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Abstract 

Background It is an essential clothing piece for women, which is proven to enhance 

the consumers’ perception of themselves, namely a woman’s 

everyday bra. There seems to be a lack in recent research on women 

lingerie especially within the Generation Y. The complex purchase 

decision for the high-involvement product everyday bra in combination 

with the characteristics of this generation have a vital impact on their 

considerations. 

Purpose   The purpose of this thesis was to describe how Generation Y is 

considering the perceived influential factors in their purchase decision 

of the high-involvement product everyday bra. Thereby, an existing 

theory was extended by two new factors, namely psychosocial and 

physiological and tested on the Generation Y. To fulfil the purpose of 

this study, one research question was established. 

Method  An interpretivism philosophy was used as part of this study, along with 

an abductive approach. Descriptive research was conducted to 

analyse the qualitative data collected through 18 semi-structured in-

depth interviews. To adequately reach the selected target population, 

a combination of convenient, judgmental and snowball sampling 

technique was employed. 

Conclusion  The empirical findings of this study suggest, that six factors are 

considered by Generation Y’s purchase decision. A remarkable 

recognition is given to comfort, followed by a high relevance of 

aesthetics and the remaining factors. This knowledge is highly 

relevant for lingerie companies, especially when considering the store 

layout and supplementary distribution channels such as e-commerce. 
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1. Introduction 

 

A general introduction to the topic will be given in this section. It will establish the 

foundation of the research with background information, followed by the problem 

discussion and purpose, delimitation and the structure of this thesis. 

 

 Background 

It is a necessity in a women’s wardrobe, the foundation for any outfit, but still only 

visible to a small audience, the talk is about lingerie, in particular bras (Tsarenko & Lo, 

2017). While in the recent years more attention is paid to undergarment and which bra 

can be combined with the outer garment, research on the women’s behaviour in regard 

to lingerie purchase could not keep up in comparison to outer apparel clothing (Hart & 

Dewsnap, 2001; Hume & Mills, 2013; Zion Market Research, 2018).  

The market value of the lingerie industry is estimated to be USD 41 billion (Statista, 

2018). The market is sizeable and rapidly growing, which shows the significance of 

the industry for the upcoming years (Hume & Mills, 2013; “The lingerie industry”, 

2014). Yet, the market for lingerie and other women’s undergarments is characterised 

by a high competitiveness and volatility with established brands and fast-fashion 

companies (Hume & Mills, 2013; “The lingerie industry”, 2014). Although, today the 

industry is controlled by some major companies, such as L Brands, Inc., Triumph 

International Spiesshofer & Braun KG, Hanesbrands Inc. and PVH Corp., there are 

few boutique retailers who have emerged and help women to enjoy buying intimate 

apparel. However, the overall industry is struggling to stay ahead of changing 

consumer attitude (Mordor Intelligence, 2018). One of the reasons for that is, high 

emphasis has been put on the consumer behaviour for outer apparel, but research 

has rarely appreciated the value of lingerie consumption (Hart & Dewsnap, 2001; 

Hume & Mills, 2013; Tsarenko & Lo, 2017). Tsarenko and Mavondo (2008) further 

stated, that intimate apparel, especially bras, have evolved from simply underwear to 

innovative undergarments with different styles, designs and fabrics within the recent 

decades. Nowadays, it is classed as more than a basic support product, it is rather 
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considered highly relevant (Laurent & Kapferer, 1985; Hart & Dewsnap, 2001; 

Tsarenko & Mavondo, 2008). It is marked as a sensual, high fashion and satisfying 

product which should enhance the consumers perception of themselves, specified as 

self-image. Along with the reinforcement of the belief in self success referred to as 

self-confidence (Kent, 2016a; Kent, 2016b). Especially, self-image and self-

confidence are important for consumer behaviour, because the consumers’ psyche 

influences the purchase decision and satisfaction thereof (Zaichkowsky, 1985).  

 Problem Discussion and Purpose 

Little attention has been given to Generation Y, who are people born between the year 

1984 and 1999, in regard to undergarments, despite the fact that this generation had 

an estimated purchasing power of $1.3 trillion in 2018 (Chandler & Munday, 2016b; 

Lancaster & Stillman, 2002). They have more money to spend than any other 

generation before, and therefore this makes them the largest group of consumers in 

the economy (Chaston, 2009). Beyond, Generation Y spends two thirds of their 

purchasing power on fashion apparel but consume in a more conscious way than any 

other generations, such as Baby Boomers, did before (Bakewell & Mitchell, 2003; Kim 

& Park, 2005). Companies have to be aware, that this cohort has a strong purchasing 

power and therefore a significant influence on the success of their business. The 

importance of the Generation Y in context of their purchasing power and significance 

in size for consumer products such as fashion is supported by several authors (Noble, 

Haytko & Phillips, 2009; Parment, 2013). 

Fashion can be seen as high-involvement product, especially when fashion is 

important for someone (Hourigan & Bougoure, 2012; O’Cass, 2004). Furthermore, 

fashion can be used to represent one’s self (Cox & Dittmar 1995; Mcneill, 2018; 

Solomon & Douglas, 1989). In connection with the fact, that clothing is visible and 

therewith a status symbol, Radder and Huang (2008), and Solomon (1985) argue, that 

all clothes are high-involvement products. The entire everyday bra is only seen by a 

small audience, such as other women in the dressing room or sexual partners. 

However, parts of the bra such as shoulder straps and the colour can be visible to the 

public. 

Furthermore, the complexity in the purchase decision of everyday bras, the thought 

and effort going into the process accentuate, that everyday bras are considered as 
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high-involvement products (Hart & Dewsnap, 2001; Hume & Mills, 2013; Laurent & 

Kapferer, 1985). Hart and Dewsnap (2001) investigated the decision-making process 

for intimate apparel, Hume and Mills (2013), as well as Risius, Thelwell, Wagstaff and 

Scurr (2012) in particular focus on women and their purchase behaviour in regard to 

everyday bras within the cohort of Baby Boomers, in particular 65 years and older. 

While different authors have researched a variety of factors which influence the 

purchase decision on everyday bras (Richards & Sturman, 1977; Laurent & Kapferer, 

1985; Koff & Benavage, 1998), the research of Risius et al., (2012) is of particular 

interest, as the authors have identified five main factors (aesthetics, comfort, 

practicalities of, support and physiological aspects), influencing the purchase decision 

of an everyday bra. However, because the research of Risius et al. (2012) is exploring 

these factors in the cohort of women aged 65 and above, this present study is 

investigating the perceived influential factors of Risius et al., (2012) within women of 

Generation Y. Further, this research extends the model of Risius et al., (2012) to align 

with additional research and investigates the factors within the cohort of Generation Y 

(Laurent and Kapferer, 1985; Koff & Benavage, 1998; Richards & Sturman, 1977).  

Companies can utilize this knowledge to adapt products as well as marketing 

messages to address women of Generation Y successfully. Fromm and Garton (2013) 

underline the importance of understanding Generation Y’s mindsets as well as their 

behaviour as consumers for companies. 

Because of the size and importance of this generation, it is helpful for marketers to 

understand the behaviour of Generation Y in connection to the high-involvement 

product everyday bra (Chaston, 2009; Lancaster & Stillman, 2002). Thus, this study 

analyses the consumer behaviour of Generation Y in regard to everyday bras with the 

research question: 

How does Generation Y consider the perceived influential factors in their purchase 

decision for the high-involvement product everyday bra? 
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 Delimitations 

This study will focus on Generation Y as defined in chapter 2.1 and will not distinguish 

within this group according to lifestyle or other segments. 

Moreover, the lingerie industry is diverse, which is why this study only focuses on 

everyday bras as defined in chapter 2.2. Industrial knowledge about garments or 

lingerie of participants are not considered, since the goal is to explore their individual 

experiences and behaviour. 

In addition, perceived factors are analysed, meaning only the factors women recognise 

and remember are researched. It is not the purpose to study the subconscious 

influences of women while bra shopping.  

 Structure of the Thesis 

The first chapter of this thesis aims to provide the reader with insights into the 

background and the motivation for the research. It proceeds with a literature review, 

which sets a foundation for the research. Therefore, a clarification of the purchasing 

behaviour of Generation Y followed by everyday bras as a high-involvement product 

is given. Afterwards, different aspects are presented as well as a detailed description 

of the influential factors when women purchase everyday bras. The literature review 

is followed by, the methods used in this study and are laid out in chapter 3. 

Consequently, the outcome of the primary research and the analysis of the results will 

be given in the fourth chapter. To conclude, the findings from the previous sections 

will be discussed and their usefulness in academia and industry will be laid out. 
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2.  Literature Review 

 

The purpose of this chapter is to get in-depth knowledge about the research topic. 

Therefore, academic sources were used from the Jönköping University’s library, its 

online database and Google scholar. The books and articles were found when 

searching terms such as “consumer behaviour”, “Generation Y”, “Millennials”, “high-

involvement products”, “bra purchasing” and a combination of the terms. To begin with, 

the characteristics of Generation Y’s purchasing behaviour are described, followed by 

a discussion of why everyday bras are considered as high-involvement product. 

Further, an explanation of the factors which influence women’s purchasing decision is 

given. In the end, the connection of the different concepts is illustrated in the research 

framework.

 

 Purchase Behaviour of Generation Y 

People born between the year 1984 and 1999 are part of the Generation Y (Chandler 

& Munday, 2016b; Lancaster & Stillman, 2002). Sometimes this generation is named 

millennials or nexters, however, most academic research uses the term Generation Y 

(Heery & Noon, 2017). Generally, Generation Y is heavily influenced by their peers 

and network. It is indispensable for companies to build a relationship and understand 

Generation Y, especially because of their size and the influence of Generation Y on 

their peers and network and therefore other consumers (Fromm & Garton, 2013). 

Furthermore, companies have to be aware, that this cohort has a strong purchasing 

power and therefore a significant influence on the success of their business.  

Mandhlazi, Dhurup and Mafini (2013) stated, that Generation Y is quality and brand 

loyal, which means, they consume brands which are well known, highly advertised 

and are high priced global clothing labels. However, Parment (2013) affirms, that this 

generation shops around more than other generations. Generation Y evaluates price-

performance of the products and prefers to buy at a discounted or lower price. 

Nonetheless, they are heavily influenced by their desire to develop self-confidence 

and want to wear culturally accepted fashion (Mafini, Dhurup & Mandhlazi, 2014; 
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Schroeder, Salzer-Mörling & Askegaard, 2006). 

Hence, Generation Y is evaluating product 

offers and assesses whether it makes sense for 

them to pay a higher price.  

Further, they are novelty seeking, as this 

generation is always aware of new styles and 

monitors changes in fashion trends (Mandhlazi 

et al., 2013; Mafini et al., 2014). Bakewell and 

Mitchell (2003) state, that 50% of the 

Generation Y female shoppers emphasize 

quality and see shopping as a leisure activity rather than a chore. Parment (2013) 

confirms, that Generation Y is more interested in fashion than any previous 

generations, such as Baby Boomers, and care more about the quality of garment. 

As with all generations, Generation Y shares similar values, attitudes and aspirations 

because of shared history and the same social influences. In Figure 1, the most 

prominent features distinguishing Generation Y from other societal groups are 

illustrated.  

Generation Y is shaped by their consciousness for social issues such as their 

awareness of equality. Like no other generation before, Generation Y is born into a 

time when, for example, feminism was prominent in their upbringing. That said, women 

are more aware than ever before of their equal rights in terms of work as well as being 

independent in their decision making. This includes, women going shopping by 

themselves and using their own money to purchase their desired products without 

relying on dependent (Boone, 2016; Bucic, Harris, & Arli, 2012; Sheahan, 2005). 

Further, Generation Y has an awareness for diversity by valuing multiculturalism. 

Generation Y has a higher acceptance of different races, religions and diverse 

backgrounds than for example the Baby Boomers, who grew up in an almost 

homogenous setting. This is observed when taking a look at the wide range of different 

products and colours within the category of fashion, as different cultures, backgrounds 

and values may influence the preference for individuals in their appearance. 

Furthermore, in the current world of globalization, different cultures grow closer 

Figure 1 Characteristics of Generation Y 

Source: Own Illustration 
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together and therewith fashion is affected by all kinds of different consumers (Young 

& Hinesly, 2012; Zemke, Rained & Filipczak, 2013).  

Their consciousness for ethical issues, such as their awareness for social motivations 

are registered higher than personal motivations. This means, that consumer operate 

beyond their own interests and take responsibility for concerns beyond their personal 

level. Generation Y values the benefit of purchasing goods of companies which stress 

the importance of high ethical principles (Bucic et al., 2012; Freestone & McGoldrick, 

2008; VanMeter, Grisaffe, Chonko & Roberts, 2012). Further, their awareness for 

environment, as boycotting brands which violate environmental norms, influences the 

purchase behaviour of Generation Y, assuming that they can make a difference in the 

world and the actions of companies. In addition, that means they value fair prices and 

are willing to pay higher prices for higher quality products such as fashion (Boone, 

2016; VanMeter et al., 2012). Generation Y is framed by their confidence in self-

expression, as they were raised to know the world loves them and their opinions 

matter. Further, Generation Y is fashionable with following trends to improve their 

appearance. Their fashion must be sociable accepted but highly value their self-

expression due to the available choices (Bucic et al., 2012, Tapscott, 1998, Young & 

Hinesly, 2012).  

Furthermore, they are shaped by technology savviness, which is shown by their 

knowledge about software and internet platforms, which is coherent with a rapid 

information exchange, extended networking opportunities and their distrust of mass 

media due to their extended knowledge of internet platforms and such (Gorman, 

Nelson, & Glassman, 2004; Morton, 2002; Sheahan, 2005; Young & Hinesly, 2012).   

However, it was noticed, that Generation Y, especially younger ones, were found to 

be more confused by overchoice than their older counterparts. Which means, that the 

consumer feels confused by product choices because of expansions of brands, stores 

and consumer information (Mandhlazi et al., 2013; Valaei & Nikhashemi, 2017). To 

counteract this confusion, Generation Y’s preference is to gather information online 

and intensively, which cannot be seen within older generations (Krbová & Pavelek, 

2015). Furthermore, Generation Y requires additional time for analysing this 

information, way longer than older generations (Rahulan, Troynikov, Watson, Janta & 

Senner, 2013). Although, they spend more time on their decisions for purchase. 
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Parment (2013) affirms, that Generation Y solely does this for high-involvement 

products and not for low-involvement products, as Generation Y does not want to 

waste their time on decision making for low-involvement products.  

 The High-Involvement Product Everyday Bra 

It is widely known, that consumer involvement influences the decision process and the 

search of information of consumers (Kotler, Armstrong, Harris, & Piercy, 2013; Laurent 

& Kapferer, 1985; Zaichkowsky, 1985). Depending on the level of involvement, 

consumers engage more actively or passively in their purchase behaviour, which 

therefore requires different marketing strategies. 

Usually literature distinguishes between high-involvement and low-involvement 

products (Fill, Hughes & De Francesco, 2013; Kotler et al., 2013; Laurent and 

Kapferer, 1985). A low-involvement product requires little effort and deliberation from 

the consumer when making a purchase (Doyle, 2016). The consumer only collects 

little to no information about alternatives before purchasing, because there is little risk 

if there is a mis purchase. Low-involvement products are usually low-cost, everyday 

products, which are bought frequently such as milk, detergent or chocolate (Laurent & 

Kapferer, 1985; Doyle, 2016). 

In contrary, a product, which requires thought, time and effort before deciding on which 

to purchase, is known as high-involvement product (Law, 2016a). The consumer will 

collect information about different versions of the product in catalogues, shops or on 

other channels and evaluate alternatives before purchasing. Generally, high-

involvement purchases are major investments such as buying cars, houses, 

computers or other domestic products, which affect image and lifestyle (Law, 2016a). 

The word bra originates from the French word “brassiere” and relates to a woman’s 

undergarment, which supports and covers the breasts (Brassiere, n.d.). Every day in 

relation to clothing means, that the product gets worn and used routinely (Everyday, 

n.d.). Therefore, an everyday bra is an undergarment, supporting and covering 

women’s breasts, which is worn and used routinely, such as to work or school. 

Different authors such as Hourigan and Bougoure (2012) or O’Cass (2004) argued, 

that the involvement of fashion is dependent on personal characteristics and the 

individual importance of clothes attached to it. Clothes are an essential way to 
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identification and representing one’s selfs (Cox & Dittmar 1995; Mcneill, 2018; 

Solomon & Douglas, 1989). Radder and Huang (2008) and Solomon (1985) agreed 

on, that all fashion products are considered high-involvement products because 

clothing is visible and therewith represents a status symbol. However, the 

argumentation, that clothing is always visible and therefore is a high-involvement 

product leaks when it comes to bras as the whole product is only visible to a small 

audience. Nevertheless, whether a product is considered high-involvement or low-

involvement predominantly depends on the importance each individual attaches to it 

and how much time and consideration is put into the product purchase. Different 

studies found, that women attach more importance to clothes than men, and that it 

plays a core role in the life of women (Cox & Dittmar, 1995; Hourigan & Bougoure, 

2012; O’Cass, 2004). 

Brown and Gurhan-Canli (2007) agree, the involvement is dependent on the personal 

importance attached to it. Nevertheless, they state, that for everyday bras, women are 

highly involved as the product influences the life of a woman continuously. Laurent 

and Kapferer (1985) came to the same conclusion when they studied the involvement 

of different products. Laurent and Kapferer (1985) discovered, that women put thought 

and consideration into the purchase of bras, which results in a collection of different 

information and evaluation of alternatives before deciding on a certain product. This 

was confirmed by Hart and Dewsnap (2001), who stated, that even though women 

buy three to four bras per year, they collect new information for each bra purchase. 

Further, collecting detailed information before purchasing can be connected to the 

influence of the bra in daily life and the negative consequences a mispurchase would 

bring (Brown & Gurhan-Canli, 2007; Hart & Dewsnap, 2001; Laurent & Kapferer, 

1985). Purchasing everyday bras are highly risky as it influences the everyday life of 

women, which increases the involvement of customers in the purchasing decision 

process. In different studies, the participants stated, that they are worried to buy an 

expensive bra and after washing and wearing it, the product might turn unsuitable 

(Hart & Dewsnap, 2001; Mcghee & Steele, 2011; Wood, Cameron & Fitzgerald, 2008). 

This can be related to the difficulty for women to find a well-fitted and comfortable bra 

(Brown & Gurhan-Canli, 2007; Hart & Dewsnap, 2001; Mcghee & Steele, 2011; Wood 

et al., 2008). Consumers feel, that there is an inconsistency in sizes between, as well 



10 
 

as, among brands, which make the information search more difficult and requires 

additional thought and time (Hart & Dewsnap, 2001; Laurent & Kapferer, 1985). 

Due to the complexity of bra purchasing, the high-risk characteristics and the thought 

and effort connected to the purchase, everyday bras can be considered as high-

involvement product. Women take their time for the information search and take into 

consideration different factors of the product. The different aspects which they 

consider in their decision are discussed in the next chapter. 

