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Abstract 
 
Entangling calculation and feeling: Pricing confidence and self-esteem in 
body-image campaigns 
This paper takes as its starting point an understanding of price proposed by 
Viviana Zelizer (1985). Zelizer argues that much critical work in economic 
sociology and related fields assumes that, (i) the economic and socio-cultural are 
distinct realms; (ii) the economic realm is expanding into the socio-cultural 
realm; and (iii) price is a powerful corrupter of social and cultural values (1985: 
18). Troubling these assumptions, she suggests instead that the 
‘commercialisation effect’ of price ‘has its precise counterpart – a reciprocal 
“sacralisation” process by which value shapes price, investing it with social, 
religious, or sentimental meaning’ (1985: 21). This paper considers the efficacy 
of Zelizer’s work for contemporary forms of price and pricing through a focus on 
UK government campaigns over the past 15 years to improve girls’ and young 
women’s self-confidence, self-esteem and body image; campaigns which frame 
these issues as, in part, economic problems in that they hamper girls’ and 
women’s ability to be effective at school and in the workplace. Such framings 
have been critiqued by a range of feminist scholars for applying market-based 
principles of entrepreneurship and self-discipline to social issues, displacing 
structural problems onto individual(ised) girls and women, and watering down 
feminism through branding and marketing. The aim of the paper is not to argue 
that such campaigns do not involve the marketization of feminism or girls, but 
rather to explore whether and how the relations between the economic and 
socio-cultural are reciprocal, and to consider what an emphasis on price brings 
to light about these relations. Following Zelizer, I ask: how does the pricing of 
socio-cultural issues and feelings such as a lack of self-esteem, low confidence 
and poor body image work in these campaigns? Does the socio-cultural affect the 
economic, as well as being affected by it? If so, how? I suggest that a focus on 
these campaigns is helpful in exploring price as a process whereby quantities 
and qualities, capital and bodies, measure and value, calculation and feeling, 
become entangled.  


