016, July 26). Key dates for lesbian, gay, bi and trans equality. Retrieved from 

Stonewall: https://www.stonewall.org.uk/about-us/key-dates-lesbian-gay-bi-and-trans-

equality 

CNN. (2021, March 25). LGBTQ Rights Milestones Fast Facts. Retrieved from CNN: 

https://edition.cnn.com/2015/06/19/us/lgbt-rights-milestones-fast-facts/index.html 

Hickey, W., & Avery, D. (2020, June 1). A timeline of LGBTQ rights in America, from Stonewall to 

the Supreme Court. Retrieved from Insider: https://www.businessinsider.com/gay-rights-

marriage-timeline-supreme-court-doma-2013-3?r=US&IR=T 

Caron, C. (2018, November 7). In ‘Rainbow Wave,’ L.G.B.T. Candidates Are Elected in Record 

Numbers. Retrieved from The New York Times: 

https://www.nytimes.com/2018/11/07/us/politics/lgbt-election-winners-

midterms.html?searchResultPosition=545 

Layney, T. (2020, June 15). In Support of Landmark LGBTQ Workplace Anti-Discrimination Decision. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2020/06/15/landmark-

lgbtq-workplace-anti-discrimination-decision/ 

Levi Strauss Foundation. (2019, June 10). Levi Strauss Foundation Re-Ups Support to Vulnerable 

Communities. Retrieved from Levi Strauss & Co.: 

https://www.levistrauss.com/2019/06/10/levi-strauss-foundation-re-ups-support-to-

vulnerable-communities/ 



 68 

Doyle, R., & Rose, J. (2020, January 21). Why Our Perfect HRC Index Score Matters. Retrieved from 

Levi Strauss & Co.: https://www.levistrauss.com/2020/01/21/why-our-perfect-hrc-index-

score-matters/ 

Samaniego, D. (2020, June 3). Levi’s® and Dockers® Drop New Pride Collections. Retrieved from 

Levi Strauss & Co.: https://www.levistrauss.com/2020/06/03/levis-and-dockers-drop-new-

pride-collections/ 

Ponet, S. (2020, January 2). Levi’s® Russia Launches First Pride Project. Retrieved from Levi Strauss 

& Co.: https://www.levistrauss.com/2020/01/02/levis-russia-launches-first-pride-project/ 

Levi's. (2021a). About Us - Levi Strauss & Co. History. Retrieved from Levi's: 

https://www.levi.com/US/en_US/features/about-us 

Chatoo, Z. (2019). River Island: Labels Are For Clothes. Retrieved from WARC: https://www-warc-

com.esc-web.lib.cbs.dk:8443/content/article/warc-awards/river-island-labels-are-for-

clothes/125651 

River Island. (2018a). #LABELSAREFORCLOTHES. Retrieved from River Island: 

https://www.riverisland.com/ss-campaign#firstPage 

River Island. (2018b). Celebrating PRIDE with Love Not Labels. Retrieved from River Island: 

https://www.riverisland.com/editorial/celebrating-pride-with-love-not-labels 

River Island. (2019a). Pride | We Are One #ThisIsFamily. Retrieved from River Island: 

https://www.riverisland.com/editorial/pride--we-are-one-thisisfamily 

River Island. (2021b). Join the RI Family. Retrieved from River Island: 

https://careers.riverisland.com 

River Island. (2018c). #LabelsAreForClothes x Ditch The Label. Retrieved from River Island: 

https://www.riverisland.com/editorial/labelsareforclothes-x-ditch-the-label 

River Island. (2018d). Love Not Labels #2 Meet RoxXxan. Retrieved from River Island: 

https://www.riverisland.com/editorial/love-not-labels-2-meet-roxxxan 

River Island. (2018e). Love Not Labels #3 Meet Kenny. Retrieved from River Island: 

https://www.riverisland.com/editorial/love-not-labels-3-meet-kenny 

River Island. (2018f). Love Not Labels #4 Meet Charlie. Retrieved from River Island: 

https://www.riverisland.com/editorial/love-not-labels-4-meet-charlie 



 69 

River Island. (2018g). An Evening With…RI Pride Panel. Retrieved from River Island: 

https://www.riverisland.com/editorial/an-evening-withri-pride-panel 

River Island. (2019b). This Is Family. Retrieved from River Island: 

https://www.riverisland.com/editorial/this-is-family 

River Island. (2019c). America’s Next Big Thing | #ThisIsFamily. Retrieved from River Island: 

https://www.riverisland.com/editorial/americas-next-big-thing--thisisfamily 

River Island. (2019d). Pride Clothing. Retrieved from River Island: 

https://www.riverisland.com/c/pride-clothing 

River Island. (2019e). 5 reasons why dancer Sam Salter is proud to be a mama’s boy…. Retrieved 

from River Island: https://www.riverisland.com/editorial/5-reasons-why-ballet-dancer-

sam-salter-is-proud-to-be-a-mamas-boy 

River Island. (2019f). Everybody’s talking about Layton and his crew. Retrieved from River Island: 

https://www.riverisland.com/editorial/everybodys-talking-about-layton-and-his-crew 

River Island. (2019g). Team #Chelen are the positive power couple we love. Retrieved from River 

Island: https://www.riverisland.com/editorial/team-chelen-are-the-positive-power-couple-

we-love 

River Island. (2019h). 5 Reasons why trans activists Jake & Hannah are couple goals. Retrieved 

from River Island: https://www.riverisland.com/editorial/5-reasons-why-trans-activists-

jake--hannah-are-couple-goals 

River Island. (2020a). Celebrate Pride At Home. Retrieved from River Island: 

https://www.riverisland.com/editorial/celebrate-pride-at-home 

River Island. (2020b). Understanding and Uniting With Pride. Retrieved from River Island: 

https://www.riverisland.com/editorial/understanding-and-uniting-with-pride 

River Island. (2020c). Pride At Home With Michelle Visage. Retrieved from River Island: 

https://www.riverisland.com/editorial/pride-at-home-with-michelle-visage 

River Island. (2020d). Islanders At Home: Pride Takeover. Retrieved from River Island: 

https://www.riverisland.com/editorial/islanders-at-home-pride-takeover 

River Island. (2020e). In Or Out & Proud. Retrieved from River Island: 

https://www.riverisland.com/editorial/in-or-out--proud 



 70 

River Island. (2021c). Corporate Social Responsibility. Retrieved from River Island: 

https://www.riverisland.com/inside-river-island/about-us/corporate-social-responsibility 

River Island. (2021d). Charity Support. Retrieved from River Island: 

https://www.riverisland.com/charity-support 

River Island. (2021e). The River Island people pledge. Retrieved from River Island: 

https://www.riverisland.com/inside-river-island/about-us/people-pledge 

LS&Co. (2021a). Who We Are. Retrieved from Levi Strauss & Co: 

https://www.levistrauss.com/who-we-are/company/ 

Levi's. (2019a, June). Levi's Pride 2019 Collection. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/levis-pride-2019-collection/ 

Levi's. (2020a, May). Use Your Voice. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/use-your-voice/ 

Levi's. (2021b). Levi's® Pride Collection. Retrieved from Levi's: 

https://www.levi.com/US/en_US/lgbt-pride-collection/c/levi_clothing_pride_us 

Levi's. (2021c, January). Beauty of Becoming. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/beauty-of-becoming/ 

LS&Co. (2021b). 2020 Annual Report. Retrieved from Levi Strauss & Co.: 

https://s23.q4cdn.com/172692177/files/doc_financials/2020/ar/P48543_Levis_2020-

AR_PROOF_3-5-21_PROOF_rev10_DY_single-page.pdf 

LS&Co. (2019a, June 14). Our Foundation Leader Named An OUTstanding LGBTQ Business Leader. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2019/06/14/levi-strauss-

foundations-daniel-lee-named-an-outstanding-lgbtq-business-leader/ 

LS&Co. (2019b, March 28). LS&Co. Earns Another Perfect Score on HRC’s Corporate Equality Index. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2019/03/28/lsco-earns-

another-perfect-score-hrcs-corporate-equality-index/ 

LS&Co. (2019c, November 4). Levi Strauss & Co. Honored with HRC’s Corporate Equality Award. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2019/11/04/levi-strauss-

co-honored-with-hrcs-corporate-equality-award/ 



 71 

LS&Co. (2019d, October 28). Levi Strauss Foundation Leader Speaks on LGBTQ+ Inclusion. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2019/10/28/advancing-

social-change-in-india/ 

Levi's. (2019b, June). Proud. Together. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/proud-together/ 

Levi's. (2020b, June). Our Guide to Shopping Unisex. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/our-guide-to-shopping-unisex/ 

Levi's. (2020c, August 3). Levi's Pride 2020: Egalia - Use Your Voice. Retrieved from YouTube: 

https://www.youtube.com/watch?v=QPN0VHUqXSk 

Levi's. (2021d, January 28). Levi’s® Beauty of Becoming. Retrieved from YouTube: 

https://www.youtube.com/watch?v=K9zQkZ7L71Q 

Levi's. (2021e, May). It’s Pride 2021 & All Are Welcome. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/its-pride-2021-all-are-welcome/ 

LS&Co. (2021c). Diversity & Inclusion. Retrieved from Levi Strauss & Co.: 

https://www.levistrauss.com/work-with-us/%20life-at-lsco/diversity-inclusion/ 

LS&Co. (2021d). We believe in the power of our people. Retrieved from Levi Strauss & Co.: 

https://prod.levistrauss.levis.com/values-in-action/social-impact/people/ 

LS&Co. (2021e). Employee Resource Groups. Retrieved from Levi Strauss & Co.: 

https://www.levistrauss.com/work-with-us/life-at-lsco/ergs/ 

LS&Co. (2017, December 1). Honoring The Past And Hope For The Future On World AIDS Day. 