 Perceived Influential Factors in Everyday Bra Purchasing 

While investigating existing literature on women’s bust, it can be identified, that 

different authors name a variety of influencing everyday bra purchase factors (Koff & 

Benavage, 1998; Laurent & Kapferer, 1985; Richards & Sturman, 1977; Risius et al., 

2012). 

The authors Risius et al.’s (2012) studied influential factors in bra purchasing 

extensively and asked female consumers aged 45 to 65 years, which aspects they 

take into account when purchasing bras. Risius et al. (2012) found five main factors 

influencing a women’s bra purchase. The results are illustrated in figure 2. Each of the 

factors is then further broken down into more specific categories. 

Figure 2 Influential Factors in Bra Purchase 

 

Source: Risius et al. (2012) 
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Risius et al. (2012) argued, that aesthetics is the most significant consideration of 

women when purchasing everyday bras. De Klerk and Lubbe (2008) defined the 

aesthetics of fashion items as the evaluation of human reaction to non-functional 

qualities of a product. Venkatesh, Joy, Sherry and Deschenes (2010) emphasised, 

that aesthetics of clothing is used for self-expression and in most cultures the body is 

a central tool to identify one-self. As aesthetics is the aspect directly recognised by the 

people around the person it is a central consideration when deciding for a new fashion 

item. Regarding bras, Risius et al. (2012) argued, that the shape, attractiveness of a 

bra, figure, the appearance in clothes, lace and colour impact the purchasing decision 

of women. The shape of the bra can influence a woman’s silhouette as different 

shapes either flatter their breast or have a negative effect (Singer & Grismaijer, 1995). 

A bra aims to round or conical shape the bust, depending on the era’s customs and 

fashion (Greggianin, Tonetto, & Brust-Renck, 2018). 

Further, the general attractiveness of a bra is connected to positive emotions towards 

the product, which is important when choosing an everyday bra especially in the 

beginning of the purchasing process as this is judged first (Greggianin et al., 2018). 

The figure refers to the appropriate breast size in comparison to the body. In history a 

bra has always been used to improve the silhouette of a woman's body, to hide the 

belly or hips, to separate, reduce, enhance breasts or narrow the waist (Scott, 2010). 

The bra still serves the function to improve a woman’s figure. The appearance in 

clothes refers to how a bra looks under outer apparel. Some women prefer a more 

discreet colour or consider during the purchase with what clothing the bra can be 

matched (Risius et al., 2012). According to Risius et al. (2012) a women’s purchasing 

decision is influenced by whether a bra has lace. Lace is a silk or cotton fabric, which 

is made by twisting or knitting thread in patterns and is often used for the design of a 

bra (Lace, 2019). Another aspect is the colour, which refers to colour and pattern of 

the bra in general. It influences the decision making as some women look for specific 

colour/pattern or avoid certain, due to different reasons (Risius et al., 2012). Further, 

it is an aspect evaluated as one of the first factors, because it is directly seen 

(Venkatesh et al., 2010). 

Greggianin et al. (2018) argued, that aesthetics is a key variable to attract consumers, 

however, they found that a women’s favourite bra is not always the one they find most 
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beautiful. The product needs to satisfy more needs. According to Risius et al. (2012) 

the second most influential aspect is the comfort of a bra. Within this category the 

shoulder straps play an important role. Bowles and Steele (2013) agreed, that the size 

and where the shoulder straps are located on the shoulder influences the comfort of a 

bra. Risius et al. (2012) stated, that whether a bra has an underwire or not plays a 

crucial role in the decision making. According to Abnett (2015) there is a trend towards 

non-wired bras in the last years. However, most bought bras are still wired. Further, 

the fabric is considered when purchasing an everyday bra. It is the material the product 

is made of and because it is directly to the skin, women consider it while purchasing 

(Venkatesh et al., 2010). The bra fit is part of comfort as women feel like only a good 

fitting bra can be comfortable (Risius et al., 2012). Different authors stress the difficulty 

in finding the right size of a bra (Hart & Dewsnap, 2001; Risius et al., 2012; Wood, 

2008). Wood (2008) found that 80% of women wear the wrong bra size, which stresses 

the importance to consider this aspect while purchasing. The generic comfort includes, 

that women generally feel comfortable in their bra, which is often referred to not feeling 

the product (Risius et al., 2012).  

According to Risius et al. (2012) practicalities of bra purchase influence the purchase 

decision further. The subject of good quality is important, for example, that elastics 

should not stretch, and the shape should stay after washing. De Klerk and Lubbe 

(2008) argued, that although this aspect is difficult to assess while purchasing and 

impossible to isolate from other factors, low quality is one of the main reasons for 

dissatisfaction of apparel products. The factor availability and buying is about whether 

the size and a certain model is available, as well as what shopping opportunities are 

in proximity of the individual. This is supported by the study of Hart and Dewsnap 

(2001), who found that availability is an essential factor in bra purchasing as otherwise 

the product will not be purchased. Furthermore, Hart and Dewsnap (2000) found that 

women tend to buy in bulk once they have found appropriate bras and that women 

repeat the purchase after a while. When women are satisfied with a certain model, 

they repurchase the same, often in another colour. Additionally, Risius et al. (2012) 

claimed, that affordability affects the purchasing behaviour, for example, whether it is 

worth paying more for the perfect bra or not. Even though literature suggests, that 

consumers are willing to pay extra for a perfect bra, Hume & Mills (2013) found, that 

the budget for bras is limited. The budget for a new bra is not only depended on 
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lifestyle and earnings, but also built on the individual willingness and judgment to pay 

for a bra (Hume & Mills, 2013). As mentioned in the previous chapter, Generation Y is 

price sensitive. However, when they found something they like, especially when it 

comes to high-involvement products, the generation is willing to pay a higher price. 

Additionally, the choice of purchasing options is part of practicalities of bra purchase. 

Risius et al. (2012) differentiated between online and in store experience. They found 

that most of the women are unfavourable towards online shopping when purchasing 

everyday bras. Lastly, the range and choice of bras describe the different choices, 

which are given to the customer when it comes to models as well as their practicality. 

According to Risius et al.’s (2012) study, a variety of choices is valued by women. 

Further, literature emphasised support as a vital feature of everyday bras (Hatcock, 

Shiermann & Gillette, 1978; Mason, Page & Fallon, 1999; Scurr, White & Hadger, 

2009). It is a main function as the bra should comfort the woman during activities, 

without the breasts moving too much. Risius et al. (2012) could confirm this with their 

study, where this aspect is divided into providing uplift, general support and 

overcoming breast sag. Regarding provided uplift, it was found, that women value 

when the breasts are more lifted as they feel more attractive and more supported by 

the bra in general. Further, the general support is essential as women demand this 

aspect during daily activities as they feel uncomfortable and sometimes even pain 

when general support is not given. According to Risius et al. (2012), the aspect of 

overcoming breast sag is essential as women complained about, that the gravity 

affects the breast appearance, which they want to overcome with their everyday bras. 

Literature suggests that psychological aspect influence the purchase decision of 

women when purchasing everyday bras (Hume & Mills, 2013; Koff & Benavage, 1998; 

Swami, Cavelti, Taylor, & Tovée, 2015). Risius et al. (2012) develop three specific 

categories in this regard. They argued, that an everyday bra can improve self-

confidence as women feel better with a good bra. Koff and Benavage (1998) agreed, 

that a woman’s self-esteem, self-consciousness and self-confidence is highly affected 

by bras. Nevertheless, this can lead to negative effects as a wrong bra can cause body 

dissatisfaction and a lower self-esteem. Hence, a bra can alter the perception of one’s 

body, which is included by Risius et al. (2012). Besides, according to Risius et al. 

(2012) women avoid being fitted as they feel embarrassed and obliged to purchase 
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the product afterwards. Hence, they often put off being fitted by shop assistants. 

However, women consider utilising the service of shop assistants as they feel like 

friendly staff can help to create a positive purchase experience. 

Not only the own psychological aspects influence the purchase decision, women are 

further impacted by psychosocial aspects (Koff & Benavage, 1998). There is academic 

evidence, which proves that men judge women according to their breasts (Bateson, 

Cornelissen, & Tovée, 2007; Dixson, Grimshaw, Linklater, & Dixson, 2011; Swami, 

Jones, Einon, & Furnham, 2009). Generally, larger breasts are associated with 

femininity and sexuality, which results in a large bust being pictured ideally in 

mainstream media, creating a body image hardly or impossibly to achieve for an 

average woman (Millsted & Frith, 2003; Swami et al., 2009; Walton & Potvin, 2009; 

Ward, Merriwether & Caruthers, 2006). Frederick, Peplau and Lever (2008) found, that 

70% of women are dissatisfied with their breast. This leads to problems regarding self-

image and self-confidence. However, an everyday bra can help to overcome this as it 

gives the opportunity to adapt the outer appearance of breasts and figure (Hart & 

Dewsnap, 2001; Hume & Mills, 2013; Swami et al., 2015). 

Physiological aspects of a woman’s bust influence the bra shopping behaviour and 

challenge women to find a suitable bra since each breast has individual characteristics 

(Koff & Benavage, 1998; Wood et al., 2008). Not only the individual shapes, 

asymmetric or size influence women, also lifecycle stages, the female hormone cycle 

as well as childbearing or the menopause affect the breast structure and size 

(Goldsberry, Shim & Reich, 1996; Singer & Grismaijer, 1995). Thus, a bra 

manufacturer has to offer bras for different kind of breasts, which results in over 60 

different commercial sizes (Hart & Dewsnap, 2001). Additionally, wearing wrong bra 

sizes can have serious negative effects on the physiological health of women such as 

spinal pain, headaches, shoulder or neck pain (Greenbaum, Heslop, & Morris, 2004; 

Mcghee & Steele, 2011; Wood et al., 2008). Hence, wearing the right bra is significant 

for a woman’s health.  

Risius et al. (2012) researched the perceived influential factors in bra purchase within 

older women. They found that aesthetics, comfort, practicalities of bra purchase, 

support and psychological aspects are considered by women during their purchase 
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decision. These aspects are supported by other literature. Nevertheless, when 

investigating other literature, it was found that psychosocial and physiological 

influences play a core role in the decision making of women when purchasing 

everyday bras as well.  

 Research Framework 

Figure 3 Research Framework 

 

 

In Figure 3 the research framework for this study is displayed. As discussed in the 

literature review, the purchase behaviour of Generation Y is shaped by several 

factors. While Parment (2013) highlights the importance of the strong purchasing 

power of this generation, other authors feature Generation Y diligence for quality 

Source: Own Illustration 
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fashion for an affordable price. However, this generation is willing to pay more for 

garments if the brand aligns with their values (Mafini et al., 2014; Schroeder et al., 

2006).  

Generation Y is shaped by attitudes such as their consciousness for ethical issues 

(Boone, 2016; Bucic et al, 2012; VanMeter et al., 2012), consciousness for social 

issues (Morton, 2002, Sheahan, 2005; Young & Hinesly, 2012; Zemke et al., 2013), 

confidence in self-expression (Bucic et al., 2012; Tapscott, 1998, Young & Hinesly, 

2012) and their technology savviness (Gorman et al., 2004; Morton, 2002; Sheahan, 

2005; Young & Hinesly, 2012). These elements shape the purchase behaviour in 

context to Generation Y and are further discussed in chapter 2.1.  

In addition, the purchase behaviour of Generation Y affects the high-involvement 

product everyday bra. While authors such as Radder and Huang (2008) and Solomon 

(1985) feature fashion as a high-involvement product, because of their visibility, other 

authors stated, that it depends on the importance a consumer puts into the purchase 

decision of the product itself (Hourigan & Bougoure, 2012; O’Cass, 2004). However, 

Laurent and Kapferer (1985) as well as Hart and Dewsnap (2001) highlight the 

involvement when purchasing an everyday bra, such as the thought and consideration 

which are part of the purchase decision. Therefore, this study assumes, that the strong 

characteristics of the purchase behaviour of Generation Y influence how consumers 

buy a high-involvement product, such as an everyday bra.  

In addition, literature suggests further perceived influential factors affecting the 

purchasing behaviour when buying a bra. They can be broken down into different 

aspects. Five of them (aesthetics, comfort, practicalities, support and physiological 

aspects) were researched by Risius et al. (2012) with the different categories in each 

aspect discussed in chapter 2.3. Other authors agree, that psychosocial and 

physiological play a core role in bra purchasing as well (Hart & Dewsnap, 2001; Hume 

& Mills, 2013; Koff & Benavage, 1998; Swami et al., 2009, 2015; Wood et al., 2008). 

Furthermore, the important aspect economic, which is mentioned by Hume and Mills 

(2013) as well as Hart and Dewsnap (2001) is covered in the affordability aspect 

(practicalities of bra purchase) of Risius et al. (2012). Beyond that, Hart and Dewsnap 

(2001) indicate, that the function of the bra (covering and giving support) influences a 

woman's choice on which product to purchase. Nonetheless, the authors do not define 
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this term and it is assumed, that functionality is already covered in Risius et al.’s (2012) 

support aspect, which is why it cannot be found in the research framework. Risius et 

al. (2012) have already covered the aspect of psychological influences, which is 

mentioned in other literature. However, Risius et al. (2012) did not include 

psychosocial in their aspects, which differs from psychological influences in such way, 

that psychosocial aspects occur due to society and social expectations. Besides, 

Risius et al. (2012) did not include physiological aspects in their study, even though 

different authors argue, that this is a core influential factor when purchasing bras. 

Therefore, in this research the two aspects of psychosocial and physiological are 

included.  

It was examined whether the aspects of aesthetics, comfort, practicalities of bra 

purchase, support, physiological, psychosocial and physiological are considered in the 

purchase of a high-involvement product, such as an everyday bra by the Generation 

Y. The research tests each of the aspects and the framework might be extended with 

further aspects and findings in the study.  
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3. Methodology  

 

The purpose of this chapter is to discuss the research method used in the primary 

research in this study. The research philosophy and research approach are outlined 

in the first two chapters. Followed by the description of the research design, data 

collection, sampling process and data analysis. This chapter is wrapped up with quality 

assessment, ethical considerations and methodological limitations.  

 

 Research Philosophy 

By drawing on Saunders, Lewis and Thornhill (2016), the philosophical stance of this 

research is discussed in this chapter. It refers to beliefs and assumptions on which the 

study is based on. The chosen philosophical concept creates the foundation for the 

following steps of the methodology and therefore, needs to be well-considered. There 

are two aspects which need to be taken into account, the ontological and 

epistemological dimension. While the ontological consideration investigates 

objectivism and constructionism, the epistemological dimension focuses on positivism, 

realism, interpretivism or pragmatism. 

For the ontological consideration the constructionism perspective has been taken for 

this research. Whereas, in objectivism the reality and meaning of social phenomena 

do not depend on social interactions and only one, independent reality exists (Bryman, 

2012). Constructionism supports a subjective point of origin and argues, that reality 

arises from social interaction. Constructionism entails the existence of several realities 

in regard to a phenomenon (Bryman, 2012). 

The aim of this research is to describe the considerations of Generation Y when 

purchasing the high-involvement product everyday bra. It was essential for the 

researcher to take a subjective position to discover individual intentions of Generation 

Y women (Saunders et al., 2016). It is essential to understand, that this activity is one 

where women try to satisfy their own personal needs, which are divers and can vary 

drastically. As such it can be argued, that multiple perceptions or realities in the context 

of constructivism exist for the same item. Therefore, it is essential to take a subjective 

position to discover individual intentions (Saunders et al., 2016). 



19 
 

Further, for the epistemological consideration the concept of interpretivism was 

chosen, as it supports the interaction between participant and research. The 

philosophy of interpretivism emphasises the difference between researching objects 

and conducting research among people, further it is the way as humans’ attempt to 

interpret the world around us. The concept behind interpretivism is to discern and 

explain a phenomenon (Saunders et al., 2016). The goal of this present research is to 

get insights of the factors influencing individuals when choosing the high-involvement 

product everyday bra. Chandler and Munday (2016a) agree, that interpretivism 

creates insights, rather than prediction and explanation. Furthermore, it allows the 

research design to be evolved and supports adaptations as the researcher develops 

their learning. This makes it extremely appropriate to study the influential factors for 

everyday bra purchasing of Generation Y, as it will require a thorough knowledge and 

insights of their views. However, interpretivism does not expect to take the 

understanding of a fraction of Generation Y and therefore, predicts everyone else's 

behaviour within the same cohort. 

 Research Approach 

The research approach in this study should align with the afore discussed 

philosophical concepts. Additionally, a multi-dimensional and flexible research 

approach is required to capture all features of the posed question. Saunders et al. 

(2016) differentiate between a deductive and an inductive approach. On one hand, a 

deductive approach is usually chosen in natural science and relies on the objective 

collection and analysis of data and facts. In social science, it is preferable used when 

the research subject has already been investigated by several other authors and 

different theories have already been established (Saunders et al., 2016). Since both 

instances are not the case for this research, and according to Saunders et al., (2016) 

the deductive approach is more suitable for quantitative research, this approach has 

not been selected for this present study. On the other hand, the inductive approach is 

associated with interpretivism and little theoretical framework to encourage creativity 

(Malhotra, Birks & Wills, 2012). However, the next step of an inductive approach is to 

develop a theory based on the in-depth questions and on the elaboration on the 

chosen themes, which is not the case in this study. 
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The above-mentioned approaches gravitate towards a one-dimensional approach and 

tend to limit the research to some extent. A provenly successful framework in similar 

previous studies is an abductive approach, which combines the research approaches 

of deduction and induction (Saunder et al., 2016). An abductive approach is employed 

by this study, which is related to hermeneutics, illustrated by the theory of 

interpretation according to Saunder et al. (2016). Bryman (2012) states, that 

hermeneutics is a theory and method used to interpret human action, which therefore 

is aligned with the research philosophy of interpretivism.  

Therefore, the flexible approach of abduction allows to utilize the researched factors 

of perceived influence on bra purchasing by Risius et al. (2012) and additional factors 

researched by other authors (Hume & Mills, 2013; Koff & Benavage, 1998; Wood et 

al., 2008). In addition, it allows the researcher to successively modify their framework 

due to empirical findings and further theoretical insights, which is the case in this 

current study. This adjustable procedure confirms the suitability of abduction for this 

study, as the aim is to gain knowledge over the purchasing behaviour and 

understanding the meaning behind the actions (Dubois & Gadde, 2002; Reichertz, 

2009). 

  Research Design 

For this study the mono method of a qualitative study was chosen, which is a single 

data collection technique with corresponding analysis procedures (Saunders et al., 

2016). The choice for this emerges from the fact, that the individual factors of bra 

shopping are analysed. Participants’ own experiences and their individual consumer 

behaviour are studied in this research. Therefore, in-depth interviews were chosen 

and conducted in a semi-structured nature. In-depth interviews are characterised by 

its length, depth and structure (Veal, 2017). The method enables the researcher to 

gain deep knowledge and understanding on a subject. Due to the semi-structured 

characteristic, questions are prepared, which should stimulate and encourage the 

interviewee to talk about the topic. However, during the interview follow up questions 

are asked to gather more detailed information and to give the interviewee the 

possibility to explain answers further. This results in a variety of answers within the 

interviews. No interview is exactly the same as another one, even though the same 

topic is covered (Veal, 2017). The outcomes are concentrated on recognising patterns 
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and connections, which are used to put into the context of the research question 

(Boeije, 2010). 

