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ABSTRACT 
 
With Instagram gaining users by the minute, the Instagrammer market is exponentially growing and 

drawing public attention, both from marketers and ordinary users aiming to become Instagrammers. 

Despite the increasing number of Instagrammers gathering considerable amounts of followers, only 

a few of them are able to build engaged audiences over time. The proliferation of Instagrammers 

has also raised interest among researchers, especially around the brand endorsement sphere. 

However, little is known about the connections between Instagrammers and their followers, and what 

Instagrammers can actually do in order to build engaging relationships with followers. The aim of 

this thesis is to reveal how fashion Instagrammers’ content and their interaction on Instagram affect 

their self-presentation and follower engagement. Following Shimp’s TEARS model (2003), we draw 

on its five attributes, Trust, Expertise, Attractiveness, Respect and Similarity, intending to adapt the 

model to the online reality of Instagram, and to explore how fashion Instagrammers can achieve 

follower engagement. A qualitative study combining in-depth interviews, focus groups and 

netnography was conducted. Results indicated that the five attributes do not have the same 

relevance when it comes to generating follower engagement, and that the original TEARS model 

lacked Authenticity as an attribute. Further, our research also disclosed two different types of 

accounts, image and lifestyle accounts, depending on the amount of filler content shared. This filler 

content is constituted by snapshots of the Instagrammers’ everyday lives in an unfiltered and 

spontaneous way and was found to have an essential role in generating follower engagement. Unlike 

image accounts, lifestyle accounts strategically use Instagram Stories as means to share more filler 

content with followers.  

 

Taking our findings into account, a new theoretical framework is presented: the TAS-ARE model. 

This new model categorizes the attributes in two groups, Entry and Key attributes, based on their 

relevance in generating follower engagement. Entry attributes, Physical Attractiveness, Respect and 

Expertise (ARE), are found to be the initial requirements needed in order to compete in the 

Instagrammer market. Key Attributes, Trust, Authenticity and Similarity (TAS), when reflected 

through Instagram Stories, are found to be essential in generating follower engagement, and are 

possessed by lifestyle accounts. Further, this research also sheds light into a new “era” of Instagram, 

motivated by the introduction of Instagram Stories and by the proliferation of filler content. This new 

era, Instagram 3.0, constitutes an inflection point and opens new avenues for follower engagement. 

To this end, the model provides guidelines for Instagrammers, and can also provide support for 

managerial implications. 
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CHAPTER 1 
INTRODUCTION 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

The purpose of this chapter is to introduce the reader to 

the area of research, as well as to present the purpose and 

research questions of this thesis. Thereupon, 

contributions, delimitations, disposition of the thesis and 

definitions of key concepts are developed.  
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1.1 INTRODUCTION 
 

The world is changing at a speed we could never have imagined. We live in exciting times in terms 

of technology developments. Indeed, ideas that seemed impossible just a few decades ago are now 

a reality. Today technology, and the innovation that drives it, touches nearly every part of our lives 

and thereby everything happens faster than ever. As an illustration, the social web and mobile 

technologies have accelerated the rate at which relationships develop, information is shared, and 

influence takes hold (Benioff, 2012). Social media has taught us new ways to communicate and 

collaborate through features like feeds, profiles, and groups. At the same time, smartphones and 

tablets provide mobility and instant access to information from any location (ibid). Quantifying the 

social media revolution, more than 3 billion people around the world now use social media each 

month, with 90% of those users accessing their chosen platforms via mobile devices (Kemp, 2018).  

 

Social Media has changed the nature of entertainment and interaction with others. Social media 

platforms are constituted by online communities that are participatory, conversational and fluid, and 

enable their members to produce, publish, control, critique, rank and interact with any online content 

(Tuten, 2008). In this regard, there are different categories of social participation depending on how 

members want to involve themselves and interact with others. The category that has gained more 

interest among academics is the creators. Creators are active developers of content who may 

publish websites, maintain a blog, upload videos in sites like YouTube, pictures on Instagram or 

short status on Twitter (Tuten, 2008). With social media platforms gaining a large base of users, 

comes the possibility for creators to have a relatively great number of followers, achieve online fame 

and thus become a Social Media Influencer (Marwik, 2015; De Veirman, Cauberghe & Hudders, 

2017).  

 

Social Media Influencers (SMI) initially started out on various blog platforms in 2005, but slowly 

expanded to other social media platforms such as Facebook, Twitter, YouTube, Instagram, 

Snapchat, and Vine, as these became more popular (Abidin, 2016).  While the most followed users 

are primarily celebrities, there are many other users, like the SMI, gathering thousands or even 

millions of followers, and thus being a strong influential force on their followers’ attitudes, decisions 

and behaviors (De Veirman et al. 2017). Social Media has empowered ordinary users to become 

internet-famous among a group of users within a particular channel (Boyd & Marwick, 2011). In 

parallel, Senft (2008) suggested the term “Micro-celebrity” as another way to name the SMI 

competing for a fan-base and awareness in social media. 
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1.2 PROBLEM SPECIFICATION 
 

In the marketing and communications scheme, ever since a brand wanted to advertise its products 

to a wide audience, celebrity endorsement would be used as a one-way promotional communication 

in any traditional mass media (Tuten, 2008). In recent years, in a world dominated by Web 2.0, the 

marketing communications landscape has changed dramatically. As Tuten (2008) points out, 

thinking about one-way communication limits all the interactive possibilities Web 2.0 offers: user 

control, freedom, and dialogue. Since the explosion of Web 2.0, online advertising has become more 

about conversations, connections and shared control, and less about passive consumption of 

packaged content. It truly has enabled two-way, or even multi-way, communication between brands, 

celebrities, and consumers.  

 

As a consequence, celebrity endorsement tends to be expensive and sometimes viewed as 

untrustworthy because of the presumed monetary motivations hidden behind by the celebrity (A. 

Hearn & S. Schoenhoff, 2015). Hence, companies have started working with another type of 

endorsers who are viewed as more natural and trustworthy human beings: the SMI (Booth & Matic, 

2011). Accordingly, this change of focus has induced a further expansion of this new category of 

endorsers. Hence, the number of ordinary users attempting to become social media influencers has 

grown substantially due to the illusion that anyone can achieve fame and wealth through social media 

platforms (Khamis et al., 2016).  

 

Previous literature regarding brand endorsement has emphasized the importance of choosing the 

right celebrity. In particular, the TEARS model, proposed by Shimp (2003), describes the essential 

qualities of celebrities that are important in determining their effectiveness in product endorsement. 

Recently, some authors —taking as a reference traditional celebrities literature— have also started 

measuring the effectiveness of SMI in terms of brand endorsement (Senft, 2008; Boyd & Marwick, 

2011; Marwick, 2013; De Veirman et al., 2017).  

 

Because of the rapid growth of SMI, the need for distinction across the social media sphere has 

become indispensable. Therefore, online influencers need to self-present themselves strategically 

in order to achieve distinctiveness and visibility and subsequently the engagement of their audience 

(Abidin, 2016). SMI is a relatively new area of research, hence influencers lack guidelines on how to 

self-brand and interact with their audience in order to obtain visibility and thus create follower 

engagement in a crowded marketplace.  
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Considering all the above, two strands of research have emerged: research concerning the 

effectiveness of SMI as brand endorsers, and thus how they may help to leverage brand value; and 

research concerning the self-presentation of SMI, and how they build engaging relationships with 

their followers. The former has gained the most attention among academics (Senft, 2008; Boyd & 

Marwick, 2011; Marwick, 2013; De Veirman et al., 2017), whereas the latter still has many areas that 

remain unexplored. Nonetheless, several authors have started identifying practices to create 

stronger relationships with followers, and thus generate the expected engagement with them (Abidin 

& Thompson, 2012; Abidin & Ots, 2015). However, little is known about how the use of the platform 

functionalities and features, or how the type of content shared, affects their self-presentation and 

thereby changes the level of influence and engagement (positively or negatively) with followers. 

 

On this study, we will focus on social media influencers in one concrete online platform, Instagram, 

where they are commonly known as Instagrammers. With over 800 million active monthly users, and 

500 million using the platform on a daily basis (Instagram, 2017a), Instagram’s large base of active 

users has made the platform undoubtedly appealing, and thus has instated the proliferation of 

Instagrammers. Likewise, it is currently considered the best social media platform for user 

engagement (Demers, 2017).  Particularly, this study focuses on the segment of fashion 

Instagrammers, since fashion is one of the most expanded categories on the platform (Cook, 2018). 

In this regard, this study aims to identify how the content posted on Instagram and the interaction 

with followers influences fashion Instagrammers’ self-presentation and, as a consequence, also 

influences Instagrammers’ ability to connect with followers, understood as engagement. Thus, 

basing on the TEARS model, proposed by Shimp (2003), this research will explore the essential Key 

Attributes of Instagrammers that are important for strengthening their relationships with followers 

and thus generating follower engagement. The development of the problem statement is presented 

in the following section.  

 

1.3 RESEARCH QUESTION 
 

According to specifications above, this paper aims to answer the following research question:  

 

How fashion Instagrammers’ content and interaction on 
Instagram affect their self-presentation and the 
engagement with followers? 
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For this purpose, we need to first gain more insights on Instagram’s functionalities and 

Instagrammers self-presentation on the social platform. Also, we deem relevant to comprehend the 

interaction between Instagrammers and followers, and vice-versa. Therefore, the following sub-

questions must be answered in order to advance our research:  

 

• Which are the users’ motives for using Instagram? 

• Which Instagram features are being used the most, and how?  

• How do we define Instagrammers? 

• How Instagrammers self-present themselves? 

• Which kind of content Instagrammers share with their followers?  

• How Instagrammers interact with their followers?  

• How followers interact with Instagrammers? 

• How can Instagrammers generate engagement with followers?  

 

1.4 CONTRIBUTION 
 

With this particular study, the authors are aiming to contribute towards an existing research gap in 

the combination of the following fields: Influencer marketing, self-branding, brand endorsement and 

opinion leadership. By incorporating these specific research areas together, this thesis intends to 

provide unprecedented knowledge which, in turn, Instagrammers, marketing managers, and 

academics can benefit from.  

 

In favor of Instagrammers, this thesis contributes to give some guidance for building engaging 

audiences and thus long-term relationships with their respective followers. Specifically, the research 

aims to uncover which is the optimal type of content and interaction from Instagrammers to generate 

intimate connections with followers, and thus go beyond the superficial nature of Instagram, a visual-

based social platform. 

 

In the figure of marketing managers, some advantages are provided in this thesis. Firstly, marketers 

can use the research in order to decide what kind of Instagrammers seem the most effective, 

persuasive and engaging for their product promotions. Marketers can then make a contemplative 
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decision of whether or not to use Instagrammers in their marketing campaigns. Secondly, they can 

get a deep understanding of the followers’ reaction towards the brand endorsers or Instagrammers. 

Lastly, and in more general terms, the outcomes of this study can provide a clearer picture of 

successful Instagrammers who generate follower engagement.  

 

Academically speaking, nowadays, very little research concerns the potential of Instagram 

influencers. Considering that the field is relatively new, previous studies provided support of 

influencer’s relevance, although their focus is on other social media platforms, for instance, 

Facebook or Twitter. The evidence that Instagram is quickly developing, contributes to the fact that 

increasingly more scholars are paying attention to the topic. Moreover, there is a great lack of 

research when considering Instagrammer’s self-presentation and the respective interaction with 

followers as a factor of follower engagement. Accordingly, within the field of opinion leadership, this 

study aspires to establish to which extent Instagrammers are capable of persuading and influencing 

their followers. Moving forward, brand endorsement has been further studied in the field of traditional 

celebrities. However, it is still not clear the repercussion of brand endorsement within the context of 

an Instagrammer. Therefore, we deem relevant to contribute to this latter field.  