Retrieved from Levi Strauss & Co.: https://www.levistrauss.com/2017/12/01/honoring-

past-hope-future-world-aids-day/ 

Levi's. (2018, May). Levi's 2018 Pride Collection. Retrieved from Levi's: 

https://www.levi.com/US/en_US/blog/article/levis-2018-pride-collection/ 

Lola Ramona. (2020a, June 18). Lola Ramona X Copenhagen Pride Press Release. Retrieved from 

Lola Ramona: https://www.lolaramona.com/blogs/news/lola-ramona-x-copenhagen-pride-

press-release 

Lola Ramona. (2020b, January 27). Pride. Retrieved from Lola Ramona: 

https://www.lolaramona.com/blogs/news/pride 



 72 

Lola Ramona. (2021c). We Support. Retrieved from Lola Ramona: 

https://www.lolaramona.com/pages/we-support 

Lola Ramona. (2021d). Marilyn Queen. Retrieved from Lola Ramona: 

https://www.lolaramona.com/collections/pride-collection/products/marilyn-queen 

Lola Ramona. (2020c, August 18). Lola Ramona x Copenhagen Pride. Retrieved from YouTube: 

https://www.youtube.com/watch?v=WEbP7WRtn0o 

Lola Ramona. (2021e). The Workshop - Spring Summer 21. Retrieved from Lola Ramona: 

https://www.lolaramona.com/collections/the-workshop-ss21?page=5 

Lola Ramona. (2021f). World Pride Collection. Retrieved from Lola Ramona: 

https://www.lolaramona.com/collections/pride-collection 

Lola Ramona. (2021g). Angie Cerella. Retrieved from Lola Ramona: 

https://www.lolaramona.com/collections/the-workshop-ss21/products/angie-cerella 

Lola Ramona. (2019, September 6). A Catch Up With Harley Queen. Retrieved from Lola Ramona: 

https://www.lolaramona.com/blogs/news/a-catch-up-with-harley-queen 

Saunders et al. (2019). Research methods for business students (8 ed.). Pearson Education Limited. 

WARC. (2020, July). What we know about LGBT audiences. Retrieved from WARC: https://www-

warc-com.esc-web.lib.cbs.dk:8443/content/article/bestprac/what-we-know-about-lgbt-

audiences/133232 

Dhunna, A. (2019, December). A new era for Pride and LGBT+ marketing. Retrieved from WARC: 

https://www-warc-com.esc-web.lib.cbs.dk:8443/content/article/a-new-era-for-pride-and-

lgbt-marketing/130259 

Ginai, S. (2020, December). Beyond Binary: Investigating the gender agenda. Retrieved from 

WARC: https://www-warc-com.esc-web.lib.cbs.dk:8443/content/article/warc-

exclusive/beyond-binary-investigating-the-gender-agenda/135220 

Northey et al. (2020). LGBTQ imagery in advertising: How viewers’ political ideology shapes their 

emotional response to gender and sexuality in advertisements. Retrieved from WARC: 

https://www-warc-com.esc-web.lib.cbs.dk:8443/content/article/jar/lgbtq-imagery-in-

advertising-how-viewers-political-ideology-shapes-their-emotional-response-to-gender-

and-sexuality-in-advertisements/132349 



 73 

Bond, B. J., & Farrell, J. R. (2020). Does depicting gay couples in ads influence behavioral 

intentions? How appeal for ads with gay models can drive intentions to purchase and 

recommend. Retrieved from WARC: https://www-warc-com.esc-

web.lib.cbs.dk:8443/content/article/jar/does-depicting-gay-couples-in-ads-influence-

behavioral-intentions-how-appeal-for-ads-with-gay-models-can-drive-intentions-to-

purchase-and-recommend/127602 

Cowart, K., & Wagner, P. (2021, January). An investigation of androgyny and sexual orientation in 

advertising: How androgynous imagery and sexual orientation impact advertisement and 

brand attitudes. Retrieved from WARC: https://www-warc-com.esc-

web.lib.cbs.dk:8443/content/article/jar/an-investigation-of-androgyny-and-sexual-

orientation-in-advertising-how-androgynous-imagery-and-sexual-orientation-impact-

advertisement-and-brand-attitudes/135555 

Brodsky, R. (2017, June). What companies are doing to promote diversity internally. Retrieved 

from WARC: https://www-warc-com.esc-

web.lib.cbs.dk:8443/content/article/ana/what_companies_are_doing_to_promote_diversi

ty_internally/112061 

McDermott, M. J. (2017, March). Should brands get political? Retrieved from WARC: https://www-

warc-com.esc-

web.lib.cbs.dk:8443/content/article/ana/should_brands_get_political/112146 

Kolman, M. (2020, August 27). Beyond pinkwashing: how can businesses really support LGBTQ 

pride? Retrieved from Elsevier: https://www.elsevier.com/connect/beyond-pinkwashing-

how-can-businesses-really-support-lgbtq-pride 

Maoui, Z. (2018, November 27). Gender fluid fashion is the future. Here's how menswear is 

changing. Retrieved from GQ: https://www.gq-magazine.co.uk/article/gender-fluid-

clothing 

Moreau, J. (2019, June 29). For companies, LGBTQ-inclusive ads weren't always risk-free. Retrieved 

from NBC News: https://www.nbcnews.com/feature/nbc-out/companies-lgbtq-inclusive-

ads-weren-t-always-risk-free-n1024971 



 74 

French, G. (2017, December 7). Why we need stronger lgbt+ representation in advertising. 

Retrieved from i-D: https://i-d.vice.com/en_uk/article/qvzbeb/why-we-need-stronger-lgbt-

representation-in-advertising 

Portwood, J., & Sepinwall, A. (2020, June 22). 40 Great LGBTQ TV Shows to Stream Now. Retrieved 

from Rolling Stones: https://www.rollingstone.com/tv/tv-lists/lgbtq-tv-shows-watch-

streaming-1012035/betty-hbo-hbo-max-1012235/ 

 

 

  



 75 

9. Appendices 

Appendix 1: LGBT+ symbols 
 

Pink Triangle: 

 

Original Rainbow Flag (LGBT+ Pride Flag):  

 
 
 

Current Rainbow Flag (LGBT+ Pride Flag): 

 
 
 

Progress Flag: 

 
 

Transgender Pride Flag: 

 
 
 

Non-binary Pride Flag: 

 
 

Bisexual Pride Flag: 

 

Pansexual Pride Flag: 
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Appendix 2: Selection of interviewees 
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Appendix 3: Example of email to potential participants 
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Appendix 4: Information sheet 
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Appendix 5: Consent form 
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Appendix 6: Interview guides 
 

INTERVIEW GUIDE FOR BUSINESSES 
 
Brief pre-interview 

• Thank for participation 
• Outline the purpose of the research, the themes of the interview and data handling 
• Confirm previously agreed permission to audio-record + amount of time available  

 
Bio data about interviewee 

• Interviewee’s background? 
• Interviewee’s role within the business? 
• How long the interviewee has been with the business? 
• How long the interviewee has been working with marketing? 
• How long the interviewee has been working with LGBT as part of marketing? 

 
Pride collection 

1. How would you define a pride collection? Why? 
 

2. Can you please tell me about your pride collection? 
a. Probe: How was the product range chosen?  

i. Probe: Is it limited edition or part of the product development? Why? 
b. Probe: How was the product design chosen? 
c. Probe: Who was the intended target group? Why? 

i. Probe: How would you describe the persona? What kind of specifics? 
 

3. How did the organisation launch the pride collection? 
a. Probe: What was the key message? Why? 
b. Probe: What marketing channels were used? Why? 

i. Probe: Are they different from other collections? How? Why? 
c. Probe: How would you evaluate the overall response? 

i. Probe: How was the SoMe presence? 
ii. Probe: How was the SoMe response? 

 
4. Why did the organisation introduce the pride collection? 

a. Probe: What was the purpose? 
b. Probe: How is this reflected within the organisation? 

 
Partnership with LGBT+ organisation (If applicable) 

1. Why did the organisation choose to donate a percentage of the profits from the pride 
collection to [the LGBT+ organisation]? 

a. Probe: Why was the specific LGBT+ organisation chosen? 
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2. Why did the organisation choose to work with [the LGBT+ organisation]? 
a. Probe: Why were the specific LGBT+ organisation chosen? 
b. Probe: How did the partnership come about? 
c. Probe: What does the partnership entail? 
d. Probe: How would you evaluate the success of the partnership? 

 
Other specific LGBT+ initiatives (If applicable) 

1. Can you please tell me about [the campaign/project]? 
a. Probe: What was the purpose? 
b. Probe: What does [the campaign/project] entail? 
c. Probe: Who was the intended target group? Why? 
d. Probe: What was the key message? Why? 
e. Probe: What marketing channels were used? Why? 
f. Probe: How would you evaluate the overall response? 

 
LGBT+ representation 

1. Besides the pride collection, how does the organisation represent the LGBT+ community? 
a. Probe: Can you give me an example?  
b. Probe: What does LGBT+ representation mean for the organisation?  
c. Probe: How does the organisation prioritise LGBT+ representation? Why? 