Semi-structured in-depth interviews give the opportunity to fully understand the 

consumer’s perspective and their behaviour. Furthermore, the study involves face-to-

face interaction, which can be used to create a personal relationship between the 

interviewer and the interviewee before talking about a personal topic such as bra 

purchasing (Babin & Zikmund, 2016). Additionally, behavioural change of the 

interviewee can be noticed, because of the built-up trust (Babin & Zikmund, 2016; 

Veal, 2017).  

Another essential aspect is the research purpose. Hence, the overall nature of the 

research, how the research question is dealt with and answered in the end. Saunders 

et al. (2016) defined three types of research purpose: exploratory, descriptive and 

explanatory. The purpose of this research is descriptive in order to expand on the 

theories discussed in the literature review and apply it to a different generation. 

Already existing literature and studies, such as the one from Risius et al. (2012) or 

Hart and Dewsnap (2001), which deal with the factors influencing the purchase 

behaviour while shopping for everyday bras, are used as base. These factors were 

tested, and the framework was adapted by research findings. As the name descriptive 

implies, it describes a particular situation, such as consumer behaviour while 

purchasing everyday bras (Babin & Zikmund, 2016; Saunders et al., 2016). This is 

related back to the research question, which is stated in chapter 1.3.  

  Data Collection  

The primary data was collected through semi-structured in-depth interviews. For the 

interviews, guiding questions were set up, based on the literature review. Before an 

interview started, the participants were informed, that the provided information is 

treated confidentially. However, profiling information as seen in Appendix 3 is used in 

the report. Interviewees were informed, that personal information can be taken out, 

even post-interview.   

Afterwards, the interview was structured in four different parts. Before the interview, 

the interviewees were asked to prepare themselves for the interview by bringing their 

favourite everyday bra (one or two bras). In the first step of the interview, the 
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participant was asked to explain the bra and different characteristics of it. This step 

was used as an ice breaker, and to make the participant comfortable talking about the 

topic. The prepared questions are used to understand the factors influencing their 

choice for their favourite bra.  

In the second step, general questions about bra shopping were asked. The 

researchers aimed to get a thorough understanding on the influencing factors of 

everyday bra purchasing. The questions were generated leant onto the established 

research framework and were set up to allow the participant to talk freely about any 

other influencing factors while bra shopping.  

Thirdly, the interviewees were shown different bras, which were unrestrictedly 

provided by various companies. The different brands have not been disclosed to the 

participants and were solely used to judge the perceived influential factors. 

Consequently, the participants were asked which characteristics they like and do not 

like about the bras. This resulted in the follow-up question, which bra they consider 

buying or not buy and the reasoning behind it. The full interview guide can be found in 

Appendix 1. Nevertheless, due to the semi-structured characteristics of the interview, 

additional questions, which arouse during the interviews, were asked to get a thorough 

understanding of the purchase behaviour of the participants.  

In the last phase, profile questions were asked, such as age, bra size and country of 

origin. The data was directly put into a table with all the profiling information of the 

participants, which can be referenced in Appendix 3. 

Before the actual interviews, testing interviews were conducted on the 9th and 11th of 

March 2019. After each of the interviews the questions and interview structure were 

adapted, for example one question concerning the body perception was added. 

Furthermore, a question regarding the function of the bra (Why are you wearing a 

bra?) was added. Besides, it was decided, that the room should be masked off during 

the interviews so that the interviewees are not distracted by people walking by and 

that participants feel, that their privacy is not violated while conducting the interviews. 

Hence, the test interviews helped to improve questions and the atmosphere of the real 

interviews. Moreover, it increased the competencies of the researchers to conduct 

interviews. The 18 interviews were then conducted in Jönköping, Sweden and Borås, 
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Sweden between 19th of March and 10th of April with European citizens who are 

currently students. The women were aged 20 to 34. 

At both locations, Jönköping and Borås, university rooms were booked. These 

locations were selected due to restricted time and budget for this study. Further, the 

locations had to be reached conveniently by the researchers, who were located in 

Jönköping. This created a neutral atmosphere. However, it was made sure, that the 

windows were masked with paper to ensure privacy and create a comfortable 

environment and eliminate external influences. In addition, drinks and snacks in form 

of sweets and nuts were provided. The sample bras were presented in the same order. 

Additionally, the interviewers and interviewees were always placed in the same way 

to ensure the same setting for all interviews. 

Due to the limited time frame in which the interviews were conducted, the research is 

of cross-sectional nature. The interviews provide a snapshot about the factors 

influencing women at the time of the interview. This might be influenced by the season, 

personal economic situation, society movements or fashion trends and might differ to 

what extent certain characteristics influence this generation in a few years. 

 Sampling Selection 

For the research, appropriate participants needed to be identified. Not all women feel 

comfortable to talk openly about their bra purchasing experience as it is a personal 

activity (Hart & Dewsnap, 2001). Therefore, it was necessary to evaluate first who is 

open for sharing their personal preferences without feeling distressed.  

Saunders et al., (2016) defined between probability and non-probability sampling. In 

this study, non-probability sampling was chosen, specifically a mixture of convenient, 

judgemental and snowball sampling was applied (Babin & Zikmund, 2016). Due to its 

cost efficiency, convenience sampling was used and only students were part of the 

study. Moreover, judgemental sampling was applied due to the sensitivity of the topic 

(Babin & Zikmund, 2016). The participants needed to feel comfortable to talk about 

bra purchasing, hence it was important to interview talkative and extrovert people as 

they usually do not have a problem to talk about personal issues. Beforehand, it was 

judged whether the interviewees would want to reveal information about their personal 

experiences in the interview. Furthermore, snowball sampling was used as after the 
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interviews, participants were asked whether they know other people interested to 

participate in the study. 

All participants, which were interviewed in the study were in normal health, not 

pregnant, not lactating and only one had a breast reduction in the past. Women with 

a variety of bra sized were selected. However, the bra size was self-assessed. 

  Data Analysis 

The analysis of semi-structured in-depth interviews is highly dependent on 

interpretations. Therefore, it was essential for both researchers to be present during 

the interviews. The interviews were recorded and later verbatim transcribed. Online 

software was used to support this process, and to slow down the speed of the audio 

recording.  

Afterwards, the transcripts were coded with the analysing software NVIVO, where 

open coding was applied. For this, already existing terms to this topic were used, 

illustrated in the research framework in chapter 2.4 (a priori) (Saunders et al., 2016). 

Hence, the factors of bra purchasing found in literature beforehand were used as a 

coding structure. The coding aimed to categorise the new data and to develop a theory 

or in this case to adapt an existing theory (Flick, 2009; Saunders et al., 2016).  

Firstly, open coding was applied to structure the transcripted data. In this phase, the 

data was broken down in regard to the research question (Flick, 2009). As the 

interviews were not structured according to the factors found in the literature, but rather 

evolved during the interview, some aspects were named in the beginning of the 

interview and were referred to again in the end. Hence, when a participant talked about 

aesthetics in the beginning and again in the end, in a similar way, these statements 

were put together in order to analyse them the same way.  

Secondly, axial coding was undertaken. In each of the developed categories 

subcategories were found, which played a crucial role in the consideration when bra 

purchasing (Flick, 2009). For example, in comfort, the subcategory generic comfort 

was important as well as the bra fit, which in the end influenced the main category of 

comfort. These subcategories were developed during axial coding. 
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Lastly, during the selective coding phase, the categories were weighted, and the most 

important aspects were found. Here the interpretation played an essential role in order 

to assess, which considerations are the most important ones for Generation Y women 

(Flick, 2009). Furthermore, relationships between the categories were established and 

a new theory was developed, which is further described in the findings, discussion and 

conclusion chapter. 

 Quality Assessment 

Researchers have to focus on the quality of their research. Reliability and validity are 

used to judge quantitative research studies in regard to the quality. However, some 

authors suggested, that qualitative studies should be evaluated by different criteria as 

in quantitative studies no instruments are used which establish metrics about validity 

and reliability. Lincoln and Guba (1985) recommend using alternative criteria for 

qualitative research studies, such as trustworthiness. The aspects of trustworthiness 

are made up by four criteria, which are equivalent to the ones used in quantitative 

studies (Bryman, 2012): 

Credibility; which can be compared with the internal validity used in quantitative 

research. Credibility is about to what extend the analysis represents the truth of the 

findings and the phenomena. In this research, credibility is increased by having two 

researchers always overlooking the whole research process. Therewith, the influence 

of one is decreased and subjective decisions are decreased. The extensive use of 

literature with contrary viewpoints lead to a research framework based on thoroughly 

discussed concepts resulting in an increased credibility of the research. Therewith, not 

only one view of the phenomena is taken but rather a more objective approach to the 

research topic. 

Transferability describes whether the research outcome can be generalised. This has 

been tried to be established by gathering in-depth material on what might influence 

the participants and the extensive description of how the research was done. This 

could be used and transfer to other, similar cohorts and situations (Lincoln & Guba, 

1985). 

Dependability equals reliability and should ensure, that the same research, in the 

same situation should lead to same results. Therefore, complete records are kept of 
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the researched material and a detailed explanation of the research process is given 

as well as the factors, which might have influenced participants are described. Hence, 

all the audio files as well as the transcripts of the interviews are kept. Discussed items 

have been placed in a retrievable document if required. This allows to follow the whole 

process of conducted research, as well as following different thought patterns. 

Confirmability can be paralleled with objectivity. This criterion is difficult to establish in 

social research. However, due to the fact, that all phases during the research 

processes were discussed by two researchers, confirmability is increased. In addition, 

the line of thoughts and argumentations can be found in the research report as there 

is extensive reasoning in the methodology. Further, in Appendix 2 a comprehensive 

table can be found, which summarised literature findings related to own findings. 

Therewith, the argumentation for the analysis can be followed up easily.   

 Ethical Consideration 

Research ethics play a significant role when working with humans as the subject of 

research. Three main principles for human subject protections have been identified as 

full disclosure, confidentiality and voluntary (DePoy & Gitlin, 2005). Disclosure and 

confidentiality have been ensured by disclosing the purpose of the research, as well 

as stating the confidentiality of the research, which includes conducting the research 

in a room without any other observers than the researchers and the participant. 

Further, the anonymity of the participants has been ensured by removing the names 

within the profiling section. All participants agreed to voluntarily participate in the study, 

which means they could have withdrawn at any point during the interview as well as 

refused to answer any of the questions. Additionally, no compensation has been 

offered by any of the researchers. The objectivity of the researchers has been 

increased by having two researchers present during the interview and all the data 

collected has been included and is part of this report (Babin & Zikmund, 2016). The 

objectivity is essential for the research that no misrepresentation of the data collected 

exists, otherwise it could distort the conclusions as well as the provided 

recommendations of this current study (Saunders et al., 2016). 
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  Methodological Limitations 

To provide a full picture of this study, it is important to mention the limitations of the 

methodology and therefore of this study. 

Firstly, interviews are characterised by the direct contact of interviewer and 

interviewee. This results in several advantages as argued earlier in this chapter. 

However, it contains the risk, that the researchers may influence the participants due 

to the way questions are answered or due to subconscious reactions (Babin & 

Zikmund, 2016).  

Secondly, the analysis of the interview data and therewith, the results of this study 

depend on the researcher’s interpretation (Babin & Zikmund, 2016). However, 

subjectivity was reduced as both researchers were present in the interview and 

interpreted all interviews together. Therefore, no outcome was a subjective opinion of 

one person. 

Thirdly, due to the chosen sampling methods, the candidates were assessed by the 

researchers before the interview, in order to make sure they feel comfortable talking 

about personal aspects while bra shopping. This may have resulted in only having 

extrovert and talkative interviewees, which affects the results. 

Fourthly, qualitative methods are difficult to generalise to a whole group of people due 

to the low number in participants (Babin & Zikmund, 2016). In this study, 18 people 

were interviewed. However, it cannot be assumed that the whole Generation Y is 

reflected in the results. 
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4. Findings 

 

In this section the outcomes of the interviews are presented as well as an analysis of 

the results. To follow the outcomes and the interpretations, Appendix 2 gives an 

overview of the main statements concerning each influential factor and the connected 

literature. In Appendix 3 a profile for each participant is given. This provides a 

background of the participants and a connection between quotes, opinions and other 

circumstances can be established. Furthermore, Appendix 4 provides an overview of 

the sample bras which have been used for this study. 

 

Overall, seven relevant factors concerning the purchase decision of female Generation 

Y regarding the high-involvement product everyday bras have been identified through 

the data analysis. Additionally, one factor was found not to be directly considered by 

the target group. The category comfort (number of coding references Σ= 221) has 

been interpreted to be the most important aspect for participants when purchasing 

bras. Followed by aesthetics (Σ= 267), practicalities of bra purchase (Σ= 94), 

psychological aspects (Σ= 81), support (Σ= 52), psychosocial influences (Σ= 21) and 

physiological (Σ= 4). These factors will be further elaborated on in the coming 

chapters.  

Although, the number of coding represents a reference to the respective category, the 

significance of the factors is based on the content of the statements and how 

participants evaluated different factors within their statements. 

This leads to the paradox, that even though aesthetics was mentioned most often 

during interview, participants made clear, that comfort is more important to them. Often 

women showed their favourite everyday bra in the interview, saying it is not the most 

beautiful bra, but they value its comfort. Further, they highlighted that they bought or 

at least wanted to buy the same product again, because they knew it would be the 

most comfortable bra and fitting best to their body shape. 

“Buying a bra is not that much about how it looks, when it comes to everyday bras, 

but rather how it feels and fits.” P14 
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Women still talk more about the aesthetics of the bra because the appearance of a 

bra is more attainable. On the one hand, this aspect can be better shown and 

described than any of the other influencing factors, such as comfort or support for 

example, as both of these are perceived internally. On the other hand, aesthetics of a 

bra is the initial factor catching their attention when entering a store. They first look at 

the bra and evaluate the aesthetics. Only then, they evaluate the other aspects.  

Interviewed women made clear, that they look for a comfortable bra, which they 

consider pretty as well. They would not buy a bra, which is solely comfortable, but they 

consider beautiful. This was especially noticeable when participants were asked about 

their favourite everyday bra, which they brought to the interview, or talked about 

aspects of the samples: 

“It is a bit old right now, but I think it is very comfortable and I think it is very pretty.” 

P6 

 

“I think it looks comfortable, but I think it is ugly. [...] I would not buy it [M5].” P2 

 

Besides, the mostly mentioned factors comfort and aesthetics, practicalities of bra 

purchase have a high influence on the purchasing behaviour. Women stated, that they 

go to shops which are located in their proximity and evaluate the price when 

purchasing bras. Additionally, psychological aspects impact women's purchase 

decisions. All participants agreed on, that wearing a bra can affect the self-confidence 

of a women, which therefore plays a significant role when purchasing a new bra, as 

the consumer imagines themselves in the situation wearing the bra. Moreover, women 

indicate that in most situations they like to get assistance in stores. However, when it 

comes to being fitted for the perfect bra size, opinions differ. 

Next, the supportive aspect of a bra influences the decision-making process. 

Especially females with a larger bust emphasis this aspect, nonetheless women with 

a smaller bust likewise acknowledge, that support by a bra must be ensured.  

Most participants named that they wear a bra because they were taught by society in 

early adulthood to do so. This is one of the first steps for a girl to become a woman 

and be seen as professional and grown up. These views are represented in the 

psychosocial aspects.  
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Lastly, physiological aspects influence few participants. Whereas most participants did 

not name any physiological issues while bra shopping, three participants mentioned 

the relevance of it. These women highlighted, that their bra certainly can impact their 

physiological well-being in a positive as well as a negative way. 

For the participants it was extremely important to combine different aspects and to 

satisfy all their individual needs hence, they do not want to compromise in their 

purchasing decision. In the following chapters these aspects are analysed in more 

detail, each with the subcategories which evolved during the research. The order of 

the subcategories is based on the emphasize the participants put on each of it. Further, 

the impact of each of the categories is based on the statement quality which is 

examined in the discussion of this thesis. 

 Comfort 

Comfort seems to be most important to participants due to the impact this factor has 

on women in their everyday life. The dimension of comfort is divided in generic comfort 

(Σ= 114), underwire (Σ= 42), fabric (Σ= 40), bra fit (Σ= 36) and shoulder strap (Σ= 28). 

Each of the subcategories will be dealt with in more detail in this chapter.  

4.1.1. Generic Comfort 

All participants bring up the generic comfort of bras and the importance of a 

comfortable bra. Often, they did not mention a specific feature of comfort, but comfort 

in general and how vital it is. The women emphasised, that particularly in everyday 

bras, they look for generic comfort in the product. 

“Well number one it needs to be comfortable.” P16 

 

“[...] especially not for an everyday bra; where comfort just is key. “P7 

 

When asked about why the participants feel like the bra is comfortable or what they 

connect with generic comfort of a bra, the feeling of not wearing a bra was mentioned. 

The factor that a bra should feel like no bra seems to be important, hence they value 

their personal comfort during daily activities. The bra should provide them with a 

natural and feminine feeling, and the present society supports this with declaring styles 
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such as the hourglass figure as unhealthy and not desirable. The hourglass figure was 

fashionable in the mid and late 19th century and was achieved with wearing an 

uncomfortable tightening corset. This is completely different to the society nowadays, 

which is highlighted with the following statements. 

“This one I feel free; I feel like I do not have any bra.” P1  

[pointing on their own favourite everyday bra] 

 

“So that is the main reason why I use them and why I bought them because it does 

not feel that I am wearing to much of a bra.” P4 [their own favourite everyday bra] 

 

Women seem to be encouraged to wear clothing which suits their individual needs 

and support them in their personal feeling. Consequently, women reflect on their 

desire to express themselves through fashion and are reassured in wearing what they 

feel most comfortable in. 

Further, it can be noticed, that personal characteristics impact their purchase decision 

especially when considering comfort. This can be illustrated by the example of a 

bralette, which is a soft crop top (Bralette, 2019). Often participants said they like the 

idea of a comfortable bra, which is why they wear bralettes. Participants argued, that 

they find bralettes more comfortable and that is why they started wearing them. 

However, other women stated, that they do not like this type of bra as they feel more 

comfortable with more support and form of the bra. The preference of participants to 

follow or not to follow the trend of a bralette cannot be connected with the breast size 

as women of all cup sizes indicated they like bralettes. Hence, it can be seen, that 

Generation Y women are highly empowered to make up their own opinion and decide 

in what they feel most comfortable in.  

To summarise, participants pay close attention to the generic comfort of a bra and 

argue this is the most essential factor for everyday bras. A free feeling when wearing 

a bra as well as not to recognise a bra at all seems to be a crucial feature and shows 

a change in society’s perception.  
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4.1.2. Underwire 

Another aspect in regard to a comfortable bra is underwires. Even though participants 

associate underwires with comfort, the perception of underwires differentiate between 

the participants. Some participants argued, that wired bras are more comfortable as 

they give more support to their bust. These women agreed, that a wire within a bra is 

very comfortable and allows for the required support, which impacts their comfort of 

being feminine.  