 

1.5 DELIMITATIONS 
 

The focus of this thesis is the social media platform Instagram and subsequently the social media 

influencers within the platform, the Instagrammers. In the current online world, Instagram has seen 

a huge growth in the number of users since it was launched in October 2010 (Instagram, 2018). 

Being one of the most popular photo capturing and sharing application of the moment, it deems 

relevant to delimit this thesis towards this platform. Moreover, Instagrammers are further expanding 

the popularity of the platform since their audience is by far more engaged and active in comparison 

with other social platforms which in turn are losing online relevance and being outranked in terms of 

user engagement, such as Facebook and Twitter (Demers, 2017). Moreover, in this particular 

research, the focus is on fashion Instagrammers. According to Cook (2018), no other industry has 

thrived on Instagram like the fashion industry. Between their carefully curated photos, expertly paid 

collaborations, and decisive adoption of Instagram Stories, fashion Instagrammers are becoming 

masters of follower engagement on the visual platform (ibid). This thesis aims to identify the key 

attributes of the fashion Instagrammer needed in order to build engaging relationships with followers. 

Therefore, external factors that are not under the control of the Instagrammer will be disregarded, 

although they might influence the followers’ perception. Additionally, all fashion Instagrammers 

analyzed are female since they represent the vast majority of the category. Being a fashion 
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Instagrammer is more common among women than men (McGrath, 2016). Finally, the scope of this 

thesis was delimited to the Spanish Instagrammer segment because of the researchers’ nationality 

and their former knowledge about the mentioned market. Hence, considering the possibility of 

generalizing results of the research, findings may differ across other markets and nations.  

 

1.6 DISPOSITION  
 

The structure of this thesis is divided into seven chapters (see figure 1): Introduction; Literature 

Review; Conceptual Framework, together with Proposition Development; Methodology; Findings; 

Discussion; and Conclusion. The Introduction gives the general overview of the key concepts and 

research areas of the particular study as well as the purpose of the research. Literature Review 

presents the background literature background of the research. Conceptual Framework is accounted 

together with the propositions derived. Methodology explains the methods selected for collecting 

and analyzing data. Findings chapter is a detailed description of the research results. Discussion 

summarizes the main findings while answering the research questions in comparison with the 

previous literature. Also, managerial implications and theoretical contributions are illustrated. Finally, 

the conclusive chapter offers a summary of the study, practical and academic implication of findings, 

limitations of the research, and suggestions for future studies in the field.  
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Figure 1: Disposition of the thesis 
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1.7 DEFINITIONS 
 
Anchor content: The primary content for which the Instagrammers are known. Usually, it takes 

more time to produce and is intentionally scheduled to create anticipation among followers (Abidin, 

2017). 
 
Attention economy: Marketing perspective assigning value according to something’s capacity to 

attract “eyeballs” in a media-saturated, information-rich world (Fairchild, 2007). Original concept form 

E.W. Brody (2001) 
 
Authenticity: Being true to oneself (Giddens,1991) 

 

Calibrated Amateurism: A practice and aesthetic in which actors in an attention economy 

specifically develop over-crafting contrived authenticity that portrays the raw aesthetic of an amateur, 

whether or not they really are amateurs by status or practice, by relying on the performance ecology 

of appropriate platforms, affordances, tools, cultural vernacular, and social capital. Calibrated 

Amateurism is sustained by filler content. (Abidin, 2017:1) 

 

Engagement: the ability to connect with followers (Demers, 2017) 

 

Filler content: Complements the anchor content by offering highly contextualized snapshots of the 

Instagrammers’ everyday lives. It is intentionally crafted to convey the aesthetic of an amateur so 

that it looks raw, unfiltered, spontaneous, and more intimate. The frequency of the filler content is 

almost daily in order to convey a sense of spontaneity and continuity (Abidin, 2017). 
 
Instagram Caption: Piece of text placed below every picture or video uploaded on Instagram. 

Besides the text, on the caption users can include hashtags (#), mentions to other users or brands 

(@) and emojis (🙂) (Zulli, 2017). 

 

Instagram Feed: Subsequential display of the pictures or videos uploaded by an Instagram user 

(Zulli, 2017). 

 

Instagrammer: People who have built —and keep on building— a sizeable amount of followers on 

Instagram, through the textual and visual narration of their everyday lives, on which they strategically 

share both advertorial and more personal and intimate content, in order to appeal to their niche of 
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followers. On their own ecology, Instagrammers are seen as trusted and credible sources of 

information with strong influential/persuasion power (own elaboration).  

 

Instagram Stories: Instagram feature introduced in August 2016. Stories allow users to add photos 

or videos that are only available for 24-hours before vanishing. The content can be viewed as many 

times as viewers want within the 24-hour span. They run horizontally on the top of the home page, 

above the user’s feed. (Zulli, 2017) 

 
Intimacy: An emotional attachment between followers and Instagrammers (Abidin & Thompson, 

2012)  

 
Neoliberal Individualism: A neoliberal political economy imagines that the free-play of market 

forces is the magical elixir of prosperity. Inequality is not seen as a bad thing since there have to be 

winners and losers for any genuine competition (McGuigan, 2014). This doctrine of political 

economy, framed on the Instagrammer ecology, empowers them to act selfishly and consider 

themselves as entrepreneurial subjects, with the power to self- promote and grow their own brand, 

and ultimately responsible for their own success or failure in the marketplace. Thus, self-branding is 

encouraged with the promise of reward (Susan Khamis et al., 2016). This reward is measured in 

terms of fame, number of followers and revenue from collaborations. 

 

Para-social interaction:  The illusion of a face-to-face relationship between the micro-celebrities 

and their followers (Veirman et al. 2017). Para-social relations are governed by little or no sense of 

obligation, effort, or responsibility on the part of the follower, as it is free to withdraw at any moment. 

This relationship is one-sided, non-dialectical, controlled by the Instagrammer and not susceptible 

of mutual development. Over time, followers develop the illusion of intimacy and come to believe 

that they know the Instagrammer more intimately and profoundly than others do. Instagrammers are 

thus considered friends, counselors, comforters, and models. Such accumulation of knowledge 

intensifies loyalty. (Horton & Wohl, 2006).  

 
Persona Intimacy: An emotional attachment between followers and Instagrammers, where 

followers bear more attachment to the Instagrammer as a brand, than the actual product or service 

they advertise (Abidin & Thompson, 2012)  
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Relatability: The capability of Instagrammers to convince their followers to feel affinity and identify 

with them (Abidin, 2017). Relatability implies accessibility, believability, and intimacy (Abidin & Ots, 

2015).  

 

User Engagement: The ability to connect with others. The positive responses and interactions 

generated by the content on social media (Jaakonmäki, Müller & Brocke, 2017). How the 

engagement rate is calculated varies across social media platforms, but it generally measures the 

percentage of people who react to a post in some way, by either liking or commenting on it. 

(Jaakonmäki et al., 2017). Engagement on Instagram could be measured based on the following 

factors: post visibility, tendency to comment, and shareability (Demers, 2017). 
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CHAPTER 2 
LITERATURE  
REVIEW 

 
 
 
 
 
 
 
 
 
 
 

In this chapter, the relevant literature review is presented. 

The section starts with a description of Instagram as a 

social platform, followed by the new celebrities recently 

named Instagrammers, and finally an explanation about 

Instagrammers’ self-presentation. 
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2.1 INSTAGRAM AS A SOCIAL PLATFORM 
 
2.1.1 DIGITAL WORLD 
 
Currently, we live in a digital world. Over half of the world’s population is now online, with the latest 

data showing that nearly a quarter of a billion new users came online for the first time in 2017 (Kemp, 

2018). Much of this growth in internet users have been driven by the generic use of smartphones 

worldwide (ibid). Thus, nowadays it is increasingly easy for people to enjoy a rich internet experience 

wherever they are.  

 

Simultaneously, as digital technologies continue to make communication channels and platforms 

more ubiquitous and effortless, humans beings are more connected to each other than ever before 

(Pittman & Reich, 2016).  Social media (often referred to as SNSs, Social Networking Sites) can be 

broadly defined as “a group of Internet-based applications that build on the ideological and technical 

foundations of Web 2.0, and that allow the creation and exchange of user-generated content”. 

Generally, social media sites are inexpensive and, quite often, completely free to use. (Whiting & 

Williams, 2013). Social media use continues to grow rapidly too, and the number of people using the 

top platform in each country has increased by almost 1 million new users every day during 2017 

(Kemp, 2018). More than 3 billion people around the world now use social media each month, with 

90% of those users accessing their chosen platforms via mobile devices (ibid). Current examples of 

social media platforms include social networking sites like Facebook, photo and sharing sites like 

Instagram, Flickr or Youtube, microblogging sites like Twitter, and numerous others. Briefly, social 

media can be described as a communication mechanism that allows users to freely interact with 

thousands, and perhaps billions, of individuals all over the world (Whiting & Williams, 2013). 

 

2.1.2 ATTENTION ECONOMY 
 
As a consequence of an interactive environment and digital communications, the world today is an 

over-crowded place with too much information flow out there. Audiences are saturated with so much 

to choose from, consequently, the need for distinctiveness and visibility grows. This oversaturated 

online ecosystem with increasingly distracted and dispersed audiences has been named attention 

economy (Brody, 2001). Attention economy has been defined as a marketing perspective assigning 

value according to the capacity to attract “eyeballs” in a media-saturated, information-rich world 

(Fairchild, 2007). For instance, it has inspired new thinking about how to create lasting, flexible, and 
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evolving relationships with consumers (ibid). Thus, most scholars agree that attention is one of the 

most valuable resources in modern-day capitalism (Zulli, 2018).  

 

After the advent of digital technology generally, and social media sites specifically, scholars found 

that being watched and getting attention was just as valuable as watching and giving attention (Zulli, 

2018). Indeed, social media encourages self-disclosure and continuous surveillance of online 

networks, which contributes to the rationalization of being watched. “Successful” users, then, are 

those whose online activity garners attention from their followers and network (ibid). The metric for 

assessing attention value varies with the media environment. Whereas in a traditional media 

environment, advertisers pay for audience time (e.g. prime-time viewers were “worth more”, so 

advertisers pay more for that time), scholars still disagree about how attention is measured, and thus 

priced, in a new media environment. For instance, click-through rates, which is the ratio of users 

who click on a specific link to the number of total users who view a page, have often been used as 

valuation metric to estimate the success of sites or, generally, online advertising campaigns 

(Marwick, 2013). On the other hand, “affective relations” and the engagement of users via likes or 

retweets has also been used to determine the value of attention in a digital context (Zulli, 2018).  

 

Regardless of how attention is measured, it remains that actual, perceived, or potential attention 

drives enterprises and it is incredibly limited. Previous research in the field stated that attention is a 

tangible and finite commodity, and “Those who don’t have it, want it. Even those who have it want 

more.” (Zulli, 2018, p.4). The desire for attention is restructuring individual and organizational 

behavior by using online platforms more strategically (i.e. changing posting habits, increasing 

interactive content, etc.). Social media sites themselves advocate this need of being visible to others. 