 
2. How does the organisation measure the efficiency of its LGBT+ representation? 

a. Probe: What kind of success criteria? Sales? Media coverage? Brand? 
b. Probe: Why are these success criteria chosen? 
c. Probe: How would you evaluate the success of the LGBT+ representation? 

 
Diversity management 

1. What does ‘LGBT+’ represent for the organisation? 
a. Probe: How is this incorporated within the organisation?  

i. Probe: Vision, mission and values? Corporate culture? 
ii. Probe: Business strategy? HR? CSR? 

iii. Probe: Corporate brand? Product brand? 
iv. Probe: Marketing? Advertising? PR? SoMe? 
v. Probe: Collaborations? Partnerships? Influencers? 

vi. Probe: Product development? 
vii. Probe: Suppliers? 

b. Probe: How does this affect the organisation’s understanding of diversity?   
 

2. In your opinion, how can organisations represent the LGBT+ community in an ethical 
manner? 

 
3. Why should other organisations consider representing the LGBT+ community? 

a. Probe: What are the potential benefits of LGBT+ representation? Example? 
b. Probe: What are the potential drawbacks of LGBT+ representation? Example? 
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INTERVIEW GUIDE FOR LGBT+ ORGANISATIONS 
 
Brief pre-interview 

• Thank for participation 
• Outline the purpose of the research, the themes of the interview and data handling 
• Confirm previously agreed permission to audio-record + amount of time available  

 
Bio data about interviewee 

• Interviewee’s background? 
• Interviewee’s role within the organisation? 
• How long the interviewee has been with the organisation? 
• How long the interviewee has been working with NGOs? 
• How long the interviewee has been working with LGBT as part of NGOs? 

 
The role of the organisation 

1. Can you please describe the purpose of the organisation? 
a. Probe: How is this reflected within your work? 
b. Probe: Can you give me some examples of projects that encapsulate this? 

 
2. How would you define the LGBT+ community? 

a. Probe: Who qualifies? 
b. Probe: Who does not qualify? 

 
3. How would you describe your role as an NGO? 

a. Probe: How do you cooperate with the LGBT+ community? 
b. Probe: How do you cooperate with businesses? 
c. Probe: Has your role changed over the past 5 years? If yes, how so? Why? 

  
LGBT+ representation 

1. How would you define the level of support for the LGBT+ community today? 
a. Probe: How does the level of support become visible? 
b. Probe: How does this affect the LGBT+ community? Positively? Negatively? 
c. Probe: How does the level of support affect LGBT+ representation? 
d. Probe: Has the level of support changed over the past 5 years? If yes, how so? Why? 

 
2. Why should businesses consider representing the LGBT+ community? 

a. Probe: How does LGBT+ representation affect the LGBT+ community? 
b. Probe: What are the potential benefits of LGBT+ representation? Example? 
c. Probe: What are the potential drawbacks of LGBT+ representation? Example? 

 
3. How can businesses represent the LGBT+ community in an ethical manner? 

a. Probe: Can you give me an example (if possible) of well executed LGBT+ 
representation? 

b. Probe: Can you give me an example (if possible) of poorly executed LGBT+ 
representation? 
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4. What is your opinion on current fashion trends such as pride collections and gender fluid 
fashion? 

a. Probe: How does this affect the LGBT+ community? Positively? Negatively? 
b. Probe: How would you define an ideal pride collection? 

 
Diversity management 

4. What should ‘LGBT+’ represent for a modern business? 
a. Probe: How should this be incorporated within the business? Internally? Externally? 

 
Pinkwashing 

1. How would you define pinkwashing? 
a. Probe: Can you give me an example of pinkwashing? 
b. Probe: How does it affect the LGBT+ community? Positively? Negatively? 

 
2. How should businesses handle potential accusations of pinkwashing? 

a. Probe: How important is efficient crisis communication in these instances? 
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Appendix 7: Transcription of interview with Lola Ramona 

Participant 1 (henceforth P1) is a marketing manager at Lola Ramona. P1 first joined Lola Ramona 

in December 2018 and has since October 2019 been in charge of Lola Ramona’s marketing. P1 was 

solely in charge of organising and orchestrating the Pride collections, which is the product of P1’s 

thesis about corporate social responsibility. 

 

I: So if we start with the Pride collection, how would you define a Pride collection?  

 

P1: So the way that I define it is that, at the core of it, it absolutely has to be something that gives 

back to the community that it serves. So it serves no purpose to us to use the rainbow flag or Pride 

or any of these terminologies without ensuring that we absolutely give back to those communities. 

So we wouldn't have gone ahead with it if we weren't comfortable with  100% of our proceeds from 

these collections going directly back to charities involved with Pride. And I think that is what our 

definition of it is - that it has to be charitable. Without that you don't really in my opinion have a leg 

to stand on and you could be pulled up for pinkwashing at any moment and that is basically exactly 

what we didn't want to happen. So we did our due diligence and made sure that we had the right 

connections in place beforehand and the right people on board with us for the collection so that we 

didn't step a foot wrong. So before we designed a shoe, we ensured that we had Copenhagen Pride’s 

backing to do such a thing. We weren't going to run away with it on our own and make Pride shoes 

and then hope that latterly we could link up with the charity. It was always based in the most 

important thing that it was authentic… That what we were doing was going to give back to the 

LGBTQ+ community.  

 

I: Can you please tell me about your World Pride collection?  

 

P1: So the World Pride collection is now the second year of the pride collection. The first one was 

last summer and that… In 2020, we ran it exclusively with Copenhagen Pride and all of the proceeds 

went back to Copenhagen Pride. The World Pride collection is a different collection under a different 

contract with World Pride in Copenhagen 2021. It was all basically decided at the same time. All the 

contracts were decided at the same time using basically the same contacts through Copenhagen 
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Pride. But we agreed on basically three years. So we would do Copenhagen 2020, World Pride 2021 

and then Copenhagen 2022.  And that's kind of where we are just now. So we're halfway through. 

So the World Pride collection this year consists of two new shoes and a bag, which add on to last 

year's collection, which was three pairs of heels, two sneakers and a bag as well. So in total I think 

eight items that give solely back to Pride related charities. And on top of that… I don't know if you 

know… We have a collaboration as well with FSTB which is…  

 

I: Yeah, actually I just saw that and I was wondering if that was part of the second…  

 

P1: It's not part of that contract. It's actually separate. And that is with FSTB itself. But it comes 

under the umbrella of our sort of Pride collections. All the items sell in the same collection in the 

web store, but the writing tells you where your money is going to be a portion basically. 

 

I: How was the product range chosen?  

 

P1: So basically the product range was chosen a little bit on our side but also with some input from 

people in the community. So the idea of this all formulated from us sitting down and talking about 

where we wanted the company to go in future - What we wanted our corporate social responsibility 

to look like - And who was important to the company - Who did we want to give back to. So we 

looked at some of the people that we'd worked with and I spoke to our founder, Gitte, and she had 

always worked with people in the LGBTQ+ community. And at the time, we were working with a 

high profile drag queen and transgender woman from Copenhagen. And we've just been talking 

about how our shoes actually… They kind of already spoke to this group of people and people were 

interested in it and we'd had requests from men, transgender women, drag queens to increase our 

size range because at that point in time we were only running to size 42 - So it's 35 to 42 - And we 

thought you know what there's an opportunity here for us to be able to provide this for the people 

in this community and also give something back. And at the same time expand our social 

responsibility and become a more socially responsible company and have something from a 

charitable perspective. So that when people look at the company, they can see that we do 

something other than just simply sell shoes. So then when it came to choosing the products, we 
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took what we found to be the most popular products from our lines. And then we spoke to one of 

our connections and said ”What would you guys like, you know, from like a drag perspective or a 

transgender perspective? What would be the shoe that you would want?” and they alerted us to an 

old style that we did called ’Marilyn’, which is a 13-centimeter… I'll find it… I think I've got one… Oh 

yeah, here we go… So this one… This was the shoe that the drag queens wanted. It's got a 13-

centimeter heel and a 2-centimeter platform and I don't think I know anyone other than I think drag 

queens will wear this shoe because it’s so high… Incredibly difficult to walk in. So we took a lot of 

the kind of design and stuff and the ideas from people in the community to make sure that it 

represented them and it was something that they wanted. We made mistakes with the first one in 

terms of…  You know some of the items that we chose - Some of the heels for the products weren't 

the perfect colours for the Pride flag - They maybe weren't even the right order, you know. We 

learned from these mistakes and we kind of translated that into the newer collections to make them 

work a bit better. But choosing the products was definitely a kind of 50/50 venture between 

ourselves and people in the community to make sure that we got something that represented them.  

 

I: So who was the intended target group for the collection?  

 

P1: So the intended target group was obviously people in the LGBT community for sure. We 

definitely wanted to open that target group up. And we also wanted it to… I mean we made the 

shoes up to 45 and 46 in certain styles… So we were opening up to a target group of  male and 

transgender female audiences as well as women with slightly larger feet. And so we were definitely 

expanding from what our normal target group is, which is roughly… Sort of 35-55 Danish women is 

our core group. But we also wanted it to speak to them and that's why we kept our kind of original 

styles. We didn't change too much of the Lola Ramona - the bows stayed, the dots stayed, the stripes 

stayed - because we also didn't want to alienate our core target group. So we wanted it to speak to 

people in the Pride community but also speak to our own target group. So we just kind of, I think, 

added on little kind of segments to what our core target group already was essentially. 