“I do like wires; I have never tried a bra without a wire. [...] for me the grey one [own 

favourite everyday bra] is actually quite comfortable, and with wires, I just feel a bit 

more feminine.” P10 

 

Contrary, participants stated, that they like everyday bras without underwires as they 

feel freed and comfortable without the wire. These women do not argue that femininity 

is connected to unwired bras. Therefore, no common pattern can be established 

between the underwire and femininity. However, women preferring non-wired bras 

emphasised that this aspect influences their body perception and therefore the self-

esteem.  

“I like this one because there are no hard parts in, underwires. And it is just 

comfortable for wearing it every day.” P8 

 

The participants were aware, that different opinions in regard to this topic exists. 

However, they made up their own mind and decided whether they like underwired bras 

or not. Often, they mentioned, this is just a personal opinion and they know, that other 

members of Generation Y see this differently. This shows a high awareness for 

diversity because of the acceptance of different opinions. Moreover, some participants 

argued that they are not totally against underwired bras, but they put extensive 

consideration into the material and the fitting of the bra.  

4.1.3. Fabric 

Participants connect the fabric of an everyday bra with comfort. They mentioned, that 

they are looking for soft fabric, which does not scratch or itch. Often, they did not name 

a specific material, but rather criteria the bra fabric needs to meet. 
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“I mean, it's on your skin [fabric], so it shouldn't irritate or shouldn't be electric or 

something if you sweat and because for all of these plastics or like, they kind of feel 

weird when we start sweating ...” P15 

 

For example, participants were worried, if lace is used in the bra and directly touches 

the skin, that it will start to itch or irritate the skin. The awareness for this aspect 

evolved from earlier experiences where participants had lacy bras which were not soft. 

Due to this, they now pay close attention that there is a layer between the skin and 

lace. 

“The fact that you do not have direct contact of the skin with the lace, it is really soft 

and very comfortable to wear” P13 

 

Furthermore, women stated the importance of long-lasting material used in the bra. 

They are often worried, that it weakens after wearing and washing the bra a few times. 

Therefore, they check the quality of the fabric and estimate how it changes over time. 

For assessing the material, the participants mainly rely on their internal feeling and 

previous experiences with similar products.  

“Especially with the grey one, I have had that one for 3 years and it has been super 

good, even like the fabric, it hasn't changed a lot.” P10 

 

If women found a good bra after an extensive search, which suits their individual 

needs, they want the bra to last since they do not want to go through the complex 

process of deciding again. Most of the bras brought to the interviews by the 

participants were not new, but the women valued the reliability and durable materials.  

4.1.4. Bra Fit 

For bra fit two different aspects need to be taken into account. Firstly, women connect 

comfort with a good fitting bra. The participants would rather spend more time on 

looking for a bra than buying a not perfectly fitting product, as they do not want to 

compromise in regard to a high-involvement product. 

“They are both really comfortable and sit well and that is why I use them.” P2 
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“The most important aspect is that it fits.” P9 

 

Secondly, the difficulty to find the right bra size was emphasised by participants. This 

is highly connected to the inconsistency of sizes between brands and models. For the 

participants it is extremely important to have a good fitting bra as they connect it 

directly with the comfort of a bra. However, finding this bra is immensely challenging 

as participants feel, that different brands and stores have different sizes, which makes 

the search for the perfect bra more complicated and time consuming.  

“It is from the same store; it is the same size and same model but the black one is a 

bit tighter.” P5 

 

“Always I'm you know like fighting with the size because, it can be a huge difference 

even in the same store and I can use two different sizes” P11 

 

The participants grew up in a wealthy society, thinking they are outstanding and can 

achieve everything. This combined with the fact, that bras are considered as a high-

involvement product and the interviewees indicating they always drive for the best 

offer, shows they put effort into the purchase to find the perfect bra. The inconsistency 

of size causes frustration among the participants, because it makes the complex 

process of bra purchasing even more challenging. 

4.1.5. Shoulder Straps 

Shoulder straps are an important factor for participants in regard to the comfort of bras. 

The size of the straps is one criterion. On the one hand, some participants argued, 

that bigger straps are more comfortable, on the other hand participants said, that big 

shoulder straps are uncomfortable. It has been noticed, that the individual body 

physique and preference play a significant role, as women with bigger breasts tended 

to like bigger shoulder straps. However, women agreed on straps generally need to 

be soft fabric and that they should not scratch, no matter what size they are. 

“The straps are too thick, they do not look comfy at all, like if you make movements 

with you shoulder, they are going to be like scratchy every time. This is not good at 

all. I would say that it is very uncomfortable [M4].” P1 
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Besides, it is agreed on by participants, that the shoulder straps should be adjustable. 

This is closely related to the bra fit, discussed earlier in this chapter. The feature of 

adjustable shoulder straps is a way to make the bra fit better on the individual breast 

sizes, which participants do not want to miss. This shows, that participants value the 

customizability of a product, which allows for adjustments to fit their body. Further, it 

allows them to extend the lifetime of a bra, as they elasticity of a shoulder strap will 

weaken, therefore, if it is adjustable it will allow to increase the comfort after a period 

of time. 

“Probably it is really good to adjust the straps, which means it would be a good fit.” 

P13 

 

Generally, participants were of the opinion, that shoulder straps need to be 

comfortable in order to wear the bra everyday. They should be made of soft material 

and should not itch or scratch. Adjustable bra straps are favoured by the participants 

to adapt the straps to individual needs. However, personal preferences influence the 

buying process as well. Some participants prefer bigger straps, whereas others 

argued, that thinner straps are more comfortable. This perception might be related to 

the size of the participants’ breasts as thicker straps are generally connected with 

more support, which was mentioned by several participants. Hence, it might be, that 

women with bigger breasts look for more support and thicker shoulder straps. 

When it comes to shoulder straps, comfort is not the only aspect participants look for. 

Women argued, that the shoulder straps of the samples M2 and M4 look really 

comfortable, but they still would not buy it due to their unpleasant appearance 

generally and under clothes. The aspect of aesthetics and shoulder straps will be 

therefore analysed in detail in the aesthetics chapter. 

  Aesthetics 

The dimension of aesthetics seems to be the second most important factor in bra 

purchasing and is divided in colour (Σ= 104), lace (Σ= 53), attractiveness of bra (Σ= 

52), appearance in clothes (Σ= 48), figure (Σ= 47), shape (Σ= 41) and shoulder straps 

(Σ= 30). Each of the subcategories will be dealt with in more detail in this chapter.  
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4.2.1. Colour 

Every participant mentioned the importance of colour affecting their purchase decision. 

The colour of a bra may influence the purchase decision, as well as it has a positive / 

negative effect of the aesthetic of a bra. It is the most noticeable aspect of a bra and, 

when in a store, the most attention catching aspect. 

“Yes, I think the colour is most important. Just like when looking around.” P3 

Participants indicate their personal preference of different colours affecting their 

purchase decision. This shows a confidence of self-expression, as they demonstrate 

their uniqueness by differentiating themselves by wearing certain colours. Women 

might want to wear obvious colours, which they would wear for their garments as well. 

However, most participants stay away from very vibrant colours which would overtake 

the appearance of their outer apparel. To vibrant colours are usually associated with 

women aged below 20 and are valued as not appropriate for the participants. Because 

they are not seen as professional and grown up. Further, women limit their purchase 

option by favouring certain colours.  

 “I do not really like nude; I think it is very bad for my body itself and I do not like to 

see that. In other people, who are wearing nude, I do not like it. I think it is like the 

worst thing you can do for your body is to wear nude sometimes.” P1 

Thus, colour is an important aspect for women of Generation Y. However, several 

participants indicate to have a basic selection of different coloured bras, which are 

black, white or nude. Furthermore, they might have colours they feel themselves 

drawn to and state them as their favourite colours.  

4.2.2. Lace 

Lace is the material which is either covering the cups of the bra or the entire bra is 

made out of. Participants mention different preferences for laces, as it can range from 

being a pretty bra because of the lace to avoiding wearing lace because of discomfort. 

“I really like it because it has a lot of lace on it. And I think it's also quite a pretty bra.” 

P15 
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“I just think that laces can quite easily scratch you, but as long as there is a layer in 

between it is okay. So, it cannot scratch me or my skin.” P7 

 

Lace influences the decision on what bra to wear in combination with clothing, and 

therefore has a strong impact on the purchase behaviour when looking for a new 

everyday bra. Different participants stated, that sometimes they do not wear lacy bras, 

because one can see the lace underneath the clothing and that especially for everyday 

usage it is important to just own plain bras to wear underneath T-shirts or blouses, 

which might have a snug fit on their body. However, other interviewees argued, that 

lacy bras avoid showing the nipple through the clothes and several participants 

mentioned they certainly do not want their nipples to be shown. This can be related to 

the psychosocial aspects as society is not used to, that nipples of women can be seen 

through clothing. Some interviewees argued, that lace helps to cover up the nipples. 

“I like when it is more lace on them actually because even if they are unpadded, I 

believe when they have lace, your nipples do not show that much as when it is just 

the fabric. Because I do not want them to show too much.” P6 

 

“But at the same time with the laces on top of the bra I would probably not wear it 

underneath just a t-shirt, because it will just show.” P7 

 

The opinions and desire of lace ranges and therefore, there is no generic answer and 

the preference depends on the circumstances when the everyday bra will be worn in 

combination with the clothing on top of it. There is a pattern, that participants indicate 

lace as an importance influence in their purchase decision. However, whether they 

prefer lacy bras or not is highly depend on their personal preferences and their usage 

of it for their self-expression. 

4.2.3. Attractiveness of bra 

This category deals with the general attractiveness of a bra, which can be influenced 

by the design, the combination of colours, other material as well as the added 

accessories onto a bra or the missing aspects thereof. 

The evaluation of the attractiveness of a bra is highly personal and the product is 

assessed by individual preferences. Women have access to a wide range of different 



38 
 

bra styles and can make up their mind what suits them best. It is used for underlying 

their personality and a way of self-expression. Patterns in the behaviour of participants 

could be found as the participants state they rather want a simple bra when it comes 

to the design. They want less additional accessories on the product and only have one 

colour without a striking design. This aligns with the common and often used statement 

“Less is more.” by Robert Browning and often associated with Ludwig Mies Van Der 

Rohe. 

“It got my attention, because it is very clean, it fits very well. I can remember it was 

on this wall, colourful ones, childish ones and then that one. Which was a little bit 

normal, for that trendy brand. “P12 

 

“[...]normally go for pretty simple stuff. I don't want stuff that kind of have like, I know 

that some of them have like diamonds or stuff like that might like stick out or have 

like, you know, so I'll just go for something simple that I think it looks like my size. 

Not too colourful. [...]. And yeah, from then on, once a design stands out to me.” P17 

 

Hence, participants assess everyday bras, which have a simple design as more 

attractive. However, the overall attractiveness or the lack of thereof, has been noticed 

when asking for opinions about the sample bras. Some of the sample bras and their 

brands target an older audience, which was immediately noticed by the participants, 

as they could not identify themselves with wearing such bras because of the missing 

attractiveness. 

4.2.4. Appearance in clothes 

This section deals with the fitting and the presentation of a bra underneath clothing. 

Generally, participants stated, that when they were younger, they did not want the bra 

to be seen underneath clothing. However, this changed slightly for them over the 

years. Many interviewees argued, that they prefer a more discreet bra under clothing, 

but they do not mind if it shows a bit. This can be related to the participant’s self-

confidence as they grew up knowing, that wearing a bra is normal and they stand for 

their decision in what they are wearing. Most participants want the bra to cover up the 

nipples, so they are not seen through their clothing. This seems to be due to society 
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in which the female bust is still a sensitive topic and although women are self-

confident, there are still signs of insecurity in regard to their bust. 

“I think I would just feel uncomfortable if like the nipples show or whatever” P7 

 

“I really don't mind anymore if I have t shirts where you can see my bra. [...] I always 

felt like I don't want to show off like my nipples either. So that's quite important.” P10 

 

Furthermore, participants consider how the bra looks under clothing in general when 

they are bra purchasing. They judge in the store with which garments they can 

combine and wear the bra. Often when they put on the bra in the changing room, they 

put their T-shirt or other clothing over it to see how the clothing looks like with the 

everyday bra and whether it is compatible.  

“First I try it on by itself, like the actual bra and then I will put a T-shirt on top to see if 

it looks good, and to see if it is see through and to see how the shape looks on the 

side and that it doesn't look weird. “P17 

 

Hence, participants agreed on the relevance of the appearance of a bra underneath 

clothing. As either they want to have it shown on purpose and match their clothing, or 

not to show at all. The later seems to be more important to participants. The relevance 

of the appearance in clothing can be explained, that even though underwear is a 

personal topic and only visible to a small audience, the appearance in clothes affects 

their general public appearance and therefore influence their self-expression. Hence, 

participants think through their product purchase and how it will show in their daily 

activities. 

4.2.5. Figure  

The change of the body affects the purchasing behaviour of women. The category of 

figure deals with the willingness of women to change or not change the look of their 

breasts and therefore their overall body figure. Breasts are seen as feminine and 

women are judged by their looks, where breast size plays an important role. Therefore, 

interviewees consider actively whether they want the look of their breasts to change 

and therefore their figure. Most of the participants do not want to change the looks of 
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their breast size and consequently avoid certain types of bras such as strongly padded 

or push up bras.  

“I never buy push ups because I already think that I have pretty big boobs.” P3 

 

“For me that is something that has like details and compliments my body [define nice 

bra]. I kind of have regular size boobs and I think that is kind of nice, so I do not like 

push up bras or bras which make my boobs look bigger, that is just like something 

that has a good design that I like.” P2 

 

Participants, who argue their breasts are smaller were keener on purchasing a push 

up bra. Moreover, some participants stated they find it more comfortable if the bra is 

lightly padded as they express that it better complements the shape of their breast and 

avoids showing the nipples. Hence, the women see it more as a helping product to 

adjust their body rather than completely change their figure. 

“[Talking about the padded bra] It is because I have quite small breasts, so I do not 

really need support so this one is also more like to not see any nipples or anything 

like that. It is just more about that I feel comfortable when I wear something tight.” P4 

 

The self-confidence and the empowerment of femininity is shown by participants 

valuing their beauty in appearing in a natural way. Therefore, they do not want to forge 

their appearance, and change their breast and figure to much. However, most of them 

use bras to add shape to their breast.  

4.2.6. Shape 

This category analysis the different designs of bras and how they can change the 

shape of breasts for fashion reasons. Therefore, it focuses on the shape of the bra 

and, hence, on the influence of the breast shape and the outline of a woman's body. 

Participants often knew which kind of bra shape and bra type is good for their breasts 

and which ones they personally prefer. This is due to earlier experiences, 

recommendations by shopping assistance and especially personal preferences. 

Therein, self-expression of their personality plays a core role.  
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 “The form of the cup should be like perfectly round. I do not like when it is pointy or 

when you can see, the seams for the bra. Or when they create a different shape  

[of the breast].” P14 

 

However, sometimes they would follow trends, or judge based on the general 

appearance of the bra and do not stick to their usual preference. This can lead to 

disappointment in their purchase, as most participants have valued their previous 

experience, and still agree with their preferences. 

“Sometimes I buy it because of the look, then I am disappointed by the shape. Even 

though, I know during the purchase, that it is not the perfect shape for me, but still I 

buy it, because it looks good.” P12 

 

Generally, interviewees are aware of their preferences and have specific expectations 

from certain bra shapes. These are dependent on their body figure, breast shape, their 

personal preference such as forming their breast in a certain way, covering up or 

following current trends, such as purchasing bralettes. 

4.2.7. Shoulder Straps 

The aspect of shoulder straps was already discussed earlier in regard to comfort. 

However, for participants, the aesthetics of the shoulder straps influence their 

purchase behaviour.  

Many participants refer to the relevance of shoulder straps in the appearance and 

would refer to too thick straps as unpleasant in the appearance and therefore, in the 

aesthetics of a bra. Participants argued, that thinner straps are more feminine and look 

better under T-shirts and especially strap tops. The importance of the look of shoulder 

straps might be due to that shoulder straps are easily seen by the public and can be 

related to the self-expression. While, the bra in general is a personal and discreet 

topic, bra straps are often seen in society and can therewith be used as a way to 

express themselves, which seems essential to participants. 

“[T4]. Also, these straps, they are too thick, they should be thinner, because when 

girls wear it, they do not want people to see that and this is like really clearly seen 

from everything, like shirts.” P1 
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“I don't think that it's so nice when they are so thick and then you can see it  

[shoulder straps].” P8 

 

Thus, regarding comfort women often argued, that thick shoulder straps can be 

comfortable. Nevertheless, participants agreed on, that thinner straps are often nicer 

to look at and therewith would prefer it.  

 Practicalities of bra purchase 

The dimension of practicalities of bra purchase is divided in affordability (Σ= 40), 

availability and buying (Σ= 17), importance of good quality (Σ= 16), choice of 

purchasing options (Σ= 13) and range and choice of bras (Σ= 9), which will be dealt 

with in more detail in this chapter.  

4.3.1. Affordability 

The price of the everyday bra influences the purchase behaviour of interviewees. 

Participants are influenced by sales and promotion, which catches their attention while 

bra shopping. This shows a price sensitivity among the participants. However, often 

they stated, that although they are drawn to the sales section, they often cannot detect 

the perfect fitting bra in this area. This leads to the situation, that participants might be 

drawn into the store by the sale section, but do not purchase anything from that section 

and have to move to the normal priced bras to be able to find a model.  

“But I do always look if I [find something on sale] it would be a nice catch you know if 

you find one for cheap but in the end, if you need it then you have to pay full price.“ 

P16  

 

Even though the participants are looking for a good deal, they do not shop in low-

priced stores. They mentioned, when they were younger, they would look for a pretty 

bra, which is mainly inexpensive. However, participants made the experience, that 

often this is connected to bad quality and an uncomfortable product. Consequently, 

they are now willing to spend more money on everyday bras.  
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“I just, I go to like a boutique and they really help you. And they measure and pick 

out things that work for you. And even it's a bit pricier, but I feel like it's better for 

me.” P18 

 

Additionally, some participants named, that they have their budget but if they find a 

bra which suits all their personal criteria perfectly, they would be willing to pay more 

than their allocated budget. Nevertheless, some indicated their preference of their 

favourite shops based on the price level of bras offered. This shows, that they did an 

extensive research for their bra purchases, but when they find the perfect product, 

they are willing to pay more for this product and are likely to go back to the store. 

When looking at the profiling table (Appendix 3) it is noticeable, that the budgets range 

between the participants. Nevertheless, the behaviour of first looking in the sales 

section and then approaching the regular priced bras and therefore the willingness to 

pay more for their perfect bra could be identified in all participants.   

4.3.2. Availability and buying 

Availability is indicating the availability of shops, as well as the different models and 

sizes of bras within the shops. Further, general buying habits and purchasing 

behaviour regarding bras are analysed. It was noticeable that participants go to certain 

shops because they are close by and are easy to be accessed. 