For instance, Instagram and Snapchat rank their users based on visibility. In other words, the more 

likes, followers, and influence users have, the more valuable they become to potential advertisers 

(Zulli, 2018).  

 

2.1.3 INSTAGRAM 
 
Instagram is a photo-sharing mobile application that allows users to take pictures or videos, apply 

filters to them, and share them on the platform itself. It is, nowadays, the world’s number one photo 

sharing platform (Ahmed, 2015). Within two months of its launch, in 2010, Instagram had over a 

million accounts. After recognizing the value and quick adoption of this platform, Facebook 

purchased Instagram two years later. By 2014, Instagram boasted an astounding 150 million active 

monthly users, 16 billion photographs shared, 55 million photographs posted each day, and 1.2 
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billion likes on those photos each day (ibid). The most recent report suggests that Instagram has 

over 800 million active monthly users and over 500 million on a daily basis (Instagram, 2017a), which 

further solidifies this site as the “go-to platform for storytelling around the globe” (Ahmed, 2015). 

Instagram large base of active users and the proliferation of Instagrammers have repurposed 

Instagram’s original philosophy of sharing 1:1 instant pictures, by appropriating its networked 

intimacy for a non-reciprocal mass audience, complementing mobile phone photography with high-

end digital cameras and photo edits, converting memory souvenirs into broadcast material for high 

circulation and reworking spontaneous captures into purposeful staging (Abidin, 2016).  

 

The goal of Instagram is to have one’s images noticed, and sometimes it can be hard to achieve. 

Subsequently, Instagram users need to be strategic about their posting habits to optimize the 

visibility of their images. The more attention users receive, the more social capital they accumulate. 

Instagram users know that attention can lead to social recognition, advertising opportunities, and 

consequently, potential income. This hope for potential social capital encourages attention-seeking 

behaviors (i.e. enhancing photo’s quality or use of filters and hashtags) and increases engagement 

on the site (i.e. an increase of likes and comments). Hence, users who post more often, and better 

utilize the platform’s features, can potentially lead to social and financial success (Zulli, 2018).  

 

Because of its relatively recent creation, there is still not much research based on the cited social 

platform. However, the few studies that do examine Instagram, generally take one of two paths: 

examining the types of photos posted to Instagram or parsing out user motivations for using the 

platform. In an exploratory analysis on the types of photos being shared via Instagram, scholars 

have identified that self-portraits, also known as selfies, and friend photos dominate the images on 

Instagram; followed by activities, captioned photos, food, gadgets, fashion, and pets (Hu, Manikonda 

& Kambhampati, 2014). In this regard, Instagram is based more on one’s personal identity, rather 

than on relation identity. In other words, Instagram exists for people to self-present, achieve social 

recognition and, unlike Facebook, it does not focus on social relationships as much (Sheldon & 

Bryant, 2016). However, a new feature recently introduced, the Instagram Stories —further 

explained in section 2.1.5— might change this tendency.  

 

2.1.4 MOTIVATIONS FOR USING INSTAGRAM 
 

To provide content that engages consumers online, understanding consumers’ motivations for using 

Instagram is a good starting point. Therefore, the motives for using Instagram are explained through 

Uses and Gratifications Theory (UGT).  
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Even being one of the currently fastest growing social networks globally (Ahmed, 2015), there is still 

not much academic research regarding why people use Instagram, and who the users are.  UGT 

has its origins in the communication literature and has been utilized as a framework to understand 

the motivations behind the use of Social Media platforms. The basic premise of this theory is that 

individuals seek out media that fulfill their needs and leads to ultimate gratification (Whiting & 

Williams, 2013). 

 

UGT assumes that one’s social and psychological circumstances influence media use and effects. 

The assumption of this theory is that people are actively choosing and using media based on their 

needs. The main needs or gratifications proposed in the first studies of the theory were: diversion, 

as a way to escape from problems; emotional release, personal relationship, by socializing through 

conversations, personal identity, as a value reinforcement and self-understanding, and surveillance 

(Sheldon & Bryant, 2016). However, due to the digital change and the emergence of Social Media, 

new categories have emerged explaining why people use such platforms (Whiting & Williams, 2013).  

 

To date, several researchers have analyzed the motives for using Social Media Platforms applying 

the UGT framework. For instance, it has been found that entertainment, communication, and habitual 

diversion were the main motivations for using Facebook (Sheldon & Bryant, 2016).  Due to the 

different design, platform format, and ease to browse through Facebook and Instagram, users of 

each platform may differ significantly on the motives for using them, and the gratifications derived 

from.  

 

According to Sheldon and Bryant (2016), following Uses and Gratifications theory, the current four 

main motives for using Instagram are described hereafter.  

 

Surveillance/Knowledge about others (i.e. “To see what other people share”) is defined as watching 

what others are doing, to see visual status updates of friends. Out of the four motives, it is the most 

influential reason behind Instagram use; this notion confirms that many people use social media 

forums to gain knowledge about what others (i.e. friends, family, and strangers) are doing (Sheldon 

& Bryant, 2016). This motive could be synonymous with information seeking. On the social platform, 

this motive could be reflected in the actions of following and “liking” other people’s posts. However, 

whether the user has a public profile —meaning that everyone can check their feed without 

necessarily following the account—the general audience can know what the user is doing.  

Korgaonkar and Wolin (1999) also had a similar construct called information motivation which they 

defined as how consumers use the web for self-education and seeking information about others. 
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Also, Whiting and Williams (2013) demonstrated in their research that many individuals use social 

media platforms in order to know what others are doing and thus try and keep up with others.  

 

Documentation is being defined as to remember special events, to depict user’s life through photos, 

to remember something important, to celebrate an event, to document the world around the user. 

According to Sheldon & Bryant (2016), this motive appears to be unique to Instagram due to its 

characteristics. For instance, Instagram primarily focuses on images or pictures whereas Twitter is 

a more text-based forum. In addition, Instagram allows users to provide both a picture and text as 

there is an option to provide a caption for the image. In this way, Instagram acts as a kind of a virtual 

photo album for many people. Additionally, there is a positive relationship between high levels of 

social activity (traveling, going to sporting events, visiting friends, etc.) and being motivated to use 

Instagram as a means of documentation. In sum, Instagram is an ideal platform to document 

memories as the forum is primarily based on visuals such as photos and videos. Storing memories 

on Instagram also appears to be a safe way to “backup” the pictures and videos that were taken on 

a particular trip or event. Whiting and Williams (2013) proposed a similar attribute called information 

sharing, defined as using social media to share information about a user with its followers. However, 

Sheldon & Bryant (2016) place more emphasis on posting updates and sharing pictures to remember 

important personal moments in the future thus converting this attribute to more individual and specific 

to each user.  

 

Coolness/Popularity means to become popular, to self-promote and to provide visual status updates 

for one’s friends (Sheldon & Bryant, 2016). In terms of social media use, people are typically 

interested in being on a forum that is popular with their peers. Also, Instagram contains features 

which enable to manipulate photos and subsequently to appear more attractive and cool. 

Additionally, users likely use this particular platform for self-promotion and to gain popularity. For 

instance, the results of Whiting and Williams’ (2013) research indicates that participants share 

information in order to market themselves. Respondents reported that social media gives them 

something to talk about with friends. Moreover, one major goal of many Instagram users is to gain a 

substantial amount of “likes” on their posts which validate their popularity and status among their 

social community. Thus, having a large number of followers is typically an indication of popularity 

(Sheldon & Bryant, 2016). Concretely, this concept would be disclosed more deeply in the next 

sections.  

 

Creativity consisted of finding people who have similar interests, exhibit photography skills, create 

art, among others. Instagram allows users to apply filters to pictures in order to make their posts 
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more artistic. Also, they have the option to post creative captions and hashtags. However, it is the 

least influential motive of the four (Sheldon & Bryant, 2016). For instance, Instagram users spend 

time editing pictures to make their posts appear “cool” and also to portray their creative abilities. As 

Instagram is a visual-based social networking app, other researchers report that portraying skills and 

sharing creative posts with others can be another motive for using the platform (Mull & Lee, 2014).  

 

2.1.5 INSTAGRAM FEATURES 
 

Social networks are continuously changing. Accordingly, Instagram is constantly updating and 

improving their functionalities to meet the user demands and provide a better user experience, but 

also to support the companies that use the platform as a core part of their marketing strategies 

(Hudson, 2017). Hereafter, the most important features and characteristics will be further detailed.  

 

At the most basic level, the name “Instagram” implies that the content posted on this site is meant 

to be instantaneous, quick, and fleeting (Zulli, 2018). As explained by Instagram, the designers chose 

the name to mimic the way old cameras were marketed, such as the Polaroid camera and its self-

developing film capacities. The founders wanted to create an app that simplified the uploading and 

sharing process so that users could literally upload any photo and not have to decide which images 

were worthy of being captured (ibid). 

 

Being Instagram a mobile-exclusive platform, allows users to immediately edit images taken on the 

go, and to post them on the platform right after. Although some may see that being a mobile-only 

service is a limitation of the, as previously stated, statistics show that mobile handsets are now the 

most popular form of access to social networks sites (Kemp, 2018). Moreover, the acquisition of 

Instagram by Facebook has potentially made the application more attractive and appealing to 

millions of users. Instagram is now considered the best social media platform for customer 

engagement (Demers, 2017). Engagement on Instagram could be defined as the ability to connect 

with followers. It is hard to measure it and involves several distinct factors, like post visibility, 

tendency to comment, and shareability (ibid).  

 

Images from “friends” that users follow are displayed on the feed section. Moreover, users can take 

a look at images outside of their immediate friend list, by examining the explore section that can be 

found on the search button at the bottom of the app. The search button allows users to see the most 

recent videos and photographs posted by anyone with an account set to “public.” Since millions of 

users post pictures daily, Instagram is constantly updating it with new images (Zulli, 2018). 
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Furthermore, Instagram offers a number of special filters that allow users to change the colors and 

resolutions of the photographs before they post them (Sheldon & Bryant, 2016). Instagram filters are 

transforming ordinary pictures into noteworthy and artistic photographs, so every moment becomes 

subject to be shared and stored. 

 

In August 2016 Instagram incorporated a feature originally developed by Snapchat, the Instagram 

Stories. With this feature, users can add photos or live videos that only last 24-hours before 

vanishing. The content can be viewed as many times as viewers want within this 24-hour span. They 

run horizontally on the top of the home page above the user’s feed. Also, users can send messages 

while viewing the content to comment or initiate a chat with the person who posted them. Moreover, 

users have access to a small set of Instagram analytics. They can track the total number and which 

users viewed their content. Under Instagram settings, users can adjust Story settings by, for 

instance, hiding Stories from certain users’ feeds and selecting who can reply via direct message. 

The short-time nature of Stories enables users to broadcast videos or images worthy of attention, 

but perhaps less deserving of a permanent spot on an Instagram account (Zulli, 2018). In sum, 

Instagram Stories is a great tool for creating and sharing instant content as they are only available 

for a limited time span. Thus, they encourage users to share additional content besides their polished 

images on the feed. 

 
 

2.2 THE NEW CELEBRITIES: INSTAGRAMMERS 
 
2.2.1 DEFINITION AND CHARACTERISTICS  
 

Nowadays, the dream of becoming “famous” and achieving “celebrity status” can be achieved much 

easier than before. For a major part of the 20th century, in order to become “famous”, it was 

necessary to have a special talent, such as acting, singing, excelling at a sport, among others, or to 

have a wide network of influential people. However, Web 2.0 and Social Media have set the stage 

for ordinary people to become internet famous among a group of users within a particular channel. 