 

I: So how was the product design chosen? How to incorporate the Pride? 
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P1: So that came down to Gitte, who's the founder of the company. She designs all of the shoes and 

like I said it was taken with a little bit of help from people in the community to ensure that we were 

getting the colours right, to ensure that we were getting the rainbow right, you know? The insole of 

the shoes - All the shoes that give money to charity have this rainbow insole with the Pride logo. 

And that was done with Copenhagen Pride to just ensure that people knew when they bought a 

shoe with the rainbow insole that that was giving money back to charity. But design-wise, yeah, I 

mean, it was really Gitte. Gitte just goes into a little hole and she comes out and then you've got 

these designs. And then they go through kind of iterations as you're working on them to see exactly 

what works best. It is exactly the same as any other shoe. We get the samples from China. We look 

at them. We like little bits. We don't like little bits. And we send our notes back to the guys in the 

factory and they come back with exactly what it is we want. So the design process is very similar to 

everything else pretty much with just a little bit of help from the community.  

 

I: And the collection, is it a limited-edition collection or a part of your product development or?  

 

P1: It's not a limited-edition collection. We would definitely run them again if they were doing well. 

We wanted to make sure… In fact, we kind of wanted to make sure that they weren't limited edition 

because we wanted these shoes to sell all year round. And we wanted to be able to replenish them 

if we saw that there was demand for a certain style that we could order more of that one. We 

didn't… We purposely didn't want this collection to just run over February for Winter Pride or June 

for Pride month or August for Copenhagen Pride. We wanted it to be a year-round thing where 

people could always come to our site and always buy Pride merchandise from us. That was very 

important. So they aren't limited edition. We buy them in the same levels of stock as we buy 

everything else and we would be just as happy to replenish them, you know, at any stage. And we 

found that a lot of the bags that we did… So we did Pride bags last year… They were super, super 

popular - Sold out very quickly. We redid them for this year but under… This time, I think, they're 

under the Lola Ramona label because we've got a whole other host of bags as well for Pride. So new 

Pride bags have come in, but some of the ones that worked well last year are being rerun again as 

well so. They're not limited edition, I wouldn't say no. 
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I: How did you launch the pride collection?  

 

P1: So we launched it last year in… I think, it was May… Just before kind of Pride month… World 

Pride month… And we launched it with Copenhagen Pride. We basically just decided on a date. We 

created all our content, sent all our content over to them and then we launched on Facebook and 

on our web shop. And just… And Pride did the same. And they reciprocated on their end - just this 

kind of spread a bit more visibility towards the products. It's probably worth noting that the 

company itself in terms of how it operated was quite new when we launched this. We went through 

a kind of change in ownership in late 2019. So the company sort of started a new in a sense in 2020. 

And we were working out of a kind of dilapidated office in Nørrebro (name of a borough in 

Copenhagen) that had been formally run by a pottery guy, I think - A guy was doing ceramics - And 

we just had a table in his kind of workshop, you know? It wasn't the glamorous thing that you 

sometimes see in fashion. But  we were just kind of getting to grips with how to launch these sort 

of collections. We hadn't done it before so… But having Copenhagen Pride on board definitely 

helped to get these out. So we basically launch everything through Facebook and on our web shop. 

And then this year to launch World Pride, we did a giveaway with World Pride. So we gave them a 

couple of pairs of shoes and they launched a giveaway in their store, which I think is still running 

just now… You can see it on their web shop… For two people to win a pair of shoes. And now the 

World Pride collection is running on our web shop. And we will also do a photo shoot at some stage 

with some of the guys that we know in the community. Di Di Cancerella is one of our kind of… She's 

been behind a lot of what we do here. In fact, she designed what… Kim (Di Di Canceralla’s born 

name) designed the FSTB collection for us along with Gitte. So he had a very, very hands-on role in 

designing FSTB. And for the initial collection last year, Kim and a lot of his friends came to our office 

in Copenhagen - Once it had been refurbished - And we had kind of a party - A launch. We had a 

film crew… I can send you some of the videos and stuff. I think they're probably still… I think it's 

actually on our YouTube. I mean… Our YouTube is pretty dusty I'll be honest but I think it's on there. 

But I can send you content if you want some of the content from this sort of stuff. I can definitely 

handle that.  

 

I: That would be amazing.  
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P1: We don't have a problem with that. It's for sharing so. I can definitely give you some of the 

launch pictures from last year. And we don't have the launch pictures from this year because the 

weather's been so bad, we haven't managed to take anything. But I have some FSTB stuff and I can 

send that as well. So you can see the kind of marketing materials that we were creating for the 

launch etc. 

 

I: That would be amazing. Thank you so much. What was the key message? 

 

P1: The key message and the key message of Lola Ramona for the past year has been our kind of 

slogan, which is ’Shoes that fit the personality, not just the feet’. So we wanted to… That's something 

that we want to create brand-wide, but it definitely was born out of these Pride collections because 

that's exactly what this should all stand for. We wanted to create shoes that let people be 

themselves as much as possible. And that was the key to increasing the size because I think Di Di 

said - And we have not corroborated this in any way, so I can't be sure - But he said he didn't know 

of any other Danish shoe manufacturers, who were making high heels up to a size 45 and 46. And 

so the Lola Ramona was really one of the only places in Denmark that you could get high quality, 

handmade heels in large men's sizes. And that was basically… The key message was that when you 

wear our shoes, it should be more than just a shoe on your foot - It should be an expression of you 

as a person and a way for you to be able to show your art or show your creativity or just show who 

you are as a person. So that was the overarching message.  

 

I: Regarding the marketing channels you mentioned Facebook and your web shop and so on. Was 

the choice of marketing channels different from other launches or completely the same?  

 

P1: I think because we had a collaboration that made it a little bit different. Because obviously we 

were working with Pride so we had their channels. We had more above the line marketing than we 

would have ever had in the past. It meant that we were in a lot of Pride’s magazines. We made print 

ads this time. We would never make print ads for any other collections. So that was the first time 

since I've been here, we've done print ads. We were on all the banners for Copenhagen Pride. So 

that was new to us - Doing more visual, physical marketing - And fun. And it was, you know, we 
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don't always have… We're a small team so we don't have the time to do that for a lot of our own 

collections, but it is something that we're now trying to do more of as a result of the Pride collection. 

But we also used Facebook ads, Google ads, all these sort of things which we would normally use 

anyway as other channels for this. And then we had placement on Copenhagen Pride's web shop. 

So we had a big banner on their web shop. So we got a lot of clicks through from them. So just the 

collaboration with Copenhagen Pride was the main difference in the way that we were able to get 

these shoes out to people. Because in terms of our channels, we are slightly limited. We're not on 

Amazon. We're not on Zalando. And we didn't choose to go on… I think it's Miinto that Copenhagen 

Pride work with. We just didn't choose to do that because it was a confused situation. It was easier 

for us to give them a link direct to our web store. We didn't have to split stocks. So we kept things 

virtually the same as we normally would, but with the collaboration it opened up the possibility for 

us to use above the line marketing, which we previously wouldn't have used.  

 

I: How about the FSTB collection? Was it launched the same way or?  

 

P1: So we did that slightly differently. We're doing a lot of learning in here all the time about how 

to use our channels and how to launch things. And we do a lot more live work now on Facebook. 

We do a lot more lives on Instagram, on Facebook - A lot more interviews - Try to give people more 

of an insight into the company as a whole. So far FSTB's launch, we did quite a few things. We had 

a live interview with Di Di, who designed the collection, and also one of the guys… His name slips 

me by just now… From FSTB…  I'll find you the name but  with him and his daughter. His daughter, I 

think, was about 10 or something like that and  she's transgender. So that was how he ended up in 

this and with FSTB. So he was just one of the dads, who kind of got taken by surprise and said he 

suddenly had a rainbow family, you know? And it was great to have that conversation with him and 

to give them a bit of a platform as well because  Lola Ramona has a bigger platform kind of than 

what they have and it gave us an ability to share their work and get it out to people, who maybe 

didn't know that FSTB even existed, you know? Maybe they were struggling away trying to 

understand  you know what was happening with their child and the changes that were going on and 

FSTB is there for those families. So we did that. We also because of our work with Di Di… She was 

very vocal on social media with FSTB so they've been all over that launch and  using influencer media 
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a lot for the FSTB stuff in especially the drag and transgender community.  And then we gave some… 

We gave a bag to… It was like drag bingo or something like that. We did that as well. So we 

sponsored… We tend to sponsor the drag bingos now so we'll give either a pair of shoes or a bag or 

something and then we get another bit of visibility in this little subculture. So we definitely did it 

kind of differently. It was maybe a little bit more reactive with FSTB because actually we don't even 

have the products in Copenhagen yet because of all the chaos in the world just now with delivery 

dates and stuff like that. FSTB was meant to be here about a month and a half ago and we're still 

waiting on it coming. Just everything is taking so long just now. So we're selling it online as pre-

order. So once it comes in, it'll just go out. So we've just kind of had to react to how the shoes are 

arriving which has made it a little bit more difficult to make it as solid a launch as we would have 

wanted because we've not been able to get the shoes physically on model's feet. We've had one 

pair of 38s in each style - And all the people we want to put them on their feet, they have size, you 

know, 42s and 43s - So that's been tricky. So we've had to kind of work around that and figure out 

other ways. And the ways we've done that is through influencer media, lives on Facebook, 

interviews, drag bingo, that sort of stuff to try and get the word out.  