“And it was a store that it was widely available in my region as well. So that was 

easy. And so easy access.” P16  

 

Additionally, the availability of the correct size is a drawback for participants. As 

comfort and in particular bra fit is extremely important to them, they would not buy a 

bra which does not perfectly fit. Hence, when the bra is not available in their size, the 

purchase would not take place.  

“A challenge for me is already finding my size. That is not always available for some 

reason it's most of the time is gone. And with the sale it's even worse. And then 

you're limited to a few bras [...]. “P16 
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When it comes to the general buying behaviour regarding bras, participants named, 

that they repurchase bras only when they are satisfied with them. Thus, they would 

buy one bra, try it out in their everyday activities and would go back to repurchase the 

same model, even though often in another colour. This is because they feel a high risk 

in purchasing an everyday bra as they can only evaluate it probably after wearing and 

washing it a few times. Furthermore, when the participants take the time to collect 

information about bras, some of them tend to purchase several, as they would not 

want to go through the whole purchasing process again in the near future. 

“I would buy the same ones and I also have gone to Change and bought a different 

but similar, so I know what fits. [...] It does not have to be but usually if I take the time 

to go bra shopping, I take more than one.” P5 

 

Hence, in the buying behaviour of the participants, one can see, that it is a high-

involvement and high-risk product as they consider what to buy and take their time for 

deciding. They evaluate previous decisions and would repurchase bras which they 

experienced as satisfying. Furthermore, the availability of stores and available bra 

sizes influences whether a purchase is taken or not.   

4.3.3. Importance of good quality 

Participants consider quality when purchasing bras, even though it is not always the 

best quality they purchase. They evaluate other aspects such as comfort, aesthetics 

and price as more important and are aware, that due to this the quality is not always 

the best. However, within the factor of quality, participants show behaviour, that 

indicate a compromise. Most participants do not aim for the highest quality in their bra, 

but it should still be satisfying their personal need regarding quality. The participants 

evaluate quality against price. Hence, they seem to be willing to accept a lower quality 

if the price is lower as well. However, participants are sensitive towards the price-

performance ratio and they do not accept to pay more than a product is worth. They 

highly evaluate and collect extensive amounts of information about the product and 

then decide which one to take. This was extremely noticeable in the regard to good 

quality. 
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“I mean yes [is the quality of the bra important to you?], because even though I want 

it to be cheap, I still go to Lindex I do not go to like H&M. So, this is the step I have 

made in the recent years to be like okay, because they have better brands at Lindex, 

it is not just their own staff it is actually bra brands.” P3 

 

Next to good quality participants stated, that they consider ethical principles when 

purchasing and therefore avoiding stores with unethical and low-quality products.  

 

“I know I'm super terrible. I'm always the one to say it but this is Primark the black 

one, I hate it. That's where I would never buy there again.” P9 

 

Besides, all participants were students which affect the evaluation of the price-

performance ratio as several women stated, that once they will start working and have 

a higher budget in general, they would consider buying higher quality bras.  

Nevertheless, the evaluation of good quality when purchasing bras is a core aspect 

and should not be underestimated, even though participants do not always turn to the 

product with the highest quality but rather to the product with the best price-

performance ratio for their personal needs.  

4.3.4. Choice of purchasing options 

The choice of purchasing options examines in which facilities women purchase their 

bras. Firstly, a big distinction needs to be made between online shopping and in-store 

purchasing. All participants argued, that they prefer in-store shopping, especially for 

bras. Some participants indicated they first search online, but then would go to the 

store to look at it and assess the bra. They highlight the need to touch bras, feel them 

and try them on before purchasing. Participants use the internet to inform themselves 

about products, which underlines their technical affinity, further they first want to collect 

information about products and alternatives before deciding and purchasing one. 

Nevertheless, the experiences one can get in-store are still valued higher than the 

advantages of online shops, at least for everyday bras.   

“Because I want to feel and try them and that is really important to me. It has to be 

comfortable and I want to touch them and feel them before I buy them  

[reason for not buying online].” P4  
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Secondly, one can divide types of stores, which are selling bras such as boutiques, 

department stores or special bra shops. Most of the participants do not go into special 

underwear boutiques which might be connected to the willingness to pay more for a 

bra as boutiques are considered as expensive. Whether participants prefer purchasing 

bras in department stores or special bra shops is dependent on personal preferences. 

Some value, that department stores have a lot of different brands and therewith offer 

a variety of choices.  

“I would say that I think I even prefer department stores, where they just have a lot of 

different brands.” P7 

 

However, other argued, that they like the experience in a bra store and they are 

sometimes even overwhelmed by department stores and their choices. 

“Change [special bra shop] and I might check at department stores what they have 

but that is because they have so many different models and brands. At Change that 

is a little bit less, but I think that is enough for me because at the department stores, I 

often feel a bit overwhelmed.” P5 

 

The unique experience participants can get in a bra shop is a characteristic of high-

involvement products, where the shops and brands want the consumer to feel special 

and comfortable during their shopping time. In addition, participants want to evaluate 

their choices extensively, especially when it comes to the high-involvement product 

everyday bra. In department stores the choices are too many, which results in an 

overwhelmed consumer, who is uncomfortable and ends up not buying anything.  

Thus, online shopping is not undertaken by the participants. Further, no general 

answer can be given whether they like department stores as some like them because 

of the variety of offers whereas, others are overwhelmed by these choices and prefer 

bra stores, due to the special experience they get in such. 

4.3.5. Range and Choice of bras 

The aspect of range and choice of bras is closely related to the choice of purchasing 

options as it evaluates the availability of different models of bras. Some participant 

argued, this is the reason why they visit department stores, to have a variety of brands, 
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all kind of styles and different models. Further, they can decide on how much to spend 

on a bra. This might be a good way to evaluate the price-performance ratio of different 

brands and bras, which they generally like to do. 

“I go especially to department stores like Galeria Kaufhof. Because there you have a 

broader assortment, so you can choose between different brands. Further, you can 

also choose between higher and lower price.” P12 

 

Nevertheless, other participants mention, that special bra shops offer an assortment 

which is enough for them. They prefer the regular change of collection and value 

professional assistance and help when purchasing everyday bras in a bra store.  

“Intimissimi [bra shop] just got a good variety in terms of like for younger but also 

older customers. So, I really enjoyed it and they keep changing as well. Like they 

keep really coming out with new ones and new models and really keep expanding as 

well and developing so I would enjoy that.” P10 

Hence, even though some participants prefer to have a wide range of models, brands 

and collections, other prefer a smaller selection as less needs to be evaluated. Further, 

participants often stated, that they like the experience and professional behaviour of 

staff working in a special bra store. 

 Psychological aspects 

The dimension of psychological aspects is divided in shop assistant (Σ= 44), to 

improve self-confidence (Σ= 30), to alter perceptions of one's body (Σ= 21) and being 

fitting (Σ= 16). Each of the subcategories will be dealt with in more detail in this chapter.  

4.4.1. Shop Assistant 

This category deals with the assistance during the purchase decision, especially 

support provided by retail staff. While some participants related this to the fitting rather 

than shop assistance, those two aspects were separated in the findings. Few women 

stated, that they do not like shopping assistants due to different reasons. They either 

do not trust the opinion of the shop assistant or even find it disturbing, others find it 

awkward to be almost naked in front of a stranger. These women agree, that they are 
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the best judge themselves and therefore have a better shopping experience without 

any assistance. This can be related to their self-confidence and their high ability for 

self-expression. 

“I would not trust in that opinion, because I think my own opinion is more important. 

Further, I always have the feeling that people just want to sell something. I am a bit 

careful with assistance opinions. Maybe, because I was disappointed by it, and I took 

some wrong decisions in the past.” P12  

 

However, most participants stated, that they value the shop assistance due to reasons 

such as assistance in getting other bra sizes into the changing room, as well as 

recommendations in regard to the bra fit.  

“When I'm actually trying it in the fitting area you can press this button if you want 

them to help you. And then they're always female which is nice and then they go and 

check if I have the right size for around your waist [...].” P16 

Even though most women appreciate shop assistance, they might have not 

experienced a shop assistant due to the lack of specialization for bras of the store. 

Because of the high emphasis on shopping assistance, one would think, that women 

seek stores with assistance. However, participants indicated they do not expect 

assistance in stores which are not specialized on bras. Hence, participants evaluate 

the possibilities carefully and decide according to price-performance ratio and 

personal preference whether they are willing to pay a higher price for shop assistant. 

As specialized stores, which offer shop assistance carry products of higher quality and 

therefore of higher prices. In these shops, participants are pleased, that the store 

saves their personal information, which improves the shopping experience. This is 

especially valued and highlighted because participants want to make sure the bra fits 

perfectly right away, and they appreciate a good assistance during their shopping 

experience.  

“Almost always [getting assistance] because when I buy, I usually buy a couple of 

bras [...] So usually I explain what I earlier had and hope that they know. And 

Change, they have the card where all my information is stored. So, if I show it, they 

know my size and what I had before, so I do not actually have to remember and that 
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is why I also choose to go to the same store. So, I ask for assistance so that she can 

show me pretty models and then I try them all on before I make a decision.” P5 

 

Although, the opinions differ in this category, it can be said, that shop assistance is 

highly valued by most participants. This is closely related to the difficulties finding the 

correct bra size and they think shop assistance can help them finding the correct fitting 

bra easier. For those women who try to stay away from any assistance, they can easily 

avoid shops which are known for their shopping assistance. 

4.4.2.  To improve self-confidence 

Participants value their self-confidence and certainly want to feel better with their 

everyday bra. Especially, the statement of feeling sexier has been associated with 

improved self-confidence. Participants agreed on, that clothing can give them a good 

feeling, and therefore they feel more self-confident. This is shaped by the general 

awareness to, what you wear is who you are. However, participants did not necessarily 

state, that they feel better because other people can see their pretty bra, it is more 

related to their inner process and that their behaviour changes, when they know that 

they wear something nice underneath their clothing. It boosts their self-esteem and 

their confidence. Further, they feel more confident as they know the bra is supporting 

them in any movement and they can trust the underwear to stay where it should be.  

“I love it because I feel good with it. It is just an internal feeling. I feel good [bralette]. 

“P1 

 

“Well I think it can change a lot for me to be honest because if you wear a bra that is 

super boring or ugly old compared to when you're wearing a bra that you think is 

really nice or sexy even though other people don't see that you're wearing it right 

now. I feel like that could have an impact on how confident I feel on that day. So, I 

think it is important for people to or for women to wear bras that they like.” P16 

 

All participants agreed on, that a bra can improve their body perceptions, while some 

mentioned the opposite effect as well. It certainly can have a negative impact on their 

self-confidence, especially if they are not wearing a bra or wearing the wrong bra in a 

particular situation. 
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4.4.3. To alter perceptions of one's body  

As already raised in connection to improve self-confidence, the wrong bra can further 

alter the perception of a one’s body in a negative way. Especially, when women are 

looking for a bra to improve the shape of their bust.  

“I prefer, natural, beautiful, feminine shape, but sometimes if you put on a bra, then 

your shape is like different. And I feel uncomfortable when it feels unnatural, not 

pushed, sometimes they are broader, or maybe pushed together. That is not me, I 

do not like that.” P12 

 

However, participants further agree on, that they do not like when their body gets 

shaped differently by wearing a bra. They want to keep the shape of their breast the 

same and do not want their body to be changed.  It seems, that participants might be 

more embarrassed to forge their breast size and be discovered to alter their body-

image. This can be related to the pressure of society onto the interviewees to love 

their body and do not change who they are. 

4.4.4. Being fitted  

While shop assistance refers to the assistance overall when buying a bra, being fitted 

is about the process of retail staff measuring the bra size of the customer. All 

participants are aware of the relevance of being fitted and mostly appreciate the value 

of it.  While some notice the change of their behaviour over the years in regards of 

being fitted, they mostly highlight, that in earlier years they felt self-conscious with their 

body and therefore did not feel secure enough to approach someone, who fits them 

properly.  

“I think I did it once, but it wasn't very comfortable, I think it was in a specialized 

store. But I think I might have been too young, so I was not really comfortable with 

my chest. Maybe that is another reason why I was quite uncomfortable. But then I 

feel like, once I knew my size, I didn't need to do it again. As it is more a general 

guideline, I feel like I should do it again, as I feel like it has been a while.” P13 

 

However, now participants value to being fitted, especially when they have a hard time 

to find a bra, which fits them perfectly. They realised, that the shop assistance provides 
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the best support when it comes to finding the right size. Participants realized, that this 

can improve their shopping experience as well as the satisfaction with the product.  

“I just, I have like a hard time finding bras that fit me right. So, I just, I go to like a 

boutique really help you. And they like they measure and they like pick out things 

that are the work for you.” P18 

 

Contrary, a small amount of people does not like to be fitted, as they believe they do 

not require something like this. They stated, that just women with bigger bust need it, 

or they believed, that being measured once is enough to be able to always know their 

size. Therefore, they rather rely on their own opinion and experience than on someone 

else’s.  

  Support 

The dimension of support is divided into giving general support (Σ= 42) and to provide 

uplift (Σ= 8), whereas general support is talked much more about than the function of 

providing uplift. This will be evaluated further in this chapter. 

4.5.1. To give general support  

This category relates to bras providing general support during daily activities, such as 

running to the bus, walking to work or school, or going for a walk with friends. However, 

when participants talked about general support, they made a difference between sport 

activities and daily activities. Whereas all participants highlighted, that they wear a 

sports bra for sport activities, they talked about general support in regard to everyday 

bras and the daily influences such as walking the stairs or running to the bus. In this 

category, the opinions of the participants differ, related to their bust size and to their 

expectations of a bra. While participants with smaller breast stated, that they do not 

require a lot of support, some of them still argued, that support is an important factor, 

also for women with small breast, but maybe does not have a core function. 

“[Talking about the padded bra] It is because I have quite small breasts, so I do not 

really need support so this one is also more like to not see any nipples or anything 

like that. It is just more about that I feel comfortable when I wear something tight.” P4 
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However, especially women with a bigger cup size highlighted the relevance of 

support, as they do want to make sure their breast stays where it is supposed to be. 

Further, they stated, that it is uncomfortable if their breasts are moving to much 

because of the lack in support.  

“So, I chose this one because it is soft. I like it when it is big on the shoulders [strap]. 

Because as I said, I have quite a big cup, so I feel like I need the support more than 

anything else.” P6 

 

Participants highlighted the relevance of support in connection with other factors such 

as comfort, as they agreed, that if they require support it impacts how comfortable a 

bra is and how comfortable they feel with it. 

4.5.2. To provide uplift  

A bra can not only support the breast in their current state but improve or even further 

uplift the breast with padding and push up elements. However, participants agreed, 

they do not enjoy wearing too much of a push up. Hence, they stated, they might not 

even require any uplift, because their breasts are nicely shaped even without a bra. 

Although, they agreed, that for certain situations it is nice to have some push up, and 

therefore the breasts are shaped nicer. 

“People would not know if I wear a bra or not, but I think sometimes, it is nicer, when 

it is pushed up.” P12 

 

Overall, interviewees were aware, that breasts which are pushed up might look nicer 

in their appearance, participants feel fake when they alter their body in a way which is 

not natural. This, again, highlights that they value the natural and simplicity of bras.  

  Psychosocial 

This dimension deals with the psychosocial aspect (Σ= 21) of wearing a bra, which 

therefore influences the purchase decision of the participants. Participants body image 

is highly influenced by their breasts, and the shape and size of thereof. This can also 

have negative effects and can cause problems with their self-confidence, self-esteem, 

as well as with their self-image. Participants stated, they are buying bras because of 



53 
 

social pressure, as friends and women around them would wear them. Therefore, they 

realised the need to do the same. Sometimes, they even agreed, that they are unsure, 

on why they have started to wear a bra, because their breast size and shape would 

not require one.  

“I think I just started wearing a bra because everybody did it. And I just feel more 

comfortable wearing a bra. Because I think that your breasts are looking much better 

than without.” P8 

 

Contrary, participants confirmed, that they even might judge other women if they are 

not wearing a bra, as it is obvious to them. Although they highlight the fact, that it still 

looks decent for women to not wear a bra, it was sensed, that participants still see it 

as a strong move if someone is not wearing a bra.  

“Because there's too much moving movements then [when I do not wear a bra] [...] 

and I've seen women, who are not wearing any bras. And some seem really nice, but 

I don't feel like me then, I'm just not comfortable, [...] the reason for that is that I think 

my boobs are too big for this and I don't like the shape of it.” P16 

 

Despite that there are different opinions on why women should wear a bra or if they 

even should wear a bra, women purchase bras not just for their own desires. However, 

participants stated social reasons for wearing a bra, such as impressing someone, or 

to fit into society by not raising unwanted attention by other people.  

 Physiological 

The dimension of physiological deals with the physiological aspect (Σ= 4) of wearing 

a bra, which influences the purchase decision. Most participants do not directly think 

about physiological aspects in regard to their health or physiological changes, but they 

are aware, that all breasts are different and have individual needs due to physiological 

conditions. However, only three participants mentioned they consider physiological 

influences of the bra when they are going through their purchase decision. 

One participant named, that her body changes within the hormone cycle. Due to that, 

certain types of bras fit better than others when she is on her period. Therefore, she 

requires different bras. 



54 
 

“This is very comfortable [bralette] but this is like the nicest to have. Sometimes it 

also has enough support but then sometimes during the period it is also a bit 

different. So, then I like to have something like this [the pink bra].” P5 

 

The other two participants named the effect of bras on the back and the physiological 

issues related to that. This is because they experienced such issues and want to avoid 

it in future purchases. 

“Is getting more support here this one it's better work with if you have some issues 

with your back or something.” P15 

 

“And this girl helped me out [...]I told her that I had I had like I have a lot of back pain. 

Because I have like bigger chest, I guess. So, she just told me that it was 

comfortable, and I should try it. [...] But also because if you have a bigger chest, then 

if you don't wear a bra, there's not a lot of support and you just get back pain.” P18 

 

However, most participants did not mention the physiological influences of bras, which 

shows, that they are not affected by it. Two of the three participants mentioning 

physiological factors have a cup size D or E, which is larger than most of the other 

interviewees. Due to this, these participants deal more with the consequences of large 

breasts, which often result in physiological issues. The other participant, who mentions 

this criterion, seems highly aware of the physique of a woman's body and especially 

her own, which raises awareness for physiological problems. Generally, it can be 

seen, that most participants do not take physiological aspects into account when bra 

purchasing. This can be related to their young age and good health. Nevertheless, 

some participants still take it into account when purchasing everyday bras. 
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5. Discussion 

 

The discussion chapter of the thesis critically examines the research findings in the 

light of previous outlined literature. It is shown which literature is supported by the 

findings and discusses new results.   

 

This study describes, how Generation Y integrates the perceived influential factors in 

their purchasing decision of the high-involvement product everyday bra. The complex 

setting of the high-involvement product everyday bra has been confirmed by previous 

literature and this current study (Brown & Gurhan-Canli, 2007; Hart & Dewsnap, 2001; 

Kotler et al., 2013).  