(Boyd & Marwick, 2011). As Powell (2016) points out, social media has “democratized” the celebrity 

world and made Andy Warhol’s “fifteen minutes of fame” easier to achieve for a broader range of 

ordinary people. 

 

The boom of social media celebrities has raised interest among many academics and thus has 

opened the door for different interpretations and definitions. The pursuit of online fame and attention 
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made Senft (2008) first develop the term Micro-celebrity. Since then, Micro-celebrity has been used 

broadly in literature, making reference to internet famous people on many online platforms. Over 

time, other terms describing the same phenomenon have also aroused, for example, the general 

term of Social Media Influencer, or a more explicit term like Instagram Influencer (Abidin, 2016; 

Abidin, 2017; De Veirman et al., 2017). Each academic has given their own terms and definitions of 

what an “internet famous person” is, according to the focus of their research. For the purpose of this 

study, and taking into account that this research will be focused on Instagram, we have defined the 

term Instagrammer, which will be used hereafter making reference to: 

 

 Users who have built —and keep on building— a sizeable number of followers on 

Instagram, through the textual and visual narration of their everyday lives, on which they 

strategically share both advertorial and more personal and intimate content, in order to 

appeal to their niche of followers. On their own ecology, Instagrammers are seen as 

trusted and credible sources of information with strong influential/persuasion power.  

 

This definition of Instagrammer entails the definitions of “internet famous people” previously made 

by the main authors in the field and gathered on Table 1. Each element of these definitions that have 

been used to construct the Instagrammer definition, is underlined. Thereafter, it will be further 

explained the authors’ focus of research that framed each of the definitions, in order to better 

understand the nature and meaning of the constructed definition of Instagrammer. 

 

Table 1: Definitions and terms of internet famous people 

Authors Term Definition 

Senft (2008: 25) Micro-celebrity 
(Cam Girls) 

A new style of online performance that involves people 
“amping up” their popularity over the Web using 
technologies like video, blogs, and social networking 
sites. Micro-celebrity sometimes looks like conventional 
celebrity, and the two aren’t the same.  

Boyd & Marwick 
(2011: 121) 

Micro-celebrity 
(Twitter) 

Individuals that have an online audience that they can 
strategically maintain through ongoing communication 
and interaction. 

Marwick 
(2013:114) Micro-celebrity 

A state of being famous to a niche group of people, but 
it is also a behavior: the presentation of oneself as a 
celebrity regardless of who is paying attention.  
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Becoming a micro-celebrity requires creating a persona, 
producing content and strategically appealing to online 
fans by being “authentic”. 

Abidin (2016:86) 
Influencers 
(Instagram, 

fashion) 

Influencers are one form of microcelebrity who 
accumulate a following on blogs and social media 
through the textual and visual narration of their 
personal, everyday lives, upon which paid advertorials – 
are written in the form of editorial opinions – for 
products and services are premised. 

Abidin (2017:1) 
Influencers 
(Instagram, 
Families) 

Influencers are a contemporary incarnation of Internet 
celebrity for whom microcelebrity is not merely a hobby 
or a supplementary income but an established career 
with its own ecology and economy. 

De Veirman et al. 
(2017:798) 

Social Media 
Influencers 
(Instagram) 

People who have built a sizeable social network of 
people following them. In addition, they are seen as a 
regard for being a highly credible electronic Word Of 
Mouth (eWOM) in one or several niches.   

 

As previously mentioned, Theresa Senft coined the term micro-celebrity in 2008, early in the Social 

Media Boom. In her book about “Cam girls” she describes young women who were broadcasting 

their lives over the Internet and utilized still images, video, blogging, and crosslinking strategies to 

present themselves as a coherent, branded package to their online fans. Senft (2008) argues that 

micro-celebrities self-present themselves without overt manipulation and are perceived as more real 

than mass media celebrities who are constantly portrayed with perfect lives and looks.  

 

Boyd and Marwick (2011) suggested a broader definition of micro-celebrity just taking into account 

the audience size and the means on how to strategically maintain this audience. They focused on 

the techniques used by twitter micro-celebrities and introduced the concept of “authenticity”, 

understood as “being true to oneself” (Giddens,1991). Since authenticity is imposed by the person 

doing the judging, and thus is constituted by the followers, it is crucial among micro-celebrities to 

strategically maintain a positive impression and be considered as authentic in order to cultivate their 

audience (Boyd & Marwick, 2011). As Abidin (2016) points out, micro-celebrities combine both paid 

advertorials and more personal and intimate posts. Thus, micro-celebrities assume and try to 

balance an intrinsic conflict between self/brand-promotion and the ability to connect with others on 

a deeply personal or intimate level (Boyd & Marwick, 2011).  
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In this regard, authenticity is seen such an important element of microcelebrity by Alice E. Marwick 

that in her book “Status update” (2013), she included authenticity on its definition. Marwick conducted 

a study among tech entrepreneurs micro-celebrities in Silicon Valley, on which many of them used 

social media to promote their start-ups and for networking purposes. She differentiates between two 

types of micro-celebrities: ascribed and achieved. The former refers to a micro-celebrity who is well 

known in certain subcultures due to the media highlight and with a high-level status; whereas the 

latter refers to micro-celebrities that use mediated self-presentation techniques in order to create a 

persona, construct intimate connections to create the illusion of friendship or closeness, and 

strategically reveals information to increase or maintain its followers. In this light, followers expect both 
ascribed and achieved micro-celebrities to be more authentic than traditional celebrities, and this 

authenticity is determined over time by comparing their current actions against their past for 
consistency (Marwick, 2013). This sense of authenticity implies that it is not about how much the 

micro-celebrity reveals or conceals, but about being measured against an ideal of honesty made by 

followers and measured by the consistency of the information revealed (ibid).  

 

Furthermore, together with authenticity comes credibility and trust; as Marijke De Veirman (2017) 

points out, micro-celebrities are seen as trusted tastemakers and highly credible sources of 

electronic word of mouth (eWOM). Hence, micro-influencers constitute a strong influential force on 

their followers’ attitudes, decisions and behaviors (ibid). 

 

Another author that has focused most of her research on micro-celebrities, or Influencers —as she 

names them—, is Crystal Abidin, both on the fashion/lifestyle and the family influencer segments 

(2016; 2017). On her paper called “Visibility labour” (Abidin, 2016), she draws on ethnographic 

fieldwork among fashion Instagrammers and followers in Singapore, in order to investigate the 

visibility labour in which users engage by self-producing Instagram advertorials. These advertorial 

posts are initially published by Influencers, and then inspire followers to generate volumes of visibility 

labour to amplify content circulation, with little to no remuneration, compensation or 

acknowledgment. Furthermore, Abidin (2017) on her paper “#FamilyGoals” brings back the concept 

of “authenticity” to portray the practice of what she names calibrated amateurism, defined as the 

intended craft of content that looks raw, unfiltered, spontaneous and more intimate. Calibrated 

amateurism is highly related to the mediated self-presentation practiced by achieved micro-

celebrities (Marwick, 2013). The purposes of this “authentic” content is to stand among the crowd in 

an environment of media surplus and saturated audiences, framed by the so-called “Attention 

Economy” (Brody, 2001), to establish connections with followers to enhance relatability, and 

eventually to increase likes and revenue.  
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As an outcome of her research, Abidin (2016; 2017) adds a layer to the previous definitions, which 

is the monetization of the influencer posts by paid collaborations with brands. She even states that 

being an influencer is an established career with its own economy and ecology. This last definition 

applies only for the biggest influencers which can make living from their posts, but also suggests the 

transformation that the influencers industry has faced in the recent years and will continue 

experiencing in the upcoming years. According to Mediakix (2017), in 2017 the worldwide Instagram 

influencer market value was estimated to be 1.07 billion U.S. dollars, and this value is projected to 

more than double to 2.38 billion U.S. dollars in 2019. This data suggests that in the upcoming years 

the current influencers will grow on followers, persuasion power and income, and also many more 

influencers will emerge due to its attractiveness.  

 

2.2.2 INSTAGRAMMERS VS. TRADITIONAL CELEBRITIES 
 

Although Instagrammers take some of the principles of the celebrity culture and apply them to online 

interactions, Instagrammers are not traditional celebrities. However, since Instagrammers are also 

called micro-celebrities, many academics have been establishing comparisons among both (Senft, 

2008; Marwick, 2013; Abidin 2016,2017; De Veirman at al., 2017). While there is not a complete 

agreement between academics about what an Instagrammer is, most of them agree on what 

differentiates them from traditional celebrities.  

 

First of all, traditional celebrities have been viewed as something someone is, based on how well 

known they are; an Instagrammer, by contrast, is viewed as something someone does based on 

how they strategically construct their self-presentation to appeal to their followers (Marwick, 2013). 

What both have in common is a fan-base, popularity, and open lives to public scrutiny.  However, 

since the dynamics of social and mass media are quite different, the nature of the fame and the 

scope of the popularity also differs. Instagrammers are famous to a niche, a group of people, their 

Instagram followers; while traditional celebrities are famous to a wider audience since they appear 

on mass media and thus attract much more attention (Marwick, 2013; 2015). However, despite the 

most followed Instagram users are primarily celebrities — Selena Gomez, for instance, has 130+ 

million followers on Instagram (Instagram, 2017b) —, Instagrammers are also able to command 

audiences closely as large as those made possible by broadcast media (Marwick, 2015) — Lele 

Pons, raised her popularity on the social media platform Vine, and now has 22.9+ million followers 

on Instagram, more than Leonardo Dicaprio’s 22.1+ million followers or Ed Sheeran’s 20.7+ million 

followers (Instagram, 2017b). Needless to say, traditional celebrities have more resources than 
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Instagrammers and thus have big teams of agents and managers to guide them and protect them 

from the public; while most of the Instagrammers do not have the means for that (Senft, 2008).  

 

Furthermore, traditional celebrities encourage ordinary people to think and question “really?”, for 

example, “is this person ‘“really’” what he/she appears in films/TV?”. There is always some 

speculation around mass media celebrities on who they really are, since they are always portrayed 

with perfect hair, perfect friendships, perfect outfits, and perfect lives (Senft, 2008; Abidin, 2017). 

Even though audiences take for granted that celebrities will not always show their real self, this 

speculation increases the desire to observe celebrities on their real and ordinary daily lives (Abidin, 

2017). Indeed, that is why celebrity paparazzi are always looking for the no-makeup shot, and gossip 

magazines are willing to publish those shots on the front page. Unlike mass media audiences, social 

media audiences, and more concretely Instagram users, also ask the “really” question. But, on top 

of the “really” question, they tend to debate the Instagrammer’s obligations towards them, as the 

followers are the ones who made them what they are (Senft, 2008).  

 

The Instagrammer fame and popularity is measured by likes and followers, and thus depends on the 

connection and relationship the Instagrammers build with their followers (Senft, 2008). Hence, 

Instagrammers are expected to be more available, closer and real than traditional celebrities are, as 

well as more transparent and with a certain amount of exhibitionism (Marwick, 2013; Abidin, 2016; 

De Veirman et al. 2017). Authenticity is a crucial value that differentiates Instagrammers from 

celebrities, and it is often set up in contrast to mainstream celebrities who often have public personas 

that are antagonic with the realities of their lives (Marwick, 2015). Thanks to the “always-on” nature 

of social media, and in order to achieve the so-valued authenticity, Instagrammers provide their 

followers with raw snapshots from their personal, everyday lives, experiences, and opinions (De 

Veirman et al. 2017).  