 

I: How would you evaluate the overall response both to the FSTB collection and also the Pride 

collection? 

 

P1: I think overwhelmingly positive. When you do something like this, I think you have to be ready 

to take on a level of criticism and negativity from individuals. And that has happened in places where 

we've had some kind of fairly hard comments on Facebook and stuff like that, you know? 

Questioning the kind of people that we're supporting. We choose to ignore that because we try to 

choose not to get into fist fights with people, who want to make lurid comments on social media. 

But apart from those ones and twos, it's been amazingly  popular and we've got a really, really good 

response from it. And everybody who comes  into the store especially is super aware of what they're 

buying, when they're buying a Pride style - They know where their money's going. It's definitely 

something I think people see of as being a very positive aspect to our business. Our door in Nørrebro 

has been painted with the pride flag for about a year now, so we kind of wear our heart on our 

sleeve when it comes to it. And I think people know that Lola Ramona is an ally of the LGBTQ+ 
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community.  And we haven't seen a negative response to that, you know? It has been very positive 

and I think that shows you know the way the world is these days and the people are very accepting 

of companies taking on this thing. The only thing I would say is that we have been challenged by 

people here and there who maybe hadn't seen all of the literature that we had written on why we're 

doing it, how we're doing and how we've set it up with Copenhagen Pride. They were like, you know, 

this is another disgusting example of somebody slapping a rainbow all over their products to try and 

make money. And you know we're able to combat that because we understand what we've done. 

We have the backing of Copenhagen Pride and we have everything to back that up. But you know 

when we started out that's exactly why we did this because I'd seen what other… The mistakes other 

companies had made especially around Pride week in Copenhagen by throwing out rainbow-

coloured products and stuff like that. And you get pulled up very, very quickly, you know? And we 

had that as well but we were able to say “look you know we've done this the right way and we've 

got the backing of people saying we're doing it the right way”. So it's been great. It has been really 

good.  

 

I: Then the last question about the Pride collection. Why did you choose to introduce the Pride 

collection? What was the purpose? 

 

P1: I think the purpose was kind of… I kind of touched on it before. I personally am fascinated in 

corporate social responsibility and how it can impact a business in a positive way - And not 

necessarily just in the bottom line but also from an HR perspective - How it helps your employees 

feel in the workplace and that there's more of a purpose than just selling. You know that you're 

doing something bigger as well. And I think I wanted to push that here and the opportunity came 

up where we'd started talking about maybe doing something like this… You know maybe doing a 

Pride collection. And I spoke to Gitte and said ”you know, is this something that you think we could 

do?” and she completely agreed. She was like this is a community that we've always had support 

from and you know have lots of friends in. And  it was just… It was a very natural thing for us to do. 

It didn't have to be forced. It didn't take a huge amount of conversation. It just kind of naturally 

happened. We said ”Well, what about a Pride collection? And what about it giving back 100%?”. You 

know we talked about what we would actually give back. You know would it have to be, you know, 
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a fixed amount of money every year or would we give 20% or would we give 80%. And then we 

looked at it and we're like ”You know what? This is something that we just give a 100% off”. This is 

something that shouldn't make us any money. The positive benefits that we get back from it are all 

the other things. We get visibility and we get a backed up corporate social responsibility policy for 

the company that people can see and they can feel and they can understand. And that was 

fundamentally more important than the money. And giving the money back to charity is a great 

thing for us to do. And you know every year we get to. you know, hand over a kind of check to the 

place and get photos from that and be able to share that as a good news story for us. So it's a win-

win as far as I'm concerned for everybody involved. So it was a no-brainer.  

 

I: That actually leads me on to your partnership with Copenhagen Pride. Why did you choose to 

work with Copenhagen Pride? 

 

P1: Yeah. So this is a good one because this is probably what we spoke about the most. And I did 

the most research for. I basically… I think I actually asked… I think I sent out on Facebook at one 

stage like a kind of a questionnaire to ask who would people like us to work with. You know if we 

were going to work with an LGBTQ positive charity, what were the ones to work with. And what we 

got back from that was a lot of responses, a lot of charities and we looked into all of them 

individually. And I was like ”Wow, this is overwhelming” because we didn't know how to do it fairly, 

you know? How could we split the money up so that we were actually giving a worthwhile 

contribution to again of all of these charities. And then  through one of my contacts, I was put 

through to Helle at Copenhagen Pride and I spoke to her and I said ”Look if we do this with you 

solely, you know, can we be confident in the knowledge that the money that we give to you is being 

kind of even… is being distributed out to all of these other places and helping kind of the umbrella 

that is the LGBTQAI+ community? You know is everybody getting touched by this?”. And they were 

like ”Absolutely”. That's what they do and they were kind of the… And after that it became the 

obvious choice for us to just kind of solely work with them because it gave us that opportunity to 

help everyone in the umbrella rather than picking and choosing and changing season by season. And 

then also having to work with lots of different contracts for lots of different collections. FSTB kind 

of is that and it came about as an offshoot of our collaboration with Copenhagen Pride and Di Di, 
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who designed it. He was put in touch with FSTB through a contact from Copenhagen Pride that he 

met here at the photo shoot with Lola Ramona. So his collaboration with them independently came 

from a meeting that he had at Lola Ramona. So it was all beginning to go full circle at that point, I 

think. But   choosing Copenhagen Pride became the obvious choice when I realised it was going to 

be too difficult to apportion the funds out to all of the charities to get a kind of holistic overview of 

everything. 

 

I: How would you evaluate success of the partnership?  

 

P1: I think it's been successful in terms of… For the money we were able to give back. I think the last 

donation we made was about DKK 49,000 for the last collection. You know that the shoes give all of 

their proceeds. We cover our costs and then we give whatever is left to them. So I think like DKK 

50,000… We were very, very happy with that. And they did get a really, really good response. Some 

items sold better than others, you know. This is a particularly difficult item to sell (P1 shows the 

previously mentioned ‘Marilyn’ shoe). So we still have these on stock and these are still selling. And 

if you buy one of these now, all the money from that goes to World Pride. But I think it's… I've been 

very happy with it personally in terms of how it's gone. I think it's given us good visibility. It's got us 

in touch with lots of great people. We've made connections in the community that will last, you 

know, a lifetime probably. And we've created a product that previously wasn't really available for a 

lot of people, certainly in Denmark, you know? And it has a completely cross-cultural appeal like 

that… These are shoes that just everybody's interested in and if you get a good feeling from them 

when you buy them because you know that you're giving back to something worthwhile. And I think 

people really like that you know. They sell well and they kind of sell constantly throughout the year, 

you know? It doesn't have to be a Pride month or when we're specifically marketing them, you 

know? People are interested in these products and they like them. And they actually stand alone on 

their own as nice products what if you remove the Pride aspect from them. You know people like 

just how they look, you know? Pretty products you know as well. So I think overall it's been a really, 

really great kind of collaboration.  
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I: Then I have some questions about LGBT+ representation in general. Besides the pride collections 

- both the Pride collection and the FSTB collection - and your partnerships, how does the 

organisation represent the LGBT+ community? 

 

P1: So I think for what we've tried to do is… We've tried to be open to the organisations that we 

work with when they need help. So if they need something from us, we're always open to it.  So we 

had a… We took an intern from FSTB… Jack… I think he was 14, transgender male… And he came 

and worked with us for a week for part of his school… Like a school project, you know. I think it is 

something that he had to do and so we had him here for a week and he worked with us in the 

marketing department, and he wrote Facebook posts and designed  kind of banners and stuff like 

that. And you know that was something that we really enjoyed and it was great. And it's something 

that we would love to do again, you know? We would definitely hope that we would be able to do 

that again for those kids because that's… You know that's a kind of a great experience. We spoke to 

him about what his friends were doing and stuff like that. And a lot of them were working in retail 

stores and malls and you know doing this and that, you know? And he had a real opportunity in a 

company - In a marketing department - To learn a bit and ask questions and… You know interact 

with people in a working environment. And we really saw him open up over that week. So that was 

great. And I think that's probably the best example of us actively supporting the LGBT+ community, 

I think. And that's something we'd like to do more of but with COVID and everything else that's going 

on it's been a little bit tricky. Because, you know, everything's changed and we don't… You know 

there's no longer the ability to have events and stuff like that. We're planning to have an event in 

World Pride week in August. We're hoping to have like a drag auction so we'll have some drag 

queens come down and auction off shoes for charity. I mean we hope…But we don't know. We don't 

know so we'll just have to roll with that as we can. But we like to do these things. It's been a little 

bit difficult to do lots and lots of stuff, but having Jack in here for his internship was really great this 

year, you know?  

 

I: How does the organisation measure the efficiency of the LGBT+ representation?  
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P1: You've got me there… I don't know that we would have an efficiency measure. You know if we 

were a bigger company and we employed more people, we would be able to look at our 

representation in the office and the people that we work with as a potential measure of how diverse 

we're being and stuff like that. But we run with two full-time employees at the moment… It's me 

and Gitte… And then like I said we've got a couple of interns and like a student assistant. And our 

kind of hiring policies is best person for the job.  So we hire in that basis. I'm the only guy, who works 

here you know. But yeah… I don't think… I don't know if I can answer properly the way that you 

would academically for that question because I think… I don't think I'd be giving you a good enough 

answer you know. 

 

I: That's perfectly fine. How about the response for the collections? What are your success criteria?  