The complex decision process of Generation Y women is implied in their shopping 

behaviour when choosing to purchase in a specialty store as they value the 

experience. Most of the women who shop in lingerie stores take their time and enjoy 

shopping for bras. This aligns with Bakewell and Mitchell (2003) findings, that half of 

the Generation Y female shoppers see shopping as a leisure activity. Contrary, the 

view of the other 50% is supported by this study as well, because participants rather 

go to a clothing retailer and see bra shopping as a chore. Further, the shopping 

experience is influenced by the involvement the consumer puts into the purchasing 

decision (O’Cass, 2004). Therefore, it can be said, that consumers who buy in a 

lingerie store, see everyday bra shopping as a high-involvement process. This is due 

the time and thought they put into the whole process and the experience they seek 

when shopping (Hart & Dewsnap, 2001; Mcghee & Steele, 2011; Wood et al., 2008).  

Further characteristics have been found for everyday bra as a high-involvement 

product, as women indicate, that they bulk buy or repurchase products they are 

satisfied with, which supports Hart and Dewsnap (2001) findings. Generation Y 

females indicate, if they found their favourite style, such as a bralette, triangle or 

balcony, they barely ever purchase other styles. Hence, why women show signs of 

dissatisfaction if the product they want to repurchase is not available anymore. These 

aspects show the complexity and the high-involvement nature of everyday bras.  
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Generation Y women prefer to shop by themselves to be able to take their time and 

evaluate their options in a timely manner without any pressure. This is due their higher 

affinity for fashion compared to other generations (Bakewell & Mitchell, 2003; Parment, 

2013). Especially those, who see bra shopping as a leisure activity, put higher 

emphasize in the purchase process, which has an impact on where they prefer to 

purchase everyday bras as they are evaluating their choice of purchasing options. 

Further, findings have been revealed with the analysis of the perceived influential 

factors while bra purchasing. While Risisu et al. (2012), have already researched those 

factors within the generation of Baby Boomers, this present study investigates them in 

the cohort of Generation Y. Whereas most of the factors align with the previous 

research, certain adjustments have been made to fully suit the considerations of 

Generation Y. Differences have been seen on how those factors are integrated in the 

purchase decision in comparison of Generation Y and Baby Boomers.  

While Generation Y emphasis the comfort of everyday bras, Baby Boomers highlight 

aesthetics as the most important factor (Risius et al., 2012). Although, Generation Y 

talks about aesthetics the most, it is not leading to a purchase if the comfort is not 

right. Generation Y indicates, that their favourite bra might not be the nicest anymore, 

however, comfort wise it is the best they own and therefore, prefer to wear it everyday. 

The findings of this study align with Greggianin et al. (2018), as a woman’s favourite 

bra is not necessarily the one, they find most beautiful, however aesthetics is a key 

variable to attract them. The high self-confidence of Generation Y might support them 

in their confidence of wearing their favourite everyday bra, regardless of its present 

condition.  

This aligns with the integrated consideration of the aspect of aesthetics. The element 

of colour is highly considered during the purchase of bras by Generation Y. Bucic et 

al. (2012) highlighted, that this generation values their self-expression, especially 

through clothing. Colour, the most prominent aspect for society, can play a significant 

role in their self-expression. Further, the important consideration of the appearance of 

bras underneath clothing highlights the characteristics of Generation Y and support 

the findings of previous literature of the significance of self-expression of this 

generation (Bucic et al., 2012, Tapscott, 1998, Young & Hinesly, 2012). Moreover, the 

appearance of bras underneath clothing is closely related to the consciousness for 
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social issues, the awareness of equality, and the presence of feminism. Generation Y 

women do not take too much into account how they are perceived by their environment 

based on their choice of bras (Boone, 2016; Bucic et al., 2012; Sheahan, 2005).  

Besides adjusting the priorities of the perceived influential factors compared to Baby 

Boomers, the framework has been modified to better suit Generation Y. Thus, this 

present research has extended the framework of Risius et al., (2012), with an 

additional subcategory in aesthetics, shoulder straps. While Generation Y indicates 

shoulder straps as highly comfortable when they are bigger. Further, they think thicker 

shoulder straps are not as attractive, and therefore they are retaining from purchasing 

such products. Previous literature suggests that Generation Y wants to appear sleek, 

which supports the findings of this study (Bucic et al., 2012; Tapscott, 1998; Young & 

Hinesly, 2012). Although, Generation Y is aware of the comfort of shoulder straps, 

they differentiate the benefits of comfort and the results of the appearance of shoulder 

straps. Therefore, the subcategory, shoulder straps, has been added to the framework 

to provide further insights on the integration of this factor in their purchase decision.  

Generation Y females are influenced by the practicalities of bra purchase. Mafini et al. 

(2014), and Schroeder et al. (2006) discussed, that Generation Y wants to buy at a 

low price but considers whether the clothes are socially accepted. This is reinforced 

by this study, as it was found, that they look at the price and turn to the sales area first. 

Nevertheless, they do not look to buy the cheapest bras but rather compromise by 

buying at certain stores. Further, Generation Y argues they would not buy at low priced 

stores, because they are culturally and ethically not accepted, which shows the 

awareness for ethical concerns of this generation (Bucic et al., 2012; Freestone & 

McGoldrick, 2008; VanMeter et al., 2012). Additionally, Generation Y is on a small 

budget for bras but is willing to pay more when they find the perfect product, which 

reinforces previous studies of Hume and Mills (2013) and Laurent and Kapferer 

(1985). 

Rahulan et al., (2013) argued, that Generation Y takes time to assess the offers in 

order to decide for the best. Parment (2013) added, that this occurs especially when 

Generation Y buys high-involvement products. This is encouraged by this study, as it 

could be identified, that they evaluate the price-performance of a bra before 

purchasing it and that it usually takes time for them to purchase the product. Krbová 
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and Pavelek (2015) stated, that Generation Y collects information online, which can 

be traced to their technological savviness. This leads to favouring of online purchasing 

(Gorman et al. 2004; Morton, 2002; Sheahan, 2005; Young & Hinesly, 2012). 

However, it was found, that the online purchasing process is not popular among 

Generation Y for everyday bra shopping, but agrees with Krbová and Pavelek (2015), 

that the internet is used to collect information. The actual purchase of the product does 

not take place through the online store, as Generation Y wants to try and feel the bra, 

which highlights the importance of comfort. Generation Y avoids this type of 

purchasing choice because comfort cannot be evaluated. Mandhlazi et al., 2013 and 

Valaei and Nikhashemi (2017) found out, that part of Generation Y is overwhelmed 

when a variety of choices is given. This study aligns with this, as some participants 

stated, they do not like department stores as there are too many choices. 

Another important difference to previous research is the endorsement of staff 

assistance in the shop as well as being fitted while bra purchasing. As this is a 

significant difference from how Generation Y integrates this factor in their purchase 

decision compared to Baby Boomers in Risius et al.’s, (2012) research. Generation Y 

approves of the benefits of being fitted when purchasing a bra, and highlights that 

being fitted has a positive effect on their comfort and leads to a positive shopping 

experience. That being said, some individuals stated, that the lack of such has a 

negative impact on the post purchase satisfaction. These differences in generations 

occur due to the confidence in self-expression and the awareness of equality and 

diversity of Generation Y (Boone, 2016; Bucic et al., 2012; Rained & Filipczak, 2013; 

Sheahan, 2005; Tapscott, 1998; Young & Hinesly, 2012; Zemke et al., 2013). They 

developed a strong sense to satisfy their individual needs, because Generation Y grew 

up in an environment that raises them to be highly empowered. They have a stronger 

connection to their body and society supports their self-awareness for their body, 

which leads to the conclusion, that they do not have any issues to get assistance in 

such a personal matter as bra purchasing. Besides, their positive body perception and 

self-confidence is related to this. The current findings align with previous studies, as 

Generation Y agrees that not only the process of bra purchasing is influenced by it but 

also their overall body perception and self-confidence is positively influence by the 

product (Hart & Dewsnap, 2001; Hume & Mills, 2013; Risius et al., 2012; Swami et al., 

2015). 
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The findings indicated, that females of Generation Y do not consider improving breast 

sack or removing the effect of such when purchasing bras. This might be reasoned by 

their age and therefore of the overall figure of these young adults versus their older 

counterparts in Risius et al.’s, (2012) study. While the category of breast sack was 

considered in their research, in the present research none of the participants 

mentioned this factor, and therefore the factor has been removed from influencers of 

purchasing behaviour. 

In addition, the psychosocial aspect plays an essential role for young women. Most 

Generation Y women feel like society expects them to wear a bra, especially in 

professional situations. Literature indicates, that bras and the support thereof, or at 

least how they can positively affect the shape of a breast, impacts women (Bateson, 

Cornelissen, & Tovée, 2007; Dixson et al., 2011; Swami et al., 2009). This research 

indicates, that young females do not appreciate their breast to appear different than 

they actually are. Although Frederik, Peplau and Lever (2008) stated, that almost 

three-fourth of women are not happy with their bust, whereas Generation Y female 

disagree with this. Most Generation Y want to have their bust look natural and not 

fake. Further, they did agree that media and the shown models and stereotypes are 

not a good indication to measure their breasts with, and therefore, they did not try to 

have a larger bust to match such expectations. As a result, the self-esteem or self-

confidence of Generation Y does not seem to suffer based on their bust (Hume & Mills, 

2013; Koff & Benavage, 1998; Swami et al., 2015). However, it has to be said, that the 

social environment still plays a role for Generation Y when purchasing a bra and how 

they would wear it later on. They would not want their bra to be seen in a professional 

environment and always wear a bra when something important is scheduled on that 

day. 

Finally, adding physiological aspects to the study to test these has not made any 

significant difference. Generation Y seems to be aware of the benefits of wearing the 

perfect fitted bra, however, many do not consider this during their purchase, and this 

factor does not have a significant impact on their decision.  
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6. Conclusion 

 

The last chapter summarises the research findings and gives an answer on the 

research question. Subsequently, it is shown how this research contributes to existing 

literature and managerial implications present how the lingerie industry can implement 

the findings. Lastly, limitations encountered throughout the study as well as future 

research ideas are described.   

 

 
To summarise, this study was guided by the following research question:  

How does Generation Y consider the perceived influential factors in their purchase 

decision for the high-involvement product everyday bra? 

The foundation for this research was the framework of Risius et al., (2012), which was 

extended with suitable factors found in other literature (Hart & Dewsnap, 2001; Hume 

& Mills, 2013; Koff & Benavage, 1998; Swami et al., 2015; Wood et al., 2008). 

Thereafter, the research framework was developed and later adjusted to align with the 

findings of this research. It was studied how Generation Y is integrating these aspects 

in their consumer behaviour when deciding on the purchase for the high-involvement 

product everyday bra and how their unique values shape their opinion. 

The assumption, that everyday bras are a high-involvement product can be confirmed. 

Generation Y highly informs themselves, considers alternatives and takes time to 

purchase an everyday bra. Therefore, it can be concluded that the decision-making 

process for this product is complex. 

The most important consideration integrated in the purchase decision is comfort, which 

plays a core role for Generation Y. Comfort is rated as high, when the participants did 

not feel constrained by the product. Supplementary, the aesthetics of an everyday bra, 

which is consciously recognisable by Generation Y’s milieu, is used for self-

expression. Participants contemplate about colour and appearance underneath 

clothing which affect their purchase decision. In addition, practicalities influence the 

purchase behaviour. The assessment of the price-performance ratio as well as ethical 

considerations are integrated in the purchase decision and evaluation of the product. 
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Within the psychological considerations, Generation Y females favour shop assistance 

and being fitted, as they value the enhanced product satisfaction when they utilise 

such service. The boost of self-confidence and the changed body perception with 

wearing bras are acknowledged by the participants. Further, the expected general 

support is integrated in the purchase decision, few mentioned the provided uplift a bra 

can give. The influence of social norms and society in the purchase decision is 

summarised in the psychosocial aspects. The aspect of physiology was solely named 

by three participants, consequently this is not considered in the purchase decision of 

Generation Y women. 

With their strong purchasing power and confidence in self-expression in an economic 

world where almost all kind of products are accessible to them, Generation Y does not 

want to compromise when it comes to everyday bras. They integrate especially 

comfort and aesthetics along with other personal preferences in their purchase 

decision.  

 Contribution to Literature 

The findings of this study contribute to previous research, by understanding 

Generation Y and adapting it based on the integration in their purchase decision. The 

significance of this cohort makes it essential to keep up to date with their change of 

behaviour and adapting the different marketing strategies based on the preferences. 

Moreover, this study can be used and adapted for other high-involvement products, it 

allows to better understand Generation Y, and their characteristics and how these 

impacts the purchase decision. This study has made an extension and modification to 

the perceived influential factors in bra purchasing to better suit the considerations of 

Generation Y.  

 Managerial Implications 

The aforementioned findings of this study will be transpired into more concrete 

managerial implications throughout this chapter. Companies operating within the 

lingerie industry should emphasize these findings and managers and marketers can 

utilize these valuable insights and adapt their marketing strategies towards Generation 

Y.  
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As this study highlights the importance of comfort for female Generation Y, managers 

can better understand and therefore influence the purchase decision of Generation Y 

consumers. Stressing the comfort level of their products within the store, by setting up 

products, which in particular are rated comfortable in the same section. Lingerie 

companies should stress the development process of comfortable bras and initiate 

further testing to ensure this.  

Supplementary, this attribute has to be highlighted in their online store. Especially 

because of the arising importance of online shopping for consumers, companies have 

to act on the drawback for consumers on evaluating comfort through their e-commerce 

system. Females of the Generation Y are not very affine to purchase online, because 

of the impracticality of judging comfort. Tools, such as a customer profile and 

referencing previously in-store bought products on it, could be utilised. Further, the 

option of improving the delivery and shipping process can be improved to take the 

burden of the Generation Y customers of returning and receive their online purchase. 

Findings suggest, that the proximity of the store, and therefore, as well as the easy 

access of online stores, have an impact on the considerations for the purchase of the 

high-involvement product bra for female of the Generation Y. Hence, in-store 

promotions and communication campaigns should clearly convey the comfort related 

benefits.  

Although the lingerie industry needs to emphasise on the aspect of comfort, the 

aesthetics of the bra should not be neglected as women do not purchase bras, which 

they consider unbeautiful. However, the visual stimulation of a bra is easier to satisfy 

through pictures in online stores and marketing messages. Nonetheless, all attributes 

considered by Generation Y female should be satisfied through their perfect everyday 

bra. 

The findings further showed, that the barriers of inconsistent sizing within one brand 

as well as within the lingerie industry encounter on resistance within Generation Y. 

The followed dissatisfaction of the inconsistency lead to an unsatisfied consumer and 

therefore might even result in changing brands / stores. To eliminate this problem, 

brands should emphasise and value the same sizing within the different products of 

bras they offer. However, ideally, the sizing should be standardised for all products 

and rather introduce additional sizes between the already existing ones, rather than 
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alternating between the sizes. In this aspect, it is recommended, that the whole 

industry works together, and the lingerie companies cooperate to promote consistency 

of sizes. 

Finally, this knowledge can be beneficial when addressing the next generation. 

However, different attributes might be considered, as the awareness and 

considerations of the next generation might shift in comparison to Generation Y. 

Nevertheless, the preferences on the attributes might relate more to their personal 

needs and preferences for their body than the characteristics of Generation Y 

regarding their purchase behaviour. 

 Limitations 

Before starting with a detailed description of the limitations for this study, it should be 

emphasised, that the research was conducted within a limited time frame with financial 

limitations. However, additional limitations were identified.  

Attempts were made to include women in the study with diverse characteristics, such 

as different nationalities, ages within Generation Y or bra sizes. However, all 

participants were students, hence they all had the same economic situation. Especially 

focusing on the economical background, students usually have a tight budget and 

consider their economic wellbeing. This might influence the purchase decision. A 

research with full-time employees of Generation Y might have led to another result.  

Further, all participants lived in Sweden to the time of the data collection. Some of the 

participants only residing in Sweden for a limited amount of time and therefore, 

adapted their purchase behaviour. They might have a different purchase behaviour at 

home. 

Lastly, since both, the authors and the participants, were non-native English speakers, 

there might have been linguistic barriers, which could have decreased the ability of 

interviewees to accurately express opinions and beliefs.  

 Further Research 

Further research should be conducted within other cohorts. Especially the Generation 

Z, which is the following generation, might already have a different approach on bras 
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and lingerie. This would allow the industry to adapt their strategies for the upcoming 

bra wearing generations. 

Moreover, this research was based on semi-structured interviews, which is impossible 

to generalise. Hence, it is recommended to investigate the factors found in this 

research with a quantitative study to distinguish if the aspects and their importance 

are similar and can be generalised. 

In this study, everyday bras were used as an example of a high-involvement product. 

The found categories can be further assessed on other high-involvement fashion 

products, to determine a possible generalisation of Generation Y women’s behaviour 

in the apparel industry. 

Women with different bra sizes were interviewed in this research. However, the results 

implied, that aspects such as support and physiological are more important for women 

with a cup size bigger than E. Thus, it is recommended to further analyse these factors 

on women with a bigger cup. 
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8. Appendix 

 Appendix 1: Interview Guide 

Pre-Interview requirements: 

Bring your favourite everyday bra or at least a picture to be able to describe the bra 

visually. 

 

Due to the sensibility of this study and the information provided we would like to 

disclaim 

that all the provided information by interviewee’s is used confidential. However, we 

would use some profile information such as name, age, bra size, country of origin in 

our report. If you would prefer to be anonyms this can be done as well - even post- 

interview.  Do you give consent to use your personal data for our study? 

 

Ice breaker/opening questions: 

 

1. Show us your favourite everyday bra?  

2. Why do you like it? 

a. Where did you buy it? 

b. Why did you buy it in the first place? Why did it catch your attention in 

the shop? 

3. Describe the shopping experience with this bra from entering until the purchase. 

(who went with you, did you try it on in the shop. Did you get assistance or got 

fitted - in what way example for THIS bra? - did you exchange it after you bought 

the bra. Where unsure about the model. Did you try on alternatives? Why did 

you not buy the other one’s)? 

4. Show us different aspects you like about the bra now? 

5. How often do you wear it? 

6. How would you describe the quality of the bra? 

Thanks for showing us your favourite bra. Now let’s move on to more general 

factors for bra purchasing. 
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1. (Why are you choosing to wear a bra?) 

2. What are your challenges when buying bras? Describe 

a. Do you have any special requirements when you buy bras? 

3. Have you ever purchased a bra, and then you didn’t wear it? 

a. How often did you wear it? 

b. Why did you stop wearing it? 

4. How are wash and care taken into consideration for your bra purchasing? 

a. How does the quality of the product suffer / change of shape / 

elasticity?... 

b. You wouldn’t wear a nice bra for sweaty activities. 

5. Online vs in store - how do you prefer buying your bra and why?  

6. Which shops are you visiting and why? Do you have certain shops/brands you 

regularly go to? Why? 

7. Explanation of the bra shopping in the shop? Explain us what you do first 

entering - explain us the processes of you buying bras 

a. With whom do you go shopping? How does this influence your bra 

shopping? 

b. Who made you aware of this shop etc. who was your first influencer? 

c. How often are you going bra shopping? 