 

As Instagrammers share more intimate and personal aspects, they create a feeling of intimacy and 

familiarity that makes it easier for followers to relate with them and generate parasocial interaction, 

the illusion of a face-to-face relationship between the micro-celebrity and its followers (Marwick, 

2015; De Veirman et al. 2017). Parasocial interaction has primarily been studied in an offline context, 

for example, to understand the relationship that a fan may develop with a traditional celebrity in their 

favorite TV show (Horton & Wohl, 2016; Giles, 2009; Russell & Stern, 2006). More recently, further 

research on parasocial interaction has been done in relation to online platforms, such as fashion and 

luxury blogs, political candidates’ blogs and online communities, among many others (Thorson & 

Rodgers, 2006; Kretz & de Valck, 2010; Ballantine & Martin, 2005). While parasocial interaction on 
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online platforms, and more concretely with Instagrammers, still remains one-sided, the interactive 

online environment allows followers to communicate with Instagrammers and thus, increase the 

strength and intimacy of the parasocial relationship (Thorson & Rodgers, 2006). This closeness to 

followers breaks down the traditional barriers between audience and performer, or spectator and 

spectacle. A common practice among Instagrammers is to directly interact with their followers by 

replying to their comments, answering instant messages, making live videos and even by face-to-

face meetings, like in-person meet-and-greets (Marwick, 2015; Abidin, 2016). This way of interaction 

with followers appears to be less controlled than the highly-regulated and highly-brand oriented 

interactions from traditional celebrities. Hence, Instagrammer interactions with followers are crucial 

to strengthen their relationship and are carefully maintained to sustain popularity (Marwick, 2013).  

 

In order to sum up all the similarities and differences explained above, Table 2 shows a comparison 

between traditional celebrities and Instagrammers. 

 

Table 2: Differences between traditional celebrities and Instagrammers 

TRADITIONAL CELEBRITY INSTAGRAMMER 

Something someone is Something someone does 

Popularity & open lives to public scrutiny 

Wide audience of fans Niche group of followers 

Origin: Mass media Origin: Social Media 

More resources, agents, and managers Fewer resources 

Really? Speculation if real Really? A debate of its obligations towards 
followers 

Less or no available to fans More available, close, real and transparent with 
followers 

A tendency to shelter their private lives and run 
away from media whenever they are not 

working 

They share raw and unfiltered snapshots of 
their personal everyday lives, experiences, and 

opinions 

Antagonic public personas, compared with 
their real lives 

Authenticity, true to themselves 

Parasocial interaction 

Highly regulated interactions Direct interaction, less controlled 

Distant relationship with fans Egalitarian friendships with followers 
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2.3 INSTAGRAMMER SELF-PRESENTATION 
 
2.3.1 INSTAGRAMMERS SELF-BRANDING 
 

In spite of their differences, Instagrammers share something important with mainstream media stars: 

both must brand or die (Senft, 2008). Just like commercially branded products, on an attention 

economy context, Instagrammers self-present themselves so to benefit from having a unique selling 

point, or a public identity that is singularly charismatic and responds to the interests of their followers 

(Khamis et al.,2017). This branded self-presentation is designed for public consumption rather than 

for personal reflection, and thus claims visibility and attention. Hence, self-branding is key to 

achieving a competitive advantage and thus obtaining visibility in a crowded marketplace, especially 

for ordinary users aspiring to become Instagrammers (Khamis et al., 2017).  

 

The first academic to talk about self-branding in the marketing literature was Tom Peters in the article 

“A band called you”, published in 1997, in the business magazine Fast Company. Even though 

Peters focused on self-branding as a way of creating your own brand identity to stand out in the labor 

market by turning your résumé into a “marketing brochure”, he paved the way for research about 

self-branding in other fields (Khamis et al., 2017). According to Keller (2007), a brand must possess 

strong, favorable, unique and relevant associations, in order to help differentiate the brand in a 

crowded marketplace. Keller’s definition placed in the Instagrammer sphere does not differ much 

from the definitions presented in section 2.2. Most of the researchers have mentioned the need of 

Instagrammers to carefully present themselves as branded packages and strategically appeal to 

followers by being authentic (Senft, 2008; Marwick, 2013; Abidin, 2016; De Veirman et al., 2017). 

Susan Khamis et al. (2017) identified the three main reasons for the rise of self-branding. First, the 

increased ease of portraying one’s image through social media. Indeed, social media platforms 

promise fame and accelerate the means how their users can package, perform and sell their lucrative 

self-brand across several online sites. Second, the rise of neoliberal individualism, which empowers 

people to act selfishly and consider themselves as entrepreneurial subjects, with the power to self-

promote and grow their own brand, and ultimately responsible for their own success or failure in the 

marketplace. Third, the illusion that anyone can achieve fame and wealth by consistent self-branding 

and micro-celebrity practices. 

 

Central to the success of the Instagrammers, is the management and growth of their personal brand 

in order to build awareness and drive followers growth. It can be inferred, that the bigger the 

audience, the stronger the brand, but in parallel to this, and not less important, there is also the deep 
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and intimate relationship with their followers (Abidin & Ots, 2015). Even though they focused on 

female bloggers, Abidin and Thompson (2012) identified four branding practices used to increase 

the sense of intimacy —the emotional attachment with followers— that can be also applied to 

Instagrammers. First, the use of terms of endearment in order to sound like a “girl talk”. Second, 

authenticity through raw “behind the scenes” content, giving a glimpse of their real lives. Fourth, 

commonality by sharing with followers their mundane practices and remind them that they are just 

like everyone else despite their luxurious lifestyles, and thus increase relatability. Fourth, real-life 

face-to-face interactions with followers in order to keep up the relational proximity with followers. 

Indeed, Instagrammers document their everyday lives from the mundane to their exciting hi-end 

lives. They persuade their followers through the conscientious calibration of their online self-

presentation and the face-to-face interactions with followers, in order to sustain their accessibility, 

believability, and intimacy; or in other words sustain their relatability (Abidin & Ots, 2015). In this 

light, the Instagrammer self-presentation becomes a “Lovemark”, as it is not only respected and 

trusted, but loved. This emotional attachment to the Instagrammer goes beyond reason, and triggers 

followers to develop “persona intimacy”, referred as developing more attachment to the 

Instagrammer self-brand, than to the actual product or service advertised (Abidin & Thompson, 2012; 

Abidin & Ots, 2015).  

 

2.3.2 FILLER AND ANCHOR CONTENT 
 

In order to sustain relatability and to achieve the so-wanted emotional attachment with followers, 

Crystal Abidin (2017), on her paper “#FamilyGoals”, introduced the concept of calibrated amateurism —

defined on section 2.2.1—, and illustrated how this practice pursued by Instagrammers relates to 

follower engagement and interaction. As it is implicit in the definition, calibrated amateurism is closely 

tied to the attention economy of needing to catch online users’ attention, more likes, and therefore 

more revenue, especially on the hypervisual medium of Instagram, dominated by luxury-oriented 

immaculate young women Influencers (Abidin, 2017).  

 

This calibrated amateurism conveys both anchor and filler material. The former, anchor material, is 

the primary content for which the influencers are known, applied to fashion Instagrammers, this 

anchor content would be their outfits, or any content shared in regard to fashion. The latter, filler 

material, is the secondary content for which the Instagrammers are known, and complements the 

anchor material by offering highly contextualized snapshots of the Instagrammers everyday lives. 

Such filler material, sustains the practice of calibrated amateurism, and it is intentionally framed to 

convey the aesthetic of an amateur, so that it looks raw, unfiltered, spontaneous, more intimate and 
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down-to-earth. The anchor content is produced with more care and effort and usually takes more 

time to generate utilizing higher audiovisual equipment. Also, it is intentionally scheduled to create 

anticipation among followers. On the contrary, the frequency of the filler content is almost daily in 

order to convey a sense of spontaneity and continuity (ibid).  

 

Generally, anchor content is constituted by the pictures and videos posted on the Instagrammers’ 

feed, which are clearly staged and edited. Whereas filler content can also be present on the feed, it 

is generally shared on Instagram Stories since they are highly suitable for sharing instant content 

that is not as polished as the images on the feed. This self-curation of seemingly casual and 

apparently authentic content is aimed to help followers feel identified with them, boost authenticity 

and relatability. Hence, it is the Instagrammers ability to orchestrate both an amateur aesthetic —
filler content— and more polished presentations of the self —anchor content— in order to maintain 

an impression of relatability (ibid).  

 

Indeed, Instagrammers are viewed as readily accessible when they share more intimate details, and 

thus it is easier to generate the already mentioned concept of parasocial interaction (de Veirman et 

al. 2017). Over time, even though the relationship is still one-sided, followers develop the illusion of 

intimacy and come to believe that they know the Instagrammer more intimately and profoundly than 

others do, up to the point to consider Instagrammers as friends, counselors, comforters, and models 

(Horton & Wohl, 2016). These parasocial relationships are closely tied to the “strange familiarity” 

concept coined by Theresa Senft (2013) and can make followers more susceptible to the 

Instagrammer opinions, recommendations and behavior. 
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CHAPTER 3 
CONCEPTUAL 
FRAMEWORK & 
PROPOSITION 
DEVELOPMENT 

 
 
 
 
 
 
 
 
 
 
 
  

This chapter provides the conceptual framework that will 

be used in this research, the TEARS model from Terence 

A. Shimp (2003). The chapter will be structured in 

accordance with the conceptual model, by firstly 

examining the literature pertaining to each of the 5 

essential attributes of the TEARS model, and secondly 

deriving propositions on the basis of each attribute. 

 



 34 

3.1 BALANCE THEORY AND TEARS MODEL 
 
As the research question points out, this thesis main focus is to understand the relationship between 

Instagrammers and their followers, in order to define what makes followers to be engaged with an 

Instagrammer. In other words, how the content posted on Instagram and the interaction with 

followers influences the Instagrammer self-presentation and, as a consequence, also influences the 

Instagrammer’s ability to connect with followers, which it is understood as engagement.  

 

The Instagrammer concept may be considered as something recent, since it is inherent to the 

creation of Instagram on 2010 (Instagram, 2017a). However, the idea that some consumers, known 

as influencers, have the ability to connect with others and even achieve great influence and authority 

recognition in the eyes of other consumers, has been studied for several decades. In 1958, Fritz 

Heider introduced the Balance Theory within the field of celebrity endorsement, in order to study the 

triadic relationship between celebrities —influencers—, the endorsed brand, and the consumers. 

The Balance Theory is described as a motivational theory of attitude change, where Marketers hope 

to transfer the celebrity’s popularity to their products in order to change a person’s attitude (Basil & 

Herr, 2006). According to the Balance Theory, if consumers have a positive relationship with a 

celebrity, then they are expected to have a positive relationship with the advertisement and the 

product the celebrity is endorsing (Yakut, 2017). On social media and more concretely on the 

Instagram world, this triangle is composed by the Instagrammer, the followers, and the brands 

(Figure 2).  