 

P1: Okay so… In terms of success criteria, I think for the first collection we actually had a physical 

number in terms of what sort of money we wanted to make back for the collection. I don't have that 

to hand, but I can find it for you and I can send it to you. And I think success over and above that 

financial number would just be measured in our kind of… Our visibility and how people have 

interacted with the product. Just how well it's sold. And it has sold well. Obviously if it was our best 

performing product and it all sold out, we would have been like ”Well, this is phenomenal” and we'd 

be able to really put more into it. It has… We're happy with how it's sold but it's not like… It's not 

the winning product line that we have. But it's a consistent product line that we run and that always 

tends to sell. We see sales, you know, every week from the Pride collection, which is always good. 

But we had a number for the first collection that I had written into my thesis that I don't have at the 

hand. I think we hit it. I can't remember.  

 

I: Then I have some questions about diversity management. What does LGBT+ mean to the 

organisation?  

 

P1: What does it mean? So I think it kind of means… I guess what it means like LGBTQ… We’re aware 

of who we’re responsible for… I guess, representing. And we're aware that that is a very, very wide 

spectrum. And that we have to be aware of that at all times in our messaging and in how we talk 
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about things and how we talk to people and about people.  And I think in some respects maybe the 

company before we did this was a little bit more old school and it has become a good bit more new 

school since we've done this. I think it's opened people up who previously may not have interacted 

with people from the LGBTQ+ community and now they do. And they do on a daily and weekly basis. 

And I think the understanding of transgender issues in particular have become a very clear thing for 

this company, you know? I think everyone in this company understands what a transgender person 

is - What a non-binary person is - And what those people require from someone like me as a 

cisgender male, who life is very easy for in these respects. Like you know for the kind of treatment 

that they deserve and the respect that they deserve given the struggles that they've gone through, 

you know? And I think that's something that's now been impressed upon everyone in the company 

is to treat people with respect and refer to them the way that they want to be referred to. And I'll 

be the first to put my hands up and say I get caught out when I was doing… When I started in this, I 

was probably not as aware of some of the things that I should have been aware of. And as working 

with the LGBTQ community I have been educated in a lot of things, you know? Understanding some 

of the terminologies that you know… Transsexual was something that I grew up with as a 

terminology that is not acceptable now because it doesn't make any sense. And that was pointed 

out to me by a transgender woman, who I was speaking to, and that's great, you know? So we've 

had to hold ourselves to account because nobody in this office that I know of at least is part of the 

LGBTQAI community. So we consider ourselves to be allies, but as allies we have to hold ourselves 

accountable for how we speak and how we act. And that's something that I definitely hold everyone 

accountable for in here. So I wouldn't be comfortable if somebody came in and was talking badly 

about anyone in that community, you know? It's important that we are all on point… We all 

understand. And working with this community has given us that opportunity to really educate 

ourselves as well.  

 

I: And how is this understanding incorporated within your business? 

 

P1: So I think there's work to be done there. So we could probably do more to make our business as 

accessible as possible for people in the LGBTQAI community. You know that we could add pronouns 

to our mails so that people understand exactly how everybody in the company wants to be referred 
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to. And that's something that I think we probably will do and there's actually no reason why we 

haven't done it already, you know? And I mean we've written a lot online about how we support 

the LGBTQ community. And you know hopefully that's enough but you can always do more. So I 

think we could do a job of making ourselves more accessible in terms of pronouns and stuff like that. 

And we could also… You know I would hope that in the future as the business grows, we will be able 

to bring on a more diverse workforce. You know to bring these sorts of influences that I was just 

speaking about right into the workplace, you know? And being able to work with guys from this 

community has been great but you know having them in the office would be better.  

 

I: In your opinion how can an organisation represent the LGBT+ community in an ethical manner? 

 

P1: So I think it goes right back to what I started off with. It's all about responsibility for what you're 

doing and understanding that if you're going to use something that basically belongs to somebody 

else you have to use it responsibly. So for me that was our collaboration with Copenhagen Pride. 

That was the only way to make any of this worthwhile. We couldn't have done it any other way and 

we've now got ourselves to a place where Copenhagen Pride  trust us with the rainbow flag and 

their branding. And that we can kind of use that as we wish on our products, you know? Money will 

obviously be used to go towards the company, but we can kind of start product development 

ourselves. And I think when it comes to ethics and Pride, that's the only way to do it. You've got to 

have the backing of the people, who you know are most important in this and that's the LGBTQ 

community. We can't do it any other way. And that you know… The first thing that triggered me 

onto this was seeing a post by an ice cream company in Copenhagen in, I think, 2019 around Pride 

week. Because they'd made an ice cream during Pride week, which was like rainbow-coloured, and 

they said that if you came in with a Pride band on you would get a discount on the ice cream.  I think 

it lasted one day before they had to take the ice cream off of the shelf because the people were like 

this serves absolutely no purpose to anything to do with Pride. It only serves as a marketing gimmick 

to get people, who have Pride bracelets on, into your store to spend money on something that 

you've made. So that was a really kind of… That was me being shown exactly how not to do it. And 

i learned a lot from that particular  experience - Not that I had anything to do with it - I just saw it 

as a post on Instagram but I was like that is how not to do it. And that showed me that the only way 
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to do this was to ensure that you can be accountable for your funds and where they're going. And 

that was the most important thing. So that's the only way for it to be ethical in my opinion. 

 

I: Why should other organisations consider representing the LGBT+ community?  

 

P1: I think other organisations should look internally and decide what it is that they want to 

represent. I don't necessarily think that it's a good thing if all organisations just suddenly take up 

the mantle of the LGBT thing. I think it has to be something that they care enough about to put the 

effort into, you know. When it gets to June every year, every Instagram logo in the world turns Pride, 

but how many of those organisations really give a shit about the people in the community, you 

know? When we're talking about how we act and interact in the office and how we talk about people 

from the LGBTQ community - That's what it comes down to. I think it's about what's happening in 

your business. Like do you actually care. And if you actually care enough then by all means go ahead. 

But if you don't care don't do it. Even if you are giving the money back. If the people in your company 

still talk shit and still don't treat people of, you know, any elk in that community with respect, then 

you're not doing it right because the values have to come from the company. So people need to give 

a shit. So I don't think it's good for every company to just blanketly give money to a cause if they 

don't really care about it. And if they're not asking people in their… And they're not getting people 

in there, who work in their workspace and holding them to account for the things that they say in 

the way that they treat people, you know? 

 

I: Actually, I just thought of another question. What are your plans for LGBT+ representation going 

forward?  

 

P1: So our plans obviously are to do another collection next year. So we'll be doing a collection in 

2022 with Copenhagen Pride again. We hope to God that we're going to actually be able to do a 

collection in a year where Copenhagen Pride happens - Where we're actually able to attend and do 

all these sorts of things. But right now, immediately our focus is on FSTB and on World Pride and 

making sure that those go well. And then for 2022, we will do another collection and a collaboration. 

And then we'll get back around the table with Copenhagen Pride and we will see what they want. 
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And if they want to continue fantastic. If they don’t, we will find another route for us to go. I think 

we will continue down this path for many years to come. But I think… You know we hope with 

Copenhagen Pride. But if it's not them then it’s somebody else. 
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Appendix 8: Marketing material from Lola Ramona 
 

Selection of product range: 

 
 

Selection of promotional pictures:  
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Display ad (Banner): 
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Print ad (Single page) for the Copenhagen 2020 Pride magazine: 

 
 

Ava Mermaid
Size 45

Ava Mermaid
Size 38

SHOES THAT FIT YOUR PERSONALITY 
—  NOT JUST YOUR FEET
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Print ad (Spread) for the Copenhagen 2020 Pride magazine: 

 
 

Donation to Copenhagen Pride:

   

Stine Nyboe-Bek
Communications, Lola Ramona

SHOES THAT FIT YOUR PERSONALITY — NOT JUST YOUR FEET

Viola Pride
Lola Ramona × Copenhagen Pride

Christian Vincent Jung
Head of Communications, 
Copenhagen Pride
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Appendix 9: Transcription of interview with LGBT+ Danmark 

Participant 2 (henceforth P2) is a member of the board within LGBT+ Danmark. P2 first joined LGBT+ 

Danmark in 2009 and has been a volunteer ever since. P2 has no previous experience working within 

an NGO, prior to LGBT+ Danmark.   

 

I: Can you please describe the purpose of LGBT+ Danmark?  

 

P2: The purpose of LGBT+ Denmark is to… There's a lot of words that I usually like mostly use in 

Danish, so sometimes it can be a bit tricky to talk your way around them. But it's to make better the 

living conditions of the LGBT+ people in Denmark, but also in parts of the world  via political work, 

social work, counselling work, information work.  So that is if you had to cut to the bone that's 

what… And to make equal living standards as the background population you could say or the hetero 

cis population.   

 

I: How is this reflected within your work? Like the purpose of the organisation, how is that reflected?  

 

P2: On my personal work?  

 

I: No, just your work as the organisation.  

 

P2: Ah, okay. Well, we work with counselling. We have counselling in Copenhagen, in Aarhus and 

also one starting up in Aalborg every Thursday. Then we have where you can come physically, you 

can call, you can mail and you can chat with the counsellors. Then we have a group for young people 

called Aura, which is from… I think it's from 15 to 25-ish now, where you can come and feel reflected 

instead of like being out in the… Like where you don't find reflections in the ordinary. But then we 

also do a lot of political work. We have groups that focus on LGBT health, LGBT elderly, LGBT or like 

to trans or young people and stuff like that. And then we have a political employee, who together 

with these groups try to put the message across for the politicians, so that they know that there's 

stuff wrong, right? And we have to act. But we do a lot of things. We also have projects in Tanzania 

and Uganda and  some other more Nordic African countries, where we work with community 
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building and building activists up, so they can take care of their own life and build an environment 

around them and the more rural areas. 