8. How do you feel about assistance in the shop, fitting, trying on different models? 

9. Describe other favourite models and why?  

a. Do you like lace, balcony style, t-shirt bra, fabric, etc.) 

Moving on to the examples we brought from different companies, please do not 

reference any of the company names. When referring to a certain bra, please 

use the model number provided.  

 

1. Showing the bras  

2. Describe which bra’s you like and would buy? 

a. Why do you like them? 

3. Describe which bra’s you do not like and why you wouldn’t buy them? 

 

Profiling questions: 

Name, age, bra size, country of origin, (table), budget for one bra (willingness 

to pay for one), # of bra’s bought last year 
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Thank you for your insights and your information. We are finished with our 

questions now, but is there anything else you would like to share about bras? 
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 Appendix 2: Table of Analysis - Summary 

  

Category Practice Description Instances in Prior 

Research 

Data Example 

Comfort 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Generic 

comfort 

The general 

comfort of a 

bra; what is 

perceived as 

comfortable  

The awareness of 

wearing a bra, feeling 

free to move (Risius et 

al., 2012) 

 

“This one [pointing on the white bralette] I feel free, I feel like I do 

not have any bra” P1 

 

“So that is the main reason why I use them and why I bought them 

because it does not feel that I am wearing to much of a bra” P4 

 

“Like when I was a kid it was more about having a nice bra. But 

now it is more, you have to be comfortable because you wear it a 

lot. “P3 

 

“It is a bit old right now, but I think it is very comfortable and I think 

it is very pretty. And I like the lace.” P6 

 

“It does not itch, and I actually cannot really feel it when I am 

wearing it.” P6 
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“At the same time, also for the dress, I needed a comfortable bra 

because it was going to be a long night. And then I just wore it 

more and more to normal occasion and everyday occasions 

because it is just so comfortable that it is probably also the most 

worn bra.” P7 

 

“Especially not for an everyday bra comfort just is key. “P7  

 

“Because it's not, you don't get any pressure points from it 

[comfort]. And it's just, yeah, like, not wearing a bra, but you're 

wearing a bra.” P8 

 

“But it actually turned out to be super comfortable as well. So that 

is why I like to wear it everyday” P10 

 

“I really love when this is, really comfortable, and I cannot really 

feel anything.” P12 

 

“Buying a bra is not that much about how it looks, when it comes to 

everyday bras, but rather how it feels and fits. I believe I am the 
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only person who can judge that, so I do not need support by 

anyone else on that.” P14 

 

“But it looks like a very comfortable bra for everyday use. It has a 

tougher fabric than the other ones here” P14 

 

“Well number one it needs to be comfortable.” P16 

 

“Because I feel good in it, like comfort wise. Further, I feel good in it 

when I put it on. I can go through my day and feel very comfortable; 

I think that comfort is one of my priorities for that.” P17 

 

“You can't feel it; it is like a no feel bra. So even though it is not like 

very supportive, it is just like very comfortable.” P18 

 

Comfort Underwire To what extent 

the participants 

feel that an 

underwired/no

n-wired bra is 

Refers to the wire 

below the bust which 

can be associated 

extra support or 

“I think I just saw them, and I like the idea that a bra does not need 

to be with a wire [bralette]. That it can be more comfortable. The 

once that I remember bought my first one it was more like a top 

and I liked that idea” P4 
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connected to 

comfort. 

comfortability (Risius et 

al., 2012) 

“It feels better without them [wire] but of course, when a bra fits 

good, I would also get a wired bra.” P6 

 

“I like it without a wire, which is why I think M2 would be great” P6 

 

“I like this one because there are no hard parts in, underwires. And 

it is just comfortable for wearing it every day.” P8 

 

“I touch [the bra] first. Just to get a feeling for it. And especially for 

this part that has the band and the wires. Because if they're not like 

good covered or if this looks like the end of the wires, it just looks 

weak, then I don't want to buy it because I don't like it if the wires 

are coming out because then it's like not comfortable anymore to 

wear them.” P8 

 

 

“Yeah I just don't like bras with any like padding, and I don't like the 

wire.” P9 

 

“I do like wires; I have never tried a bra without a wire. I know, 

some people might think it is not as comfortable, especially 
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everyday. I have travelled lots, for me that has always been like a 

bit if I should wear a sports bra that might be a bit more 

comfortable. But for me the grey one is actually quite comfortable, 

and with wires, I just feel a bit more feminine.” P10 

 

“Yeah for me is more comfortable to have more wire there in all of 

these are the same.” P11 

 

“Because I really love when this is, really comfortable, and I cannot 

really feel anything. I prefer bras without wires” P12 

 

“I would look like for a bra which has wires. I think it is more 

flattering for my chest size” P13 

 

“It does not have a wire because it is just much more comfortable. 

Especially sitting all day. And then like, bending over like typing on 

the computer, and then it always kind of cuts in, so I prefer them 

without any wire [beige one].” P15 

 

“Yes because I feel like that adds to the support if I don't have 

wires in it then I feel like there's no point of wearing a bra on this 
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and this is would have to be really tight around the waist to still give 

that same feeling of support but I think you know a wire is 

necessary for me to give that support and I could imagine other 

people with smaller boobs to uh to prefer that because I at one 

point you know these wires they get either they come out of the 

fabric or they puncturing into your skin but then step to buy a new 

one. I always prefer to have a wire in it, same goes for if I would 

buy a bikini. But my bathing suit doesn't have it. Funny. Yeah” P16 

 

“They do have an underwire, but they do not bother me. I know I 

have some of my friends, who do not like underwire for everyday. 

But they are fine for me.” P17 

 

“I like it without a wire, which is why I think M2 would be great” P18 

 

“It feels really comfortable, because it doesn't have a wire.” P18 

Comfort Bra fit The connection 

between a 

good bra fit 

and a 

The importance of fit 

as well as the 

difficulties associated 

with finding the perfect 

“They are both really comfortable and sit well and that is why I use 

them.” P2 
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comfortable 

bra; as well as 

the difficulty to 

find the correct 

bra size 

fitting bra (Hart & 

Dewsnap, 2001; Risius 

et al., 2012; Wood, 

2008). 

 

80% of women aged 

18-26 wear an 

incorrect bra size 

(Wood et al., 2008). 

“It is from the same store; it is the same size and same model but 

the black one is a bit tighter.” P5 

 

“The most important aspect is that it fits.” P9 

 

“Always I'm you know like fighting with the size because. It can be 

a huge difference even in the same store and I can I can use two 

different sizes” P11 

 

“Depending on the country it's really hard to find the right size and 

that's actually why I didn't buy the right size the first time. Because I 

think like British sizing and so it's really different, and it can be a bit 

confusing” P13 

 

“Because like what I said before, for me it is a lot about how the bra 

fits and of course how it looks as well. But I think the most 

important aspect is comfort, and I can't tell that or see that online. I 

can't really know if the size is correct” P17 

 

 “I feel like sizing is very difficult for me. Like I feel like it changes 

every time I buy them. Like I guess it depends on the model and 
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also the brand maybe. But I've been like 80C on one brand and 

then like 70E on one so it's like that's kind of difficult as well” P18 

Comfort Fabric How the fabric 

feels and how 

this is 

connected to 

the comfort 

The fabric is directly on 

the skin and therewith 

influences the comfort 

of a bra (Venkatesh et 

al., 2010) 

(E.g. Itchy fabric, 

breathable or soft 

material the bra is 

made out of (Risius et 

al., 2012)). 

“It looks like the fabric is soft [reason for comfortable look]” P3 

 

“It does not itch, and I actually cannot really feel it when I am 

wearing it. It is soft and light.” P6 

 

“I just think that laces can quite easily scratch you but as long as 

there is a layer in between it is okay. So they cannot scratch me or 

my skin.” P7 

 

“So, my biggest concern is that the this band is losing elasticity” P8 

 

“Especially with the grey one, I have had that one for 3 years and it 

has been super good, even like the fabric, it hasn't changed a lot.” 

P10 

 

“The first thing I really realized is the fabric feels really nice” P10 
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“The fact that you do not have direct contact of the skin with the 

lace, it is really soft and very comfortable to wear” P13 

 

“I mean, it's on your skin [fabric], so it shouldn't irritate or shouldn't 

be electric or something on if you sweat and because for all of 

these plastic or like, they kind of feel weird when we start sweating. 

I would go more with cotton one or like some mixture.” P15 

 

Comfort Shoulder 

Straps 

Size and 

slipping of 

shoulder straps 

affect the 

comfort of bras 

Size, slipping of straps 

affect the wearing 

satisfactions of women 

in regard to comfort 

(Bowles & Steele, 

2013) Risius et al., 

2012). 

“The straps are too thick, they do not look comfy at all, like if you 

make movements with you shoulder, they are going to be like 

scratchy every time. This is not good at all. I would say that it is 

very uncomfortable [M4].” P1 

 

“Sometimes it can be like the straps like makes the skin irritated. 

Like they are too wide or there is something about the straps. Or 

like the band around it sometimes have these things around them 

[stitches around it] and sometimes those, it feels like it feels good, 

but you know that it can irritate it maybe when you get a bit sweaty. 

So, it is better when it is like smaller or something and not that big.” 

P1 
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“It feels more comfortable [bigger straps].” P2 

 

“[Talking about the bralette] Because the strap is like not too tight 

and is not giving me red marks, which you can get from some bras 

and that the band is quite wide. And that it is not too much shaping 

my breasts too much, so I rather use them to even out when I am 

wearing tight T-shirts” P4 

 

“So, I chose this one because it is soft. I like it when it is big on the 

shoulders [strap]. Because as I said, I have quite a big cup, so I 

feel like I need the support more than anything else. And it is soft 

on the inside, really soft.” P6 

 

“I would try it on but it looks like it is very thin like the shoulder strap 

and also the band and I like it when there is a little bit more on 

them because due to experience I feel like when it is so thin in the 

back it always hurts [T1].” P6 

 

“M1 so sometimes, but I have that is why I try them on, the straps. 

If they have laces on the sides, I need to make sure that they are 
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not scratchy. So, these feel kind of soft but on the one that I 

brought, I do not have any. So that is also an influential factor.” P7 

 

“They are really soft [shoulder straps M4]. So, you don't get any 

pressure points on your shoulders.” P8 

 

“Probably it is really good to adjust the straps, which means it 

would be a good fit.” P13 

 

“I would definitely say the fabric and they the straps. If you can 

adjust them or not. Because sometimes, you only can just adjust 

part of them, like not the entire part of the straps.” P13 

 

“It also has wide straps, which I would also like” P14 

 

“It has wide straps, which seems very comfortable, but the colour is 

not really mine. The straps look very good, because they are very 

broad and seem to offer a lot of support” P14 

 

“The straps like adjustable straps I think they are nice too” P14 
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“The straps, they should be durable [define quality]. Especially 

when you do like not sport activities but like walking or like doing 

everyday think. Then another important think is the band, like under 

your breasts so that should be like that the elastic should not be too 

less and also not too much. So, when you have it, on the side it 

should not cut it and you do not see double or triple skin like. They 

should support, but not cut in. And also, with the fabric so if you 

wear it, there is a lot of movement all day.” P15 

Aesthetics Colour The different 

colour of the 

bra, ranging 

from white, 

black, 

nude/beige to 

different 

colours of red, 

blue, purple, 

green, pink etc. 

Refers to the colour in 

general such as that 

some colours are more 

discreet, the colour of 

underwear is matching 

or just owning 

unadventurous colours 

are of importance 

(Risius et al., 2012).  

 

“I do not really like nude; I think it is very bad for my body itself and 

I do not like to see that. In other people, who are wearing nude, I 

do not like it. I think it is like the worst thing you can do for your 

body is to wear nude sometimes.” P1 

 

“Usually I go colour first and then look at signs that jumps to me.” 

P2 

 

“Yes, I think the colour is most important. Just like when looking 

around” P3 
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“For me it was like the first thing I was looking for something in this 

colour.” P11 

 

“Just not that colour, as I just prefer black ones.” P12 

 

“Although it is not a colour I would wear.” P13 

 

“It does have quite an important factor in the decision-making 

process [colour]” P16 

Aesthetics Lace The material 

which the bra 

is made out off 

or covered - 

can be made 

out of silk, 

cotton or other 

fabric. 

Silk or cotton fabrics 

which is made by 

twisting or knitting 

thread in patterns 

(Lace, 2019). 

“Little bit of lace and colour [what makes a pretty bra]” P5 

 

“I like the lace and that touches definitely my eye and the colour” 

P5 

 

“I would prefer the ones with lace.” P6 

 

“I like when it is more lace on them actually because even if they 

are unpadded, I believe when they have lace your nipples do not 

show that much as when it is just the fabric. Because I do not want 

them to show too much.” P6 
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“I just think that laces can quite easily scratch you but as long as 

there is a layer in between it is okay. So, they cannot scratch me or 

my skin. But at the same time, it is important to me that it also 

under T-shirts does not show.” P7 

 

“But at the same time with the laces on top of the bra I would 

probably not wear it underneath just a t-shirt, because it will just 

show” P7 

 

“I like lace a lot.” P13 

 

“I really like it because it has a lot of lace on it. And I think it's also 

quite a pretty bra.” P15 

 

“I didn't like the shop. But this is the only shop that has like this kind 

of bra without any laces without any application on it. So, when you 

wear it under a shirt, a plain shirt, you don't see it.” P15 
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“White bra I do have one and not with a lace as well, so it looks a 

bit nicer as well. And normally that's what I would wear underneath 

a t shirt where you can see the bra as well.” P15 

Aesthetics Attractivene

ss of bra 

The general 

attractiveness 

of a bra (pretty 

bra; plain bra; 

design; 

accessories)  

The general 

attractiveness 

influences the 

connection to the 

product (Greggianin et 

al., 2018) 

“So, I like the design, maybe it is too much decoration over it, 

maybe they should have avoided this like centre thing here 

[pointing on the flower]. And too much decoration, a little bit more 

plain would be nice and without anything [T4]. “ P1 

 

“It got my attention, because it is very clean, it fits very well. I can 

remember it was on this wall, colourful ones, childish ones and 

then that one. Which was a little bit normal, for that trendy brand. 

“P12 

 

“[...]normally go for pretty simple stuff. I don't want stuff that kind of 

have like, I know that some of them have like diamonds or stuff like 

that might like stick out or have like, you know, so I'll just go for 

something simple that I think it looks like my size. Not too colourful. 

[...]. And yeah, from then on, once a design stands out to me.” P17 

Aesthetics Appearance 

in clothes 

The fitting of 

the bra 

The fitting of the bra 

underneath 

“I would also take a t-shirt over or whatever I am wearing to see 

how it looks with clothes over [when trying on the bra].” P3 
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underneath 

clothing - 

matching 

colour and 

discreet. 

clothing/how it looks 

with clothing (Risus et 

al., 2012). 

 

“I think I would just feel uncomfortable if like the nipples show or 

whatever” P7 

 

“I really don't mind anymore if I have t shirts where you can see my 

bra.” P10 

 

“I always felt like I don't want to show off like my nipples either. So 

that's quite important.” P10 

 

“That I can combine a thinking impractical that I can combine these 

with my favourite you know garments and blouse and everything. “ 

P11 

 

“When I bought this one, I didn't try on a T-shirt, because this was 

quite cheap, and I could see how it fits. If I would buy a better bra, I 

would try it on with a T-shirt as well, or sometimes when I hesitate, 

I try on a T-shirt and try it on as well.” P14 

 

“I have this really nice colour, because it's really good that if you 

have like a white shirt, or something.” P15 
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“First I try it on by itself, like the actual bra and then I will put a T-

shirt on top to see if it looks good, and to see if it is see through 

and to see how the shape looks on the side and that it doesn't look 

weird. “P17 

Aesthetics Figure Participants 

want to 

change/not 

change the 

look of their 

breasts/body 

with certain 

bras. 

Appropriate breast size 

in comparison with the 

body and how the bra 

influences it (Risius et 

al., 2012; Scott, 2010). 

“I never buy push ups because I already thing that I have pretty big 

boobs.” P3 

 

“For me that is something that has like details and compliments my 

body [define nice bra]. I kind of have regular size boobs and I think 

that is kind of nice, so I do not like push up bras or bras which 

make my boobs look bigger, that is just like something that has a 

good design that I like.” P2 

 

“They are not padded; I like that because I do not want bigger 

boobs that I already have.” P6 

 

“I think I just started wearing a bra because everybody did it. And I 

just feel more comfortable wearing a bra. Because I think that your 

breasts are looking much better than without.” P8 
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“My boobs are a little bigger and much average sizes. But I find 

more comfortable than one that would have for instance like this. 

No padding because I don't like the shape of my boobs just on its 

own.” P16 

 

“[talking about the padded bra] it is because I have quite small 

breasts, so I do not really need support so this one is also more like 

to not see any nipples or anything like that. It is just more about 

that I feel comfortable when I wear something tight.” P4 

 

Aesthetics 

 

Shape 

Improvement 

of women’s 

outline 

Bras should improve 

one’s outline (Risius, et 

al., 2012) 

 

Bras with their different 

designs change the 

shape of breasts for 

fashion (Singer and 

Grismaijer, 1995) 

“Sometimes I buy it because of the look, then I am disappointed by 

the shape. Even though, I know during the purchase, that it is not 

the perfect shape for me, but still I buy it, because it looks good.” 

P12 

 

“The form of the cup should be like perfectly round. I do not like 

when it is pointy or when you can see, the seams for the bra. Or 

when they create a different shape [of the breast].” P14 
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“I don't like the ones that have that go kind of straight here. I 

believe they are called balcony. I just feel like they look weird on 

me.” P18 

 

“For me that is something that has like details and compliments my 

body [define nice bra]. I kind of have regular size boobs and I think 

that is kind of nice so I do not like push up bras or bras which make 

my boobs look bigger, [..]”P2 

 

Aesthetics Shoulder 

Straps 

The size of the 

shoulder straps 

and the 

appearance of 

those 

underneath 

clothing as well 

as their 

general design. 

 “[T4]. Also, these stripes, they are too thick, they should be thinner, 

because when girls wear it, they do not want people to see that and 

this is like really clearly seen from everything, like shirts.” P1 

 

“I don't think that it's so nice when they are so thick and then you 

can see it [shoulder straps].” P8 

 

“[Straps M2 & M4] No that's too thick and too wide. I think it's super 

supportive. It must be. It must feel great. Definitely but. It's ugly.” 

P9 
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Practicalities of 
bra purchase 
 

Affordability Amount of 

spending on a 

perfect bra or 

the effect of 

sales/promotio

ns 

It is worth paying more 

for the perfect bra but 

also not to spend too 

much (Risius et al., 

2012) 

 

Willingness to pay for a 

perfect bra, but there is 

also a limited budget 

(Hume & Mills, 2013; 

Laurent & Kapferer, 

1985). 