 

Since Fritz first introduced this triadic relationship, two strands of research have emerged: research 

concerning the relations between the celebrity and the brand endorsed, in terms of how to leverage 

celebrity endorsement in advertising; and research concerning the connections between the 

celebrity and their fans, in terms of how to generate engagement. The latter constitutes the purpose 

of this thesis.  
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Figure 2: The triadic Instagrammer-Follower-Brand relationship 

 
 

Regarding the celebrity-fan relationship, Shimp (2003) proposed the “TEARS” model, which is an 

acronym for the five essential attributes he argues as being the most important for a traditional 

celebrity to possess in order to be an effective endorser. Grouping these five essential attributes, the 

model presents two general ones: Credibility and Attractiveness; Trustworthiness (T) and Expertise 

(E) are the two dimensions of credibility; whereas Physical Attractiveness (A), Respect (R) and 

Similarity (S) are components of attractiveness (Freeman, 2015).  
 

The TEARS model, has already been extensively used in research as a conceptual framework, and 

proved successful to examine, among others, how to select the right celebrity (Arora & Sahu, 2013; 

Hennayake, 2017); how celebrity and advertising credibility affect the three traditional measures of 

advertising effectiveness —attitude toward the advertisement, the brand and purchase intention— 

(Muda, Musa, Mohamed, & Borhan, 2014); the relationship between the key attributes of celebrity 

endorsers and consumers’ purchase intentions (Freeman, 2015); how celebrity endorsement relates 

to brand attitude (Dissanayake & Ismail 2015); how celebrity endorsement perceived effectiveness 

impact on the perceived brand personality (Dissanayake & Weerasiri, 2017); how celebrity 

endorsement perceived effectiveness impact on the perceived brand evaluation (Koththagoda & 

Dissanayake, 2017).  

 

Hence, the TEARS model has been widely used and proved successful on measuring celebrity 

endorsement effectiveness, however, when framed on the Instagrammer context, it still remains 

unexplored its effectiveness in measuring the Instagrammers’ follower engagement. For this reason, 

the purpose of the present study is to explore if the TEARS model, as a conceptual framework and 

applied to the Instagrammer context, can be effective for exploring follower engagement with fashion 

Instagrammers.  
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With this thesis, we are suggesting a shift of the traditional focus of research proposed by Shimp 

(2003) centered on traditional celebrities and measuring product endorsement, to a new focus 

centered on Instagrammers and measuring follower engagement. This alteration in research focus 

is motivated by the new online reality, which is not contemplated on the traditional model, since it 

was constructed in a marketing world untouched by the internet. First, celebrity endorsement tends 

to be expensive and sometimes viewed as untrustworthy because of the presumed monetary 

motivations hidden behind (Hearn & Schoenhoff, 2015). Second, social media has changed the ways 

we communicate and interact with others and has nothing to do with passive consumption of 

packaged content (Tuten, 2008). Instead, it is constituted by online communities that are 

participatory, conversational and fluid, and enable their members to produce, publish, control, 

critique, rank and interact with any online content (ibid.). This implies, that what truly matters on 

social media, is the ability to connect with followers, thus it is of relevance to explore how 

Instagrammers are able to generate engagement with followers through their content and interaction.   

 

3.2 PRELIMINARY CONCEPTUAL FRAMEWORK 
 
Having the above into consideration, we developed the following preliminary conceptual framework 

to explore the Instagrammer-Follower engagement bond. For this purpose, we have drawn on the 

traditional TEARS model presented by Shimp (2003) to frame this new conceptual framework, the 

TEARS 2.0 (figure 3). The TEARS 2.0 conveys the 5 key attributes identified by Shimp, but framed 

and adapted to the new online reality, the Web 2.0 —giving this new framework's name—, so that 

the relationships between the Instagrammer and their followers can be explored.  

 

The original 5 letters from the TEARS model function as the key attributes to determine follower 

engagement. Engagement on Instagram is understood as the Instagrammer’s ability to connect with 

followers (Demers, 2017). This engagement is achieved by utilizing their content posted and their 

online and offline interactions, as a vehicle to generate positive responses from followers 

(Jaakonmäki, Müller & Brocke, 2017). The content posted by Instagrammers on their Instagram 

accounts constitutes their self-presentation, which is strategically designed for public/follower 

consumption and claims visibility and attention (Khamis et al., 2017). This implies that follower 

engagement is framed by and depends on how well the Instagrammers present themselves through 

the content shared.  

 

The TEARS 2.0 suggests that if an Instagrammer possesses all 5 key attributes, then they convey 

the ideal conditions for building engaging relationships with followers. That is when an Instagrammer 
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is seen as Trustworthy, recognized by their Expertise, considered as physically Attractive, has 

gained Respect among their followers and is perceived as Similar; then they are able to generate 

engagement with followers. Each of the 5 key attributes has their own driving factors, in order to 

examine what makes followers consider that an Instagrammer possesses one of the key attributes. 

In other words, which kind of interaction or content strategically shared, allow followers to consider 

that an Instagrammer possesses one of the key attributes. For instance, we believe sharing filler 

content to be a driving factor in order for an Instagrammer to be considered as trustworthy which in 

turn facilitates follower engagement. The potential relationships among the five key attributes with 

their driving factors will be examined on each of the propositions presented as follows.  

  

Figure 3: TEARS 2.0 conceptual framework  
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3.3 CREDIBILITY 
 
Credibility refers to the extent to which the source is recognized as possessing significant knowledge 

or expertise to offer an unbiased judgment (Shimp, 2003).  Source credibility has been established 

as a vital predictor of a consumer’s further action.  Hence, if information comes from a credible 

source, consumers’ attitudes, values, opinions and behaviors can be influenced (Freeman, 2015). It 

is stated that, when celebrities are credible, this can positively affect the acceptance of the message 

and the degree of persuasion (ibid.). Research suggests that highly credible sources generate a 

more positive attitude than sources that are less credible (Chu & Kamal, 2008). In this light, a credible 

source can neutralize bad perceptions, resulting in greater message acceptance (Freeman, 2015). 

On Instagram, perceived credibility of the Instagrammer is assumed to rely on expertise and 

trustworthiness. Then, if considered trustworthy and expert in their field, followers are expected to 

establish a more engaging relationship with the Instagrammer. 

 

Based on the original TEARS model (Shimp, 2003), Instagrammer credibility is assumed to be a 

product of two major dimensions, trustworthiness and expertise, which will be explained in the 

following sections. 

 

3.3.1 TRUSTWORTHINESS  
 
Trustworthiness is the first dimension of credibility and corresponds to the T in the TEARS model 

(Shrimp, 2003). Early in 1999, making reference to traditional celebrities, Erdogan defined 

trustworthiness as a consumer’s perception of the honesty, integrity, and believability of an endorser. 

Further, Shimp (2003) defends that celebrity endorsers are trusted by the target audience due to 

their professional and personal lifestyles, as revealed to the general public through the mass media. 

In this light, O’Mahony & Meenaghan (1997) proved that source trustworthiness is a basic attribute, 

underlying source credibility that fundamentally affects attitudinal change in consumers.  

 

We believe that trustworthiness framed on the Instagrammer scheme, plays a similar role than with 

traditional celebrities, as it also reflects the extent to which followers trust and believe what 

Instagrammers say and publish. According to Hennayake (2017), without trust, the other attributes 

from the model are unlikely to be effective in changing consumer’s attitudes. This implication can 

also be applied for Instagrammers. As mentioned in section 2.2.2, Instagrammers are expected to 

be more transparent and real than traditional celebrities (Marwick, 2013; Abidin, 2016; De Veirman 

et al. 2017), and thus they need to be honest and sincere in order to generate engagement. 
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Furthermore, applying Chu & Kamal (2008) arguments to the Instagram sphere, followers are more 

likely to be persuaded when the Instagrammer is perceived to be trustworthy and thereby credible. 

 

As mentioned in chapter 2, Instagrammers share filler content to reveal their everyday lives in a raw 

and unfiltered way (Abidin, 2017). By sharing this “behind the scenes” content, Instagrammers 

portrait themselves as more real, honest and transparent (Abidin and Thompson, 2012), and thus it 

is assumed that this practice enhances trust.  

 

Based on the literature previously discussed, the following proposition is presented:  

 
P1: Instagrammers are perceived as more trustworthy by 
followers when sharing filler content 

 

As also mentioned in chapter 2, Instagrammers share both paid collaborations with brands and more 

intimate and personal posts (Abidin, 2016). These paid collaborations are the main source of income 

for Instagrammers, therefore they have to strategically balance and manage the intrinsic self-conflict 

between generating short-term revenue —with paid collaborations— or connecting with followers on 

a more personal and intimate level —with non-paid posts—, and thus cultivating engagement long-

term (Abidin, 2016; Boyd & Marwick, 2011).  

 

Priester & Petty (2003) noted that if a celebrity endorser is perceived to be highly trustworthy, a 

consumer might not scrutinize the advertising message as much and may unthinkingly accept the 

conclusion as valid. However, with the proliferation of new Instagrammers seeking for online fame 

and easy revenue, it brings the notion of over-endorsement, understood as collaborating with 

multiple brands at the same time (Dissanayake & Ismail, 2015; Hennayake, 2017). Existing research 

on traditional celebrities reveal that over-endorsement influences the overall effectiveness of the 

endorsed-message (Zahaf & Aderson, 2008). In the Instagram sphere, the over-endorsement has 

two implications. First, the Instagrammer-follower engagement bond could be reshaped or modified 

depending on how followers appreciate or not, the over-appearance of paid advertorial posts with 

multiple products and brands (Hennayake, 2017). And second, if Instagrammers are over-endorsing, 

the follower’s perception of honesty and believability is assumed to change, since regularly 

advocating many products in exchange for money may generate mistrust. Most of the times, it is not 

clear whether an Instagrammer is being paid to recommend a product, or it is a genuine, organic 

recommendation (Lunn, 2017). 
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Additionally, the concept of Authenticity also comes into play. In one hand, brand collaborations are 

paid content, and thus they need to meet certain terms and guidelines agreed upon beforehand, 

between the Instagramers and the brands endorsed (Lunn, 2017). On the other hand, as mentioned 

in section 2.2.1, being authentic is understood as being true to oneself (Giddens, 1991), and it is 

determined over time by followers, according to their ideal of honesty. Honesty is measured by the 

perceived consistency of the posts shared (Marwick, 2013; De Veirman, 2017).  

 

Hence, regularly publishing pre-arranged paid collaborations from multiple different brands —over-

endorsement—, has two implications. First, sharing a large amount of paid collaborations is not 

being completely true to oneself —not authentic—, since Instagrammers are also complying with 

brands’ guidelines. Instagrammers need to find a balance between staying authentic and generating 

income (Lunn, 2017). Second, we assume that the ideal of honesty can change due to the lack of 

consistency on the publications and consequently lose trustworthiness. We acknowledge that 

Instagrammers publish paid advertorials since as mentioned in chapter 2, it is their main source of 

income. However, we would like to explore if regularly advocating for multiple brands and sharing a 

sizeable amount of different paid collaborations, can affect the Instagrammer perception of 

trustworthiness. Unlike traditional celebrities, due to the online nature of Instagram, Instagrammers 

publish new content every day, various times a day —both on pictures and on Instagram Stories—, 

which gives them more chances to promote multiple brands. Hence, we will examine if an 

Instagrammer who is constantly positively promoting different sorts of products from different brands, 

could actually be considered honest since it is highly possible that some of the positive paid 

recommendations are not completely genuine and truthful.  