 

I: Then I have a very general question. How would you define the LGBT+ community?  

 

P2: It's a melting pot of a lot of different ways of thinking or feeling sexual orientation and gender. 

I think it's so diverse, which I think is amazing. Also… That also makes it a bit difficult, right? Because 

it's so diverse, which you probably already know because you're working with representation and 

representation is key, but it's also super hard to come across like to find out how you're gonna do it 

in a good way, where everybody feels welcome. 

 

I: Definitely. So instead of asking who qualifies, then who does not qualify for the LGBT + 

community?  

 

P2: I think people that don't think themselves as LGBT do not qualify or think themselves as LGBT 

friendly. But I believe you can be very queer and be straight and be cis and still have a part within 

the LGBT community. Also because the queerness is actually… Also I think we're addressing… We 

used to talk a lot about… It was important for gay men to be able to be gay men and gay women to 

be gay women and express their sexual desires. But now we also more and more see cis, white 

young people playing with gender expression and I think if they consider themselves as queer then 

for my sake they're just as welcome. But the important thing is that we're working for LGBT+ people. 

We're working for the equal rights. We're working for people to be able to walk hand in hand on 

the streets. We’re working for people not committing suicide, not drinking too much, living normal, 

or not normal, but good lives. And that's what we're trying to do. So if you can support that, well 

then you're welcome with me. But that's my idea. 

 

I: How would you describe your role as LGBT Denmark as an NGO? What is your role?  

 

P2: What's my… What's our role… Well I think we… The role is to be an NGO. And to put pressure 

on politicians and to make projects and to keep on saying that we're not there yet. There's this 
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general conception in Denmark, where you think that… This misunderstanding of being liberal 

where you say ”We're so free. We were the first people to… Or the first country to legalise porn” 

and stuff like that but we're not free. It's not… It's an illusion. There's lots of places that are much 

more free. And when we say stuff like that it's often Copenhageners who say it and they have 

Copenhagen in mind. And in Copenhagen… Within Copenhagen, there's a lot of smaller communities 

where it's harder. There's also the more ’landly’ or the countryside Denmark or the 

’Vandkantsdanmark’ (Danish term for smaller communities by the Danish shoreline) like by the 

water and that can be different there, right? To live in a small, small place.  

 

I: How do you cooperate with businesses? 

 

P2: We have this… I think right now it's actually being redefined, but we have this initiative called 

‘Empatisk Arbejdsmarked’ (meaning ‘Emphatic labour market’)… Like emphatical or…  Do you speak 

Danish also? 

 

I: Yeah, I do. 

 

P2: Okay, cool. ‘Empatisk Arbejdsmarked’. So you understand that?  

 

I: Yeah, I do.  

 

P2: Great. And they work with businesses and they try… There was… Originally it was thought as 

this certification standout where you could say ”Hey, we want to be LGBT certificated”. And then 

they would be up qualified by us. It didn’t really work that well because businesses wasn't really 

interested. And where there was problems, they are not interested. That's the same with DBU 

(Danish term for the Danish Football Union) saying that there's not homophobia in football until it 

becomes very clear. We have worked on them for many years before they did it… They came out 

and said ”Oh, we have a problem,” and because of the players that did it, right? But we work with 

businesses in the way that we receive money from them. And we can cooperate with them. And we 

can qualify them. But it's not something we do that much and it's usually that one of us has a good 
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relation to someone from a firm and then… Or there's like these equality ambassadors within firms 

that actually know something about it and actually care and then we would receive a donation. 

Something like that. 

 

I: Has your role changed over the past five years? Like again LGBT Danmark's role. 

 

P2: Yeah, very much. I don't know how much you know of LGBT+ Denmark… 

 

I: Not very much. Just from looking at your website and reading a bit.  

 

P2: Okay. In 2019 we had a big fraction or conflict in the organisation where it was actually a 

management conflict, but it was sold very much as a political conflict. And the political part was 

there definitely too but it was not the things that we were conflicting over at the time. It was more 

like a how do you lead a ’sekretariat’ (meaning ‘secretariat’). But then after that the organisation 

has become way more queer. It's very clear now that we have a different way of communicating. 

We are talking much more of gender as something diverse and not binary. And i think that's a major 

thing that happened within the last five years. But also like norm critique hasn't been that common. 

Also because it's feminism and a lot of the LGBT organisation has been like ruled by white, gay, cis 

men - people like me but just older - and they have a tendency to be quite conservative and to know 

what the battle is because they participated in a battle many years ago - like concerning AIDS, 

concerning the right to marry and stuff like that. But now the struggles or the fights has changed. 

But some still see it the same way and that comes to a conflict. So in that way, getting away from 

that and looking at then what's our job now. We have to… Like what are we doing now. So did it 

make sense? 

 

I: Yeah, it made perfect sense. My next questions are about LGBT representation. How would you 

define the level of support for the LGBT community today?  

 

P2: You said LGBT representation? 
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I: Yeah, so it's how would you define the level of support for the LGBT community today? 

 

P2: Level of support in what direction? 

 

I: Just the level of support from society towards the LGBT community.  

 

P2: Well, it's quite high. There's like a general, I think, willingness for like the largest part of the 

population for LGBT people to be able to be themselves. But sometimes it can be a very like 

normative way of being themselves, right? This idea if you can fit in… If you can be just be a gay, 

straight person then… Or if you can live a normal life in a villa with a Volvo and ’vovse’ (Danish term 

for a dog) and then it's fine. Then you fit into the frames. But if you're not able to do that… For 

example, trans and non-binary people really challenge the idea of what it is to be a citizen or 

something like that. And i can see… So it depends on what you're looking at. And if you look at 

intersectionality for example… Do you know what intersectionality is? 

 

I: No, actually i don't.  

 

P2: Okay, that's a very nice thing because intersectionality also within representation is super 

interesting. Intersectionality comes out of black, lesbian feminism because when feminism  started 

back in the 60s/70s it was primarily white, middle-income women, who were feminists, who were 

talking about this struggle for women. But then black women said ”Hey, you know what? You cannot 

talk of women as one thing because you're white and that makes a difference”. So black 

woman/white woman are two different things. But then you can add on. That's why it's called 

intersection, right? Because when different identity categories intersect, it creates different 

hierarchy positions.  

 

I: Thank you very much. Again, back to the level of support for the LGBT community, how does that 

become visible?  
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P2: Well, it becomes visible when there's a Pride. That's kind of an obvious. But Pride is also a big 

party and it's also a freak show. It's also a zoo and it's… There's a lot of things with that. And it's also 

just an occasion to drink a lot of beer. But so there's many ways of why that is obvious. I think some 

of the things you can see in ethical council, ‘Etisk Råd’. They just… They're kind of not representing 

the people but still trying to be like… But is it 14 out of 15 of them do now think that trans kids 

should be able to transition before the age of 18. Which is kind of huge because that haven't 

happened before. And what the… What is called… Journalist looked… Or wrote when this was… Like 

written is… It was kind of the public that changed the idea of gender has changed. But I think there's 

a lot of people that are completely fine with LGBT, but that doesn't really understand what’s the 

fuss about… Why you have to be so noisy. Then there's a part that understands why we have to be 

noisy,  fully support, would stand up for people in public and then there's a small part that doesn't 

understand… That are scared of changing the norms… But also they also are within our community, 

so they can be… Maybe you've heard the word ’TERF’?  

 

I: No, I haven't actually.  

 

P2: Okay. A TERF is a transphobic, radical feminist. T… Trans… Yeah, something like trans… Not 

including trans in feminism. Because feminism is not… So we have a lot of… I think that like in general 

it's getting better and better but there's still issues. 

 

I: How does the level of support affect LGBT+ representation?  

 

P2: Well, I think the picture within media has become more nuanced during the last years. It's not… 

When I was a kid there was this guy called Gustav and he was the only one who was actually  visible  

in TV and sometimes there was others that you knew of, but it wasn't really that visible. But still 

even though that it's become more diverse there's still this telling of LGBT people as being 

something special in the media. There's still journalists trying to write the story to fit the role where 

you're just a character and you’re put into a role. And TV shows as well. 

 

I: Has the level of support changed over the past five years? 
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P2: Yeah, I think so. It's become better. Definitely people are getting more and more enlightened. 

But also I think the people that didn't support it five years ago probably support it less now. Because 

it's just like with all politics at the moment people like pulling apart, right? And it's getting more 

extreme in both ways.  

 

I: Why should businesses consider representing the LGBT+ community?  

 

P2: They should consider like representing the LGBT community because the LGBT people are part 

of every culture on Earth. And if you look at how many commercials we see each day  there's like a 

lack of LGBT families and LGBT people in them. It's getting better still, but… And i think… Yeah… So 

they could do it because they have employees that are LGBT and they want to let them know that 

they are actually free to be who they are in the workplace. They can also do it because they have 

customers that are LGBT. And they can also do it because if you want to sell a product then you 

need to show who can interact with the product in that way. 

 

I: How does LGBT+ representation affect the LGBT+ community?  