“Etam it has different styles [...] and it's expensive but I have a very 

good experience with all the products that I bought. “ P11 

 

“But I do always look if I [find something on sale] it would be a nice 

catch you know if you find one for cheap but in the end, if you need 

it then you have to pay full price.“ P16 

 

“I did try Tezenis [bra shop] for a while as well [...] But then for me, 

well it's a bit cheaper but then also I ended up like sticking with 

Intimissimi in the end because for me that's a bit more elegant in a 

sense while Tezenis it's a bit of the cheaper version of it.“ P10 

 

“And I just bought nice bras that I liked, from like the design, or it 

was just 

cheap. And then it was bad quality. And they were not fitting really 

good. And like, when I got older, I started to go to better shops 

where the people are helping you.” P8 

 

“I just, I go to like a boutique and they really help you. And they 

measure and pick out things that work for you. And even it's a bit 

pricier, but I feel like it's better for me.” P18 
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“I prefer to spend more money on bras. [...] It's not a big issue if it is 

not on sale, I guess.” P18 

 

“I am not so comfortable with them [retail staff] throwing bras at me 

for like 600 SEK because I feel like I never have that kind of money 

to spend on a bra.” P4 

Practicalities of 
bra purchase 
 

Availability 

and buying 

Shops and 

bras 

accessible as 

well as buying 

the same bra 

gain or other 

buying 

behaviour. 

The availability of bras 

and bra shops as well 

as general buying 

behaviour (Risius et 

al., 2012) 

 

Bulk buying and 

repurchasing of 

models (Hart & 

Dewsnap, 2000) 

“I would buy the same ones and I also have gone to Change and 

bought a different but similar, so I know what fits.” P5 

 

“It does not have to be but usually if I take the time to go bra 

shopping, I take more than one.” P5 

 

“Yes, in a different colour [repurchased the same model].” P8 

 

“I don't really like online shopping. So, and I never do it anyway. I 

like to feel the quality or feel the material.” P9 
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“I am one because I have a lot of different stores close to my 

former house so I can go to three or four of them very close 

[reason for choosing specific stores].” P11  

 

“A challenge for me is already finding my size. That is not always 

available for some reason it's most of the time is gone. And with the 

sale it's even worse. And then you're limited to a few bras then 

maybe I have two choices. “P16 

 

“And it was a store that it was widely available in my region as well. 

So that was easy. And so easy access.” P16 

 

Practicalities of 
bra purchase 
 

Importance 

of good 

quality 

General 

importance 

and 

consideration 

of good quality 

when buying 

bras, e.g. 

shape should 

Shape should stay 

after washing and 

elastics should not 

stretch (Risius et al., 

2012). 

Low quality leads to 

dissatisfaction (De 

Klerk & Lubbe, 2008) 

 

“I mean yes [is the quality of the bra important to you?], because I 

start even though I want it to be cheap, I still go to Lindex I do not 

go to like H&M. So, this is the step I have made in the recent years 

to be like okay, because they have better brands at Lindex it is not 

just their own staff it is actually bra brands.” P3 

 

“it does not really matter for me that it is not the best quality.” P4 
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stay after 

washing and 

elastics should 

not stretch. 

 

“It's not the best quality like this. Like this? the band is doing his 

thing is, but I don't care.” P8 

 

“because I like mostly their design and I think that quality and price 

is acceptable [reason for choosing a specific brand]” P11 

Practicalities of 
bra purchase 
 

Choice of 

purchasing 

options 

Online or in 

store; 

department 

stores, special 

bra store or 

lingerie 

boutique. 

Risius et al. (2012) 

differentiate between 

online and in store 

purchases. 

“Because I want to feel and try them and that is really important to 

me. It has to be comfortable and I want to touch them and feel 

them before I buy them [reason for not buying online].” P4 

 

“Change and I might check at department stores what they have 

but that is because they have so many different models and 

brands. At Change that is a little bit less, but I think that is enough 

for me because at the department stores I often feel a bit 

overwhelmed” P5 

 

“I would say that I think I even prefer department stores, where 

they just have a lot of different brands.” P7 
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“I don't really like online shopping. So, and I never do it anyway. I 

like to feel the quality or feel the material.” P9 

 

“it's just the overall experience and I think it's really important the 

layout of the shop as well because if you go in like that's why for 

example I don't really like shopping underwear in an H&M or 

something like that because for me that's not the personal bra 

experience and I do really like to go into a shop that they sell bras 

specifically and it is an underwear shop, that's really important for 

me.” P10 

Practicalities of 
bra purchase 
 

Range and 

choice of 

bras 

Different 

models of bras, 

padded, 

unpadded, 

push ups and 

different styles 

(bralette, 

balcony, 

triangle) 

Different choices in 

models (Risius et al., 

2012) 

“Change and I might check at department stores what they have 

but that is 

because they have so many different models and brands. At 

Change that is a little bit less, but I think that is enough for me 

because at the department stores I often feel a bit overwhelmed.” 

P5 

 

“Intimissimi [bra shop] just got a good variety in terms of like for 

younger but also older customers. So, I really enjoyed it and they 

keep changing as well. Like they keep really coming out with new 
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ones and new models and really keep expanding as well and 

developing so I would enjoy that.” P10 

 

“I go especially to department stores like Galeria Kaufhof. Because 

there you have a broader assortment, so you can choose between 

different brands. Further, you can also choose between higher and 

lower price.” P12 

Psychological Shop 

assistants 

Retail staff is 

providing 

support during 

the purchase 

decision, with 

sizing, fitting 

and assistance 

with providing 

different bra 

models. 

Friendly shop 

assistants influence 

the shopping 

experience positively 

(Risius et al., 2012) 

“I would really prefer someone that really helps you with this size 

and all these things because I'm always totally lost with bras in 

terms of bras.” P11 

 

“This doesn't happen very often [to get assistance] at least in the 

shops that I buy but it would be really appreciated because you are 

totally naked in the wardrobe.” P11 

 

“Almost always [getting assistance] because when I buy, I usually 

buy a couple of bras [...] So usually I explain what I earlier had and 

hope that they know. And Change, they have the card where all my 

information is stored. So, if I show it, they know my size and what I 

had before so I do not actually have to remember and that is why I 
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also choose to go to the same store. So, I ask for assistance so 

that she can show me pretty models and then I try them all on 

before I make a decision.” P5 

 

“If you want to buy a really expensive bra, you want to make sure it 

fits perfectly and the right way. In that case, I would ask for 

assistance in the store.” P13 

 

“When I'm actually trying it in the fitting area you can press this 

button if you want them to help you. And then they're always 

female which is nice and then they go and check if I have the right 

size for around your waist. And sometimes I do get the wrong one 

or they say you should have one bigger or smaller. It also depends 

on a little bit of what size of the cup because it can also differ from 

each other. So, then I ask for help.” P16 

 

“At [Hunkemöller] they always offer really good support [assistance] 

and they are really discreet, so they don't come in and shout out to 

the store. Can we have this size smaller or something? So, they 

are really discreet. And they try to whatever they're saying to boost 

your confidence. So, this is what I really like.” P15 
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“I do not like when people help you, like at stores with everything. 

And of course, especially with bras, it is more awkward.” P2 

 

“I would not trust in that opinion, because I think my own opinion is 

more important. Further, I always have the feeling that people just 

want to sell something. I am a bit careful with assistance opinions. 

Maybe, because I was disappointed by it, and I took some wrong 

decisions in the past.” P12 

Psychological To improve 

self-

confidence 

Feeling 

sexier/more 

feminine, 

feeling better 

with the bra. 

Feeling better with a 

good bra (Koff & 

Benavage; 1998; 

Risius et al., 2012) 

“I love it because I feel good with it. It is just an internal feeling. I 

feel good [bralette]. “P1 

“If I have something framing my body, it makes something look 

prettier, I think that I can feel prettier [improvement of body 

perception].” P5 

 

“I feel better with it [wearing a bra]. And then everybody else can 

see it as well. Because I don't know if I would be in the room or at 

the party without a bra. I think I would not dance or do anything. I 

would just try to sit somewhere. And yeah, no. It's definitely 

changing.” P8 
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“Yes, so much [change body perception]. Yeah, I think. I had the 

discussion also earlier. I think this year that if you wear something 

super sexy and what fits together like this one of course comes 

with a similar bottom. I think it can make you feel super confident 

or. Super confident in big words but yes it can really make you feel 

good about yourself. And also have others see it.” P9  

 

“Yes definitely, in the sense that when you find one shape that 

flatters your body, that can change your whole silhouette. Like the 

way your clothing is fitting you, in like everyday life. If you feel 

confident” P13 

 

“Well I think it can change a lot for me to be honest because if you 

wear a bra that is super boring or ugly old compared to when you're 

wearing a bra that you think is really nice or sexy even though 

other people don't see that you're wearing it right now. I feel like 

that could have an impact on how confident I feel on that day. So, I 

think it is important for people to or for women to wear bras that 

they like.” P16 
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“Oh, I think it can change it a lot [body perception]. Because I think 

that an unflattering bra can make you feel not that good in an outfit 

or flattering, bra. Like if you wear something with a cleavage and 

you want to accentuate your cleavage, or if you want, I think it can 

affect your body image a lot.” P17 

Psychological To alter 

perceptions 

of one’s 

body 

Change the 

customer's 

body 

perceptions 

negatively or 

positively due 

to a bra 

Risius et al. (2012) 

state, that women 

might dislike the 

appearance of their 

large breasts and 

women might be upset 

with the size of the 

bust. 

“I wear a bra without a weird design, like how it is shaped. This is 

what I mean, I do not like it that my body changes.” P1 

 

“I prefer, natural, beautiful, feminine shape, but sometimes if you 

put on a bra, then your shape is like different. And I feel 

uncomfortable when it feels unnatural, not pushed, sometimes they 

are broader, or maybe pushed together. That is not me, I do not 

like that.” P12 

 

“Yes definitely, in the sense that when you find one shape that 

flatters your body, that can change your whole silhouette. Like the 

way your clothing is fitting you, in like everyday life. If you feel 

confident” P13 

Psychological Being fitted People want 

professional 

Risius et al. (2012) 

state that women avoid 

“I think I did it once, but it wasn't very comfortable, I think it was in a 

specialized store. But I think I might have been to young, so I was 
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assistance to 

find the perfect 

bra size. 

being fitted as they 

might feel 

embarrassed or 

uncomfortable when 

showing their breasts 

to assistants; they 

might also feel an 

obligation to purchase 

a bra afterwards or 

have difficulties to 

explain what they 

want. However, this 

research has adapted 

this category to “Being 

fitted”. 

not really comfortable with my chest. Maybe that is another reason 

why I was quite uncomfortable. But then I feel like, once I knew my 

size, I didn't need to do it again. As it is more a general guideline, I 

feel like I should do it again, as I feel like it has been a while.” P13 

 

“In the beginning I have to say a few years ago I would be more 

uncomfortable because I was younger and now, I'm 25 and I don't 

care that much anymore. And again, in the beginning I was a bit 

more insecure about getting assistance. You know you're sitting 

there in your bra, but I think it is necessary to get the right bra and 

to be comfortable. And if you're not getting assistance and you're 

buying it just because it's pretty and you want this one. That's not 

the right reason for me.” P16 

 

“I just, I have like a hard time finding bras that fit me right. So, I just, 

I go to like a boutique really help you. And they like they measure 

and they like pick out things that are the work for you.” P18 

 

“In my opinion, assistance is just needed when it comes to bigger 

cups and bigger sizes which are not that usual.” P14 
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“I don't feel like I needed I feel like it's very, because I've 

experienced because I lived in Spain too. And that's where I got 

measured. And I feel like sometimes the sizes changed when I've 

been through country to country. So, at first I got measured and I 

kept going with that. But my breast grew, and then I've just been 

going through my own feeling and experience.” P17 

 

Support To give 

general 

support 

Support which 

is required 

during daily 

activities.  

Support which is 

required during daily 

activities (Risius et al., 

2012).  

“[Talking about the padded bra] It is because I have quite small 

breasts, so I do not really need support so this one is also more like 

to not see any nipples or anything like that. It is just more about 

that I feel comfortable when I wear something tight.” P4 

 

“So, I chose this one because it is soft. I like it when it is big on the 

shoulders [strap]. Because as I said, I have quite a big cup, so I 

feel like I need the support more than anything else.” P6 

 

“It's not shaking when you're walking, and it's just a better feeling 

for me.” P8 
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“Because when I find a nice one that doesn't have padding and that 

doesn't have and is supportive because this is quite it's super 

steady because I don't have really small boobs” P9 

 

“This is a bit more supportive. That's why I like it.” P9 

 

“The most important aspect is that it fits, and that I don't feel it 

basically, that it is supportive, but I don't feel it.” P9 

 

“Because I need support. And I don't feel comfortable without 

support” P14 

 

“In general - yes [importance bra support]. Because also like with 

the daily influences you have it's like your boobs are really 

important so they should be having some support.” P15 

 

“Well for me the function of the bra is really to keep them to the 

spot where they need to be and also especially if you're moving 

around.” P16 
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“Yes because I feel like that adds to the support if I don't have 

wires in it then I feel like there's no point of wearing a bra on this 

and this is would have to be really tight around the waist to still give 

that same feeling of support but I think you know a wire is 

necessary for me to give that support and I could imagine other 

people with smaller boobs to uh to prefer that because I at one 

point you know these wires they get either they come out of the 

fabric or they puncturing into your skin but then step to buy a new 

one. I always prefer to have a wire in it, same goes for if I would 

buy a bikini. But my bathing suit doesn't have it. Funny.” P16 

Support To provide 

uplift 

Breasts to be 

hoisted up. 

Breasts to be hoisted 

up (Risius et al., 2012). 

“Like not being to see the nipple or like that I feel comfortable also 

when I run it is not going to be that you can feel it and they will look 

good, like more up [bra function]. “P1 

 

“I feel like a bit fake when I am wearing to much push up.” P4 

 

“That would not even be my biggest problem. My biggest problem 

is just feeling weird when your breasts are just hanging.” P7 
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“People would not know if I wear a bra or not, but I think 

sometimes, it is nicer, when it is pushed up.” P12 

Psychosocial  Women’s body 

image is highly 

influencing by 

their breasts, 

and therefore 

the bras they 

are wearing. 

Dissatisfaction 

with their 

breast, can 

cause 

problems with 

self-

confidence, 

self-esteem 

and self-image. 

The pressure from 

society to have a 

certain type of bust 

(Millsted & Frith, 2003; 

Swami et al., 2009; 

Walton & Potvin, 2009; 

Ward, Merriwether & 

Caruthers, 2006) 

 

Almost ¾ of women 

are not satisfied with 

their breasts 

(Frederick, Pelau & 

Lever, 2008) 

 

Breasts cannot directly 

be changed, bras give 

the opportunity to 

“I want to buy them because I want something new. I want 

something that 

impresses my boyfriend. So, I want to buy it to impress someone 

but also to feel good because I like to feel good of course.” P1 

 

“I think I just started wearing a bra because everybody did it. And I 

just feel more comfortable wearing a bra. Because I think that your 

breasts are looking much better than without.” P8 

 

“[wearing a bra] Maybe because it is expected from society, I do 

not know. Honestly, I do not have to wear a bra, because I think my 

breast is quite okay. People would not know if I wear a bra or not, 

but I think sometimes, it is nicer, when it is pushed up.” P12 

 

“Because there's too much moving movements then [when I do not 

wear a bra] [...] and I've seen women, who are not wearing any 

bras. And some seem really nice, but I don't feel like me then, I just 
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adapt the outer 

appearance (Hart & 

Dewsnap, 2001; Hume 

& Mills, 2013; Swami 

et al., 2015). 

I'm just not comfortable, [...] the reason for that is that I think my 

boobs are too big for this and I don't like the shape of it.” P16 

Physiological  Shapes, 

asymmetric, 

size as well as 

different 

lifecycle stages 

affect the 

breast and can 

lead to wearing 

the wrong size 

which can 

cause spinal 

pain, 

headaches, 

shoulder or 

neck pain. 80% 

Individual 

characteristics of 

breast influence the 

bra shopping 

behaviour (Koff & 

Benavage, 1998; 

Wood, et al, 2008). 

 

Individual shapes as 

well as hormones 

require different sizes 

and shapes of bras 

(Goldsberry, Shim & 

Reich, 1996). 

 

“This is very comfortable [bralette] but this is like the nicest to have. 

Sometimes it also has enough support but then sometimes during 

the period it is also a bit different. So, then I like to have something 

like this [the pink bra].” P5 

 

“Is getting more support here this one it's better work with if you 

have some issues with your back or something.” P15 

 

“And this girl helped me out. And she was she was wearing this 

bra. So, she told me it's very comfortable. And I told her that I had I 

had like I have a lot of back pain. Because I have like bigger chest, 

I guess. So, she just told me that it was comfortable, and I should 

try it.” P18 

 



XXXIX 
 

of women are 

wearing the 

incorrect bra 

size (age 18-

26). 

Wrong bra size can 

have negative 

influence on 

physiological health 

(Greenbaum et al., 

2004; Mcghee & 

Steele, 2011; Wood et 

al., 2008). 

“But also, because if you have a bigger chest, then if you don't 

wear a bra, there's not a lot of support and you just get back pain.” 

P18 
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 Appendix 3: Table with Profiles of Participants 

 

 

PARTCIPANT 

NUMBER 
 

YEAR 

BORN 

COUNTRY OF 

ORIGIN 
BRA SIZE BUDGET 

BRAS A 

YEAR 

1 1995 Italy 70A/75B 25€ 
 

5 
 

2 1996 Finland 80B/85C 100€ 
 

3-4 
 

3 1996 Sweden 75D 250-400 kr 2 
 

4 1995 Sweden maybe 75B 200kr 
 

1-2 
 

5 1994 Finland 65D/60E max 100€/ average 60€ 
 

1 
 

6 1991 Sweden 70E/F 1000kr 3 
 

7 1995 Germany 80C 40-50€ 
 

1 
 

8 1995 Germany 75D 30€ 
 

1-2 
 

9 1995 Netherlands 75D 
60-70€ once a year/ sometimes 

also 15-20€ 

 

1-2 
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10 1995 Austria 80B 25-30€ 
 

1-2 
 

11 1984 Spain 90B/85C 40-50€ max/ normal 20€ 
 

2-4 
 

12 1993 Germany 75C 25-60€ 
 

2-3 
 

13 1996 France 70B 20 Euro 
 

3 
 

14 1995 Czech 75C 10€ 
 

1 
 

15 1993 Germany 75B 50-70€ 
 

2 
 

16 1994 Netherlands 85D 30€ 
 

3 
 

17 1999 Sweden 75B 500kr 
 

4-6 
 

18 1999 Sweden 75E 600kr 
 

1-2 
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 Appendix 4: Table with Sample Bras 

 

 

Sample 

Name  

Bra Picture Bra Size 

S 1 

 

80/90 (75A) 

S 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

80/95 (75C) 
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S 3 

 

80/92.5 

(75B) 

T 1 

 

 

75C 
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T 2 

 

 

75C 

T 3 

 

70B 
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T 4 

 

 

75B 

M 1 

 

 

80D 



XLVI 
 

M 2 

 

 

75D 

M 3 

 

 

80D 
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M 4 

 

 

80D 

M 5 

 

 

72D 

 