 

Based on what was previously stated, the following proposition is presented: 

 
P2: Instagrammers are perceived as less trustworthy by followers 
when sharing a sizable amount of different collaborations 

 
3.3.2 EXPERTISE 
 
Expertise is the second dimension of credibility; and corresponds to the E of the TEARS model 

(Shimp, 2003). On the traditional celebrity world, expertise is about knowledge, experience, and 

skills of an endorser with regards to a specific topic or the advertised brand (Shimp, 2003). Hence, 

endorsers are considered to be ‘experts’ when they endorse products related to areas that have 

made them popular (Freeman, 2015). In this light, Instagrammers achieve popularity by the posts 
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they share on Instagram. A fashion Instagrammer achieves fame and popularity through pictures 

sharing outfits or any sort of content regarding fashion. These outfits constitute their anchor content, 

which is defined as the primary content the Instagrammers are known for (Abidin, 2017). 

  

Furthermore, an important aspect of expertise is opinion leadership. Opinion leaders are perceived 

by others as having expertise and knowledge, and thus are considered as appropriate sources of 

information and advice (Bertrandias & Goldsmith, 2006). In other words, opinion leadership is the 

extent to which the communicator is qualified to provide valid and accurate information or discuss a 

particular subject (Hovland et. al, 1953). Schaefer (2012) discussed that the new online reality and 

especially social media have created a new type of opinion leader, the Influencer, who is 

independent of any formal institution or celebrity. In the social media world, fashion Instagrammers 

are highly involved in the product category, for instance, they spend time shopping and also are 

invited to fashion shows where they hunt for the latest fashion trends. This allows them to acquire 

general marketplace expertise (Bertrandias & Goldsmith, 2006), thus, it is safe to say, that 

Instagrammers spot fashion trends and also create new ones. As Shimp (2003) and Hovland et. al 

(1953) pointed out, endorsers who are perceived as experts on a given subject will be more 

persuasive in changing audience opinions pertaining to their area of expertise. Hence, this implies 

that Instagrammers, through their anchor content, achieve opinion leadership in their area of 

expertise. This opinion leadership allows them to be able to influence their followers. By checking 

out Instagrammers’ posts, followers are assumed to be influenced by them and would try to buy the 

clothes Instagrammers are wearing in order to be trendy. 

  

Based on the discussed above, it is of interest to explore the following proposition:   

 
P3: Instagrammers who are perceived as experts through their 
anchor content have more persuasion power on followers 
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3.4 ATTRACTIVENESS 
 

Attractiveness is considered the second general attribute to contribute to endorser’s communication 

effectiveness. When consumers find something in an endorser that they consider attractive, 

persuasion occurs through identification (Freeman, 2015). This happens when ‘‘individuals conform 

to the attitude or behavior advocated by another person because these individuals derive satisfaction 

from the belief that they are like that person’’ (Freeman, 2015, 665). In a nutshell, the greater the 

celebrity’s attractiveness is perceived, the more persuasive the source is (Ohanian, 1990). As 

previously mentioned, attractiveness consists of three essential attributes: physical attractiveness, 

respect, and similarity (Shimp, 2003, 2007). Additionally, Shimp (2007) noted that an endorser does 

not necessarily need to convey all three attributes in order to be perceived as Attractive. Instead, 

perceived attractiveness can be achieved by any of the three sub-attributes separately. And, 

therefore, a celebrity who encompasses all the three attractiveness key attributes would have a 

significantly higher endorsement potential.  

 

Instagram is a visual platform on which attractiveness is a crucial social cue capturing people's 

attention and influencing attitudes and decisions (Bekk et al., 2017). Hence, the perceived 

attractiveness of the Instagrammer is assumed to be a relevant factor in generating follower 

engagement. Therefore, based on the original TEARS model (Shimp, 2003), the three key attributes 

of attractiveness —physical attractiveness, respect, and similarity— are deemed relevant to be 

explored in the context of Instagrammers. The deriving propositions for each attribute are presented 

in the following sections.  

 

3.4.1 PHYSICAL ATTRACTIVENESS 
 
Physical Attractiveness is the first dimension of the second general attribute, Attractiveness; and the 

A component of the TEARS model (Shimp, 2003). Within traditional celebrity literature, Shimp (2003) 

defined physical attractiveness as all characteristics that make an endorser attractive to audience 

members. For instance, physical look, intellectual skills, personality properties, lifestyle 

characteristics, athletic abilities, to name a few. Other authors have demonstrated that physically 

attractive people are viewed more favorably on a variety of personality traits such as social and 

intellectual competence, concern for others and integrity (Till & Busler, 2000). Furthermore, in social 

science literature, preceding research indicates that an individual’s physical attractiveness facilitates 

attitude change and positive impact on brand evaluation (Kahle & Homer, 1985; Felix & Borges, 

2014). For the purpose of this thesis, we will refer to physical attractiveness in the most superficial 
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manner, just in terms of the Instagrammer’s physical appearance. As Aristotle's well-known 

observation states: “Beauty is a greater recommendation than any letter of introduction”. (Kahle & 

Homer, 1985, p.960).  

 

Recently, the importance of attention as a first step to get a positive consumer response has been 

emphasized due to the amount of information out there (Felix & Borges, 2014). As stated in Chapter 

2, this oversaturated online ecosystem was named attention economy by Brody (2001). Audiences 

are saturated with so much to choose from, consequently, the need for distinctiveness and visibility 

grows. Accordingly, Felix & Borges (2014) stated that people would rather spend time viewing 

elements they like, than those they dislike. Subsequently, this assertion explains the reason why 

attractive people might get more attention than non-attractive people. Hence, in accordance with the 

above mentioned, the physical attractiveness of the Instagrammer is assumed to be of relevance in 

relation to this study, since Instagram is a visually based social media platform and thus appearance 

related. 

 

Furthermore, as mentioned in section 2.3.1, Instagrammers strategically self-present themselves in 

order to have a unique selling point which is appealing to their followers’ interests (Khamis et al., 

2017). Additionally, self-presentation allows Instagrammers to project their ideal self. Research has 

shown that when people use social media platforms as a channel to articulate their identities, they 

tend to present a “highly selective version of themselves” (Chua & Chang, 2016). For instance, 

Brown & Tiggeman (2016) stated that individuals generally choose to only upload images in which 

they look thin and attractive. This ideal branded self-presentation can be easily enhanced by using 

several Instagram features. Instagrammers can edit and add filters to their photographs to achieve 

a so-called “ideal look”, share them with their public and be perceived as more attractive. Hence, in 

the current digital age, photographs become an outright way of self-presentation. Photographs are 

building blocks for a person's identity and they represent the image that a person chooses to display 

(Chua & Chang, 2016). On Instagram, all these edited photos are posted and saved in every user 

feed and constitutes the previously introduced anchor content (Abidin, 2017).  

 

Physical attractiveness as a source of persuasion and attention has been widely studied and proved 

effective by many researchers (Till & Busler, 2000; Kahle & Homer, 1985; Felix & Borges, 2014). 

However, in order to complete the whole set of the original TEARS model (Shimp, 2003), we still 

consider relevant to explore if physical attractiveness plays a similar role for Instagrammers when 

compared to celebrities. We also want to determine how important physical attractiveness is for 
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Instagrammers in order to generate follower engagement, compared with the other four key 

attributes of Shimp’s (2003) TEARS model. 

 

Thus, given the precedent literature, the following proposition will be explored: 

 
P4: Instagrammers that look physically attractive get more 
attention from followers 

 

Contradictorily, along with Physical Attractiveness attribute, some studies stated that being 

physically attractive is not enough to positively impact and thus may not be sufficient to endorse 

brands (Freeman, 2015). Others claimed that physical attractiveness is only significant in relation to 

appearance-related products (Till & Busler, 2000). Moreover, there is also a risk that endorsers may 

overshadow brands and subsequently, audience might dismiss the message (Freeman, 2015). To 

prevent such negative effects, companies started to use average looking endorsers (Bekk et al., 

2017). One prominent example of such an approach is the Dove campaign Real Beauty. This 

evidence of negative consumer responses toward attractive endorsers may be explained by the fact 

that individuals prefer people of similar physical attractiveness (ibid.). In other words, the optimal 

level of another person’s attractiveness is around the level of one’s own attractiveness.  

 

Furthermore, Chua & Chang’s (2016) research demonstrates that people believe that true beauty 

lies “on the inside” and is more than just outer appearance. Study participants stated that beauty is 

related to goodness of character and being true to oneself (ibid.). Therefore, Instagrammers who 

show their imperfection might be perceived as more authentic. As specified in section 2.2.2, unlike 

celebrities, Instagrammers are expected to be closer and real, or, in other words, to be more 

authentic. This authenticity can be achieved through documenting their everyday lives or increasing 

face-to-face interactions with followers (Abidin & Ots, 2015). Hence, we deem relevant to confront 

physical attractiveness, understood as Instagrammers self-presenting themselves as being always 

perfect; with authenticity, understood as being perceived as real human beings, down-to-earth and 

close to their followers. This way we can explore if Instagrammers who self-present themselves not 

as perfect as expected from a celebrity, could generate more follower engagement. In other words,  

Instagrammers who present themselves as being always perfect, are perceived as less authentic 

and thus less engaging.  
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Based on this discussion, the following proposition is presented: 

 
P5: The more physically attractive Instagrammers self-present, 
the less authentic they are perceived by followers 

 

3.4.2 RESPECT 
 
Respect is the R in the TEARS model and is the second component of attractiveness attribute. It 

refers to the quality of being admired or esteemed due to one’s overall accomplishments or personal 

qualities. Celebrities are respected for their acting ability, athletic prowess, appealing personalities, 

their stand on important societal issues, among others. Celebrities who are respected for their level 

of professionalism and personal standpoints are also generally liked (Shimp, 2007). Likeability arises 

from affection for the endorsers because of their behavior, physical appearance or other traits 

(Shimp, 2003). Shimp (2003) also stated that using a credible and respected celebrity as the ‘voice’ 

—message carrier—of the brand is more effective than using an ordinary model. 

 

When applying Shimp’s arguments to the Instagram sphere, Instagrammers are also assumed to be 

respected by the accomplishment of achieving Instagram fame, thus gaining a sizeable number of 

followers. As discussed in section 2.2.2, while traditional celebrities are recognized as something 

someone is —actor, athlete, singer, etc.—, Instagrammers are viewed as something someone does 

based on their online self-presentation. This suggests that Instagrammers are also respected by 

their personal qualities and standpoints. Furthermore, on Instagram, where fame and popularity are 

measured by likes and followers (Senft, 2008), Instagrammers, as opinion leaders, need to earn the 

respect among their followers in order to be able to build engaging relationships (ibid.).  

 

A study performed by De Veriman et al. (2017) about Instagram concludes that having more 

followers leads to higher perceptions of popularity, and subsequently higher likeability, which means 

that having more followers can positively affect the attitudes towards the Instagrammer. For instance, 

when something is considered popular, it may elicit the reasoning that if other people think it is good 

or correct, then it might be correct. Sundar (2008) named this principle, the bandwagon heuristic (De 

Veirman et al., 2017), which implies that, when Instagrammers have a large number of followers, 

they are perceived as popular, and thus, regular Instagram users will rely on the decision of the 

Instagrammer’s current followers and would end up following them as well.  
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As mentioned, De Veirman et al. (2017) already proved that the number of followers allows 

Instagrammers to be perceived as popular and it increases their likeability. However, we would like 

to explore if popularity and opinion leadership derived from the number of followers, lead to respect. 