 

P2: It pretty much depends on how the representation is done, i think. And it also depends on the 

receiver. A couple of years ago like when it was Pride, Katjes that candy firm made this huge poster 

- Like it's called billboard poster - close to ’Rådhuspladsen’ (name of a large square in central 

Copenhagen) with two people or two women eating some candy from Katjes. And it was just hyper 

sexualized and I was like who is this ad for? Is this a ”We are diverse” ad? No, it's an ad to sexualize 

and what is that? That's kind of weird. You would never sexualize… Probably never… You would 

probably romanticize a woman and a man eating candy together, but then if it's two women then 

all of a sudden it's sexual? That's weird. So I think it depends very much on how you do it. I like 

subtle representation because I also think it gets annoying when people use me to sell their 

products. But that's a personal thing for me.  

 

I: What are the potential benefits of LGBT+ representation?  
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P2: Visibility. That's just it. If you don't… If you don't see us, then we don't exist. And we should be 

found in every 10th or every 20th ad then we are not out there… Because that would be the amount 

of LGBT people, right? But i think visibility for themselves that… Like it's hard to know that you can 

live a life if you don't see the life that you can live. And we all like mirror ourselves from the 

beginning… That's how we learn, right? We learned to eat with fork and knife because our parents 

did it and we learned to talk because we say sounds and they're being mimicked and back and forth 

and back and forth. And this is actually more for kids, right? Because I know now that I am who I 

am. But if you don't see different variations of life that are being portrayed respectfully then it's 

hard to know that you can live a good life as LGBT in a sense. 

 

I: Then what are the potential drawbacks of LGBT+ representation?  

 

P2: That's pinkwashing. And it's oversexualisation. And it's horny men doing commercials to make 

money. And that's i think… But i guess there's like idiots everywhere. But I think when it's getting 

like more of an image than an actual action because if you do an ad and you actually have a diverse 

strategy at work, that you actually have ambassadors who are trained to know what challenges LGBT 

people… Then I think that you're absolutely fine to do an ad. And also if you… It can… It really is… 

It's never… What's it called… Illegal to do an ad, right? So in that sense, we can talk about it being 

used, but kind of misused, because the company really don't care.  

 

I: That's actually pretty perfect for my next question. How can businesses represent the LGBT+ 

community in an ethical manner? 

 

P2: You could look inwards. And they could acknowledge that there can be problems. And there are 

other problems for LGBT people than the background population. And they could say ”Hey, here in 

this working space we don't use curse words on gender. We don't use curse words on sexual 

orientation. We don't degrade women. We don't… When we have a party we don't get super drunk”. 

That's also a very Danish thing, right? Where you can be super hammered and then you can just say 

weird stuff and ask weird questions. And that's… If you're not comfortable with that or if you're not 

dressed to kick back then it can be quite difficult to be in that situation as LGBT and probably also 
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as everybody else. But everybody else is not necessarily that exotic. So you can say it's a problem 

for a minority, right? To get like asked weird stuff or getting told that the reason why they're lesbian 

is because they just haven't had a real cock yet or stuff like that, right? But I think if you work on 

that before it happens it's a bit easier and if you have to support systems so that the people that 

have experienced this can come and can be taken seriously by their leaders, then i think we're in a 

better place than we are now. 

 

I: Then what should LGBT+ represent for a modern business? Like the concept LGBT+?  

 

P2: What it should represent? I'm not sure I get you…  

 

I: No, it's just like… When we talk about LGBT+… I'm trying to think of another way to word it… Like 

what should it mean for a company to like… How to represent it or… How should they talk about it 

within the business or something like that?  

 

P2: They should ask for help because trying to address something that you don't know anything 

about can be very harmful. And they should ask us for help. They should ask other places for help. 

Then that can help them instead of just doing a diversity strategy where you say… Like it can easily 

be on some weird premise that you would do like a diversity strategy. And I think they should 

acknowledge that they don't know everything. And that can be quite hard for people in power to… 

That's the same with me acknowledging that I have racist thoughts.  It's hard to say ”Okay, so some 

of my thoughts are pure racist” and I'm not a racist and I'm… Or I am a racist and I struggle every 

day not to be… I struggle every day to say “The thought you're having there is stupid” because we're 

being taught we're gonna be… We're being raised racist in Denmark, right? But you have to 

acknowledge it and actively fight against it  if you want to change anything. But i think that can be 

hard also because it costs money, it takes time, it… Sometimes you have to look inwards and that's 

always scary. Sometimes you have to see that your idea of women or men is different from how it 

is.  
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I: Actually I think I'll jump to some questions about pinkwashing. How would you define 

pinkwashing?  

 

P2: I would define pinkwashing as using the LGBT case to gain population… No not population… To 

gain popularity to sell more products or to be associated with something that seem including and 

therefore targeting a segment that responds well to that.  

 

I: And can you give me an example of pinkwashing?  

 

P2: I think we talk about it more than we see it actually. But… No, I cannot give you an example 

actually. It happens and it's also what… I can't give you an example… No maybe actually… Maybe 

the Katjes commercial was pinkwashing for me because I… But I don't know their CSR strategy… So 

in that way it may be not, but I could… I responded quite negatively on that, but I know that others 

were like ”Oh yeah, they look sexy” within the LGBT community. So we like… Could be a lot of 

different things. 

 

I: So it's very individual if it's considered pinkwashing? 

 

P2: Definitely. I also think if it's a brand you like then probably you would respond more positively 

to it than if it's a brand you don't like.  

 

I: And then how does pinkwashing affect the LGBT+ community?  

 

P2: I think some people can be angry about it, but I don't think in general that it affects us that much. 

Also because there's still a lack of representation. If it was big firms that like represented us all of 

the time then I think it would be different. But right now there's not really happening that much.  

 

I: And then how should businesses handle potential accusations of pinkwashing?  
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P2: They should look inwards. They should look inwards before they make their strategy. And then 

they should think of ”Why are we doing this commercial?”. Because commercial can be like many 

different things or have many different ways like… If you wanna say ”Hey, we're open for different 

people,” then try not to put beautiful, skinny, white people on the front each time. Try to be a bit 

diverse. Diversity is more than LGBT. It could also be people with a handicap… That are together 

with people that does not have a handicap. Try to avoid these like German toothpaste commercial 

styles with perfect, skinny families with white teeth that do sports and are happy and have a very 

low BMI. That's kind of… Let's get… Real people don't look like that. But that would be bold to do 

that because when we look at commercials… And also it needs to be like… There needs to be a lot 

of changing in the way we think about body image, sexuality, gender, gender expression, a lot of 

different things before we can do these things. But I think that businesses have power. And they 

have power to change and to do new things when you experiment.  

 

I: And how important is efficient crisis communication in this instance? Like in the instance of 

pinkwashing?  

 

P2: I don't know actually. I don't think it's that important. There's… I think… Within the LGBT echo 

chamber there could be people who got really pissed and you could have debates and stuff like that. 

But for the general public I don't think it would change what ‘rugbrød’ (Danish term for a specific 

type of bread) they would buy or what jeans they would wear. It needs to be more than that for 

people to not choose a brand, I think.  

 

I: And then the last two questions or so is about LGBT representation within the fashion industry. I 

know that's not your specialty, but I’m gonna try. What is your opinion on current fashion trends 

such as Pride collections and genderfluid fashion?  

 

P2: I think genderfluid fashion is very nice and I actually very much like that they are being erased 

some of that very strong line between male wear and female wear. I think that's epic because also… 

Like a lot of people play with gender and it's getting more and more common to do it. And a lot of 

people don't identify as male or female. Or maybe some days they have days where they want to 
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be more masculine, more feminine or play around with both masculinity and femininity within an 

outfit. And I think for businesses to say ”Hey, it's clothing. You can wear whatever you like” is a very 

good thing. And Pride collections can be fine, I think. Especially if people… Or if the businesses 

support the Pride cause because otherwise I would call it pinkwashing. So if they don't look inwards. 

If they just make a lot of money on Pride then I think it's stupid. Like Netto had… I don't actually… I 

actually think Netto supports Pride… But like there's some weird, small firms that like get all rainbow 

that week, but you don't know what this is. 

 

I: So how would you like define an ideal Pride collection? 

 

P2: I don't know if there is such a thing. Or if it will ever exist. But I think talking to the people that 

have the lives… That live the lives would be interesting to say ”Hey, how can we through… Or like 

with clothes… Help you… Your life. Is there anything we can do? Is there any statements we should 

have there?” because like love is love, yeah right. Love is rights, right? And it's fine to say that love 

is equal, but it's not because it's not equal by law. So stuff like that… To ask people what are you 

living? What is your life? How can we support that with clothing? That would be nice. Instead of 

just… And it's also fine to just put a small…  What is it called… A rainbow flag on a hat and then that's 

a Pride collection, but I don't think it's that bold to do that. I don't think it's that risky. And I would 

like to take risks.  

 

I: And then the last question. How does these fashion trends affect the LGBT+ community? Like the 

genderfluid fashion and Pride collections and so on? 

 

P2: I think some people are wearing it and they… You can wear it as a statement. For me, when I 

walk on the street, it can be quite difficult for people to see that I am gay. And for me to wear 

something Pride-ish, it can be quite nice because I can be recognised as gay. And I can also wear 

Pride things and don't be recognised as gay anyway. But I think that can be nice to have like small 

symbols where you can recognise each other. That's kind of cool, I think. But also I think it takes 

some stress off if you don't have to go to a women's department to buy the clothes that you actually 
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want, even though you identify as male or maybe identify as fluid. Then I think it's more of a safe 

place probably. 