In one hand, respect might be seen as something implicit to the number of followers or likeability, 

since not everyone can achieve online fame and be considered an Instagrammer. On the other hand, 

Instagrammers also face cyberbullying from haters and trolls that do not consider being an influencer 

a real job, or a valid career choice. These trolls will not likely respect Instagrammers despite the 

number of followers they have (Lavelle, 2018). As our research focuses on uncovering what makes 

Instagrammers able to generate engaging relationships with their followers, we will base this 

proposition on the premise that audience size might be a driving factor of respect. 

 

On the basis of the previously stated, the following proposition is presented:  

 
P6: Instagrammers with a sizeable number of followers are more 
respected by followers, than Instagrammers with a lower number 
of followers 

 

As previously indicated on section 2.2.2, a common practice among Instagrammers in order to 

strengthen the relationship with followers and their popularity is to interact with them (Marwick, 2013). 

Also, Instagrammer interaction with followers appears to be less controlled and authentic than the 

highly-brand oriented interactions from traditional celebrities (ibid.). These interactions differ from 

each Instagrammer since they are free to decide how to approach and build connections with 

followers. Instagrammer interaction can vary from a simple reply to a comment, an answer to an 

instant message, a mention on the Instagram Stories, live videos answering questions, to in-person 

meet-and-greets (Marwick, 2015; Abidin, 2016). By directly interacting with followers, Instagrammers 

show themselves closer to them, what increases intimacy and breaks down traditional barriers 

between audience and celebrity (Thorson & Rodgers, 2013). This implies that Instagrammers might 

earn the follower’s respect by interacting with them and being more available than traditional 

celebrities. 

 

Another common practice among Instagrammers, which is not a direct interaction, is being grateful 

for having followers, and showing their gratefulness on the content they share. As previously 

explained in section 2.2.2, Instagrammers owe their fame to their followers’ support. Without strong 

relationships with followers, Instagrammers would not have any commercial interest for brands, and 

thus, they could not make a living from Instagram (Senft, 2008). Instagrammers are highly aware of 
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that and frequently thank their followers or generate special content whenever they achieve 

something of relevance. The act of being grateful could be understood as a way to earn their 

follower’s respect and likeability. For this reason, we deem relevant to investigate if Instagrammers’ 

interaction and gratefulness can grow followers’ perception of respect.  

 

Based on this discussion, the following proposition is presented:  

 
P7: Instagrammers who interact with followers and are grateful for 
their accomplishments, earn more respect from followers 

 
3.4.3 SIMILARITY 
 

Similarity is the third attractiveness component and corresponds to the S in the TEARS model 

(Shimp, 2003). It represents the extent to which an endorser matches the target audience on 

characteristics related to the endorsement relationship —in terms of age, gender, ethnicity, social 

class, lifestyle, opinions, personality traits, among others. Such similarity determines whether an 

information receiver considers the source’s characteristics applicable to their own situation or not 

(Reichelt, Sievert & Jacob, 2014).  

 

According to McPherson et al. (2001), people tend to form relationships with others who are similar 

to them and also adopt the behaviors exhibited by the people they interact with. In this light, 

McPherson et al. (2001) coined the term homophily, which describes the principle that connections 

between similar people occur at a higher rate than among dissimilar people. As mentioned in chapter 

2, these connections and relationships among similar people are also shown online. According to 

Van Alstyne and Brynjolfsson (2005), online users interact with like-minded individuals who have 

similar values and are less likely to connect with users whose values differ from their own. Within 

the online fashion context, applying McQuarrie et al. (2013) arguments about fashion bloggers to the 

fashion Instagrammer sphere; followers are more likely to be persuaded by an Instagrammer rather 

than by a traditional celebrity or model because they will typically resemble more to Instagrammers 

than to celebrities. This implies that high similarity between followers and Instagrammers leads to 

positive attitudes and connections.  

 

Shimp (2003) claimed that similarity between the endorser and audience is especially important 

when there is a wide range of products or services offered and where audience members are 

heterogeneous. In such cases, an endorser that is perceived to be similar to the audience is likely 
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to have the greatest effect in influencing attitudes and choices. This claim could be also inferred in 

the Instagrammer online environment portrayed by the attention economy. As stated in Chapter 2, 

regarding the attention economy, where followers and online audiences are over-saturated with so 

much available content to choose from, the need for distinctiveness and visibility grows (Brody, 2001; 

Abidin, 2016). Instagrammers try to achieve this visibility and distinctiveness by strategically self-

presenting themselves in order to increase the sense of intimacy —by strategically balancing filler 

and anchor content—  and ultimately enhance similarity and engagement (Abidin & Thompson, 

2012; Abidin & Ots, 2015). This implies that similarity is key on an attention economy since it could 

have the greatest effect in influencing attitudes and choices.  

 

Furthermore, as Sheldon and Bryant (2016) and Whiting and Williams (2013) research points out, 

the most influential motive of using Instagram is to see what other people are sharing, in order to 

keep up with their lives. Hence, this implies that what followers are looking for when using Instagram 

is filler content. In this light, when Instagrammers share filler content, they show their unfiltered 

everyday lives and daily struggles; they portrait themselves casually doing ordinary activities (Abidin, 

2017). This suggests that when sharing filler content, Instagrammers may increase the chances of 

being perceived as similar and close. Since they present themselves as ordinary people doing 

ordinary stuff, it can be easier for followers to relate to their own situations and feel closer to 

Instagrammers.   

 

Based on what has been discussed above, the following proposition is presented:  

 
P8: Instagrammers that regularly share filler content enhance 
similarity 

 
Regarding P2 and P8, it is important to emphasize, that filler content is constituted by highly 

contextualized snapshots of the Instagrammers everyday lives (Abidin, 2017). Unlike anchor 

content, that is just the primary content for which Instagrammers are known (ibid.). Filler content 

snapshots can be about countless topics, since it depends on what “behind the scenes” content the 

Instagrammer wants to share with their followers. In one hand, some of this filler content might be 

more inclined to portrait the Instagrammer as more real, honest and transparent; thus, enhancing 

trust. On the other hand, intimate filler content might help to perceive the Instagrammer as more 

similar and close to followers. Therefore, we deem relevant to explore how filler content, as driving 

factor of both trust and similarity, might generate follower engagement.  
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Furthermore, the connections and relationships generated by similarity while sharing filler content 

(McPherson et al., 2001), as mentioned on chapter 2, makes it easier for followers to generate 

parasocial interaction (de Veirman et al. 2017). Since filler content is shared several times a day like 

if it was an audiovisual personal diary, it allows followers to create a storyline and develop the one-

sided interpersonal relationship that characterizes parasocial interaction. Research within product 

placement has shown that such parasocial attachment as result of similarity, can positively influence 

the effect of a product placement (Russell & Stern, 2006).  As a result, the more the consumer builds 

a parasocial relationship and feels close to a celebrity, the greater the influence the celebrity will 

have (ibid.).  

 

This connection between parasocial interaction and persuasion power can be also applied within the 

Instagrammers context. Research on the determinants of consumer engagement in eWOM on social 

media sites, confirmed that the closer individuals perceive themselves to be to other users on social 

media, the more likely they will seek for their advice about brands or products, thus, it is assumed 

that they will be influenced and persuaded by them (Chu & Kim, 2011). Furthermore, filler content 

favors the development of intimacy and parasocial interaction, up to the point to consider 

Instagrammers as friends or counselors. This makes followers more susceptible to Instagrammers 

opinions and recommendations, and thus, it is assumed to enhance persuasion power (Horton & 

Wohl, 2006; Senft, 2012). 

 

According to the reviewed theory, such parasocial interaction leads followers to feel closer to the 

Instagrammers, which is assumed to increase Instagrammers’ persuasion power. As such, it is of 

interest to investigate the following proposition: 

 
P9: Instagrammers that are perceived as similar, enhance 
parasocial interaction and have more persuasive power on 
followers 
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CHAPTER 4 
METHODOLOGY 

 
 
 
 
 
 
 
 
 
 

This chapter seeks to depict the methodology of this 

master thesis. The first part of the chapter elaborates on 

the research philosophy, followed by research approach 

and design. Afterwards, the focus turns towards the 

different methods applied. Finally, limitations of the study 

are presented and conclude this part.     
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4.1 RESEARCH PHILOSOPHY 
 

The term “Research Philosophy” refers to developing knowledge in a particular field (Saunders, 

Lewis & Thornhill, 2009; Collins, 2010). Depending on the way the researcher views the world and, 

subsequently, certain assumptions they accept, distinct philosophies can be applied (Saunders et 

al., 2009). Therefore, within this thesis, we employ an Interpretivism approach, a subjectivist 

philosophy. Hereafter, we discuss why this philosophy approach is relevant and applicable to our 

research.  

 

Interpretivism is associated with the philosophical position of idealism, understood as any of various 

systems of thought in which the objects of knowledge are held to be in some way dependent on the 

activity of mind (Oxford Dictionaries, n.d.). Therefore, interpretivism does not aim to report on an 

objective reality, but rather to understand the world as it is experienced by human beings (Collins, 

2010). Moreover, this philosophy emphasizes that human beings and their social words cannot be 

studied in the same way as physical phenomena, and that social sciences research needs to be 

different than natural sciences research, instead of trying to mirror the latter (Saunder et al., 2009). 

Rich insights into humanity might be lost if such humanistic complexity is reduced entirely to a 

sequence of generalizations (Saunders et al., 2009). Thus, the interpretivism approach is considered 

the most suitable for this thesis due to the fact that the interpretation of people’s opinions and 

experiences on the subject is used in the study. Accordingly, it emphasizes qualitative analysis over 

quantitative analysis (Dudovskiy, 2017). Therefore, as interpretivism studies usually focus on 

meaning, multiple methods may be employed in order to reflect different aspects of the issue 

considered (ibid).  

 

The purpose of interpretivist research is to create new richer understandings and interpretations of 

social worlds and contexts. Generally, in this approach, the importance of language, culture and 

history is emphasized (Saunders et al., 2009). The challenge for us, as researchers, is to enter the 

social world of the investigated actors and understand that world from their point of view (ibid). 

Hence, it is important for us, the researchers, to appreciate several differences between people who 

are object of the study; in our case, the Instagrammers and their respective followers.  

 

On the positive side, adopting interpretivism in our thesis enables us to study in a great level of depth 

our different qualitative research areas. For instance, primary data generated via interpretivism 

studies might be associated with a high level of validity because data in such studies tend to be 

trustworthy and honest (Dudovskiy, 2017). On the contrary, several disadvantages associated with 
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interpretivism relate to subjective nature of this approach and, subsequently, the great room for bias 

on behalf of us, the researchers. Hence, primary data generated in interpretivist studies cannot be 

generalized since data is heavily impacted by personal viewpoint and values (ibid). Therefore, the 

knowledge created in this thesis cannot be confirmed as an obvious truth, because reliability and 

representativeness of data is undermined to a certain extent. 

 

 

4.2 RESEARCH APPROACH 
 

Research approach is the plan and procedure for researching that clarifies the steps from broad 

assumptions to detailed methods of data collection, analysis, and interpretation (Creswell, 2014). 

The selection of a research approach is based on the nature of the research problem or issue being 

addressed, the researchers’ personal experiences, and the audiences for the study (Saunders et al., 

2009; Creswell, 2014). Choosing the appropriate approach will enable us to take a more informed 

decision about it, to think about the strategies and methodological choices and, finally, to adapt our 

research design to cater for limitations (Saunders et al., 2009). 

 

The research topic of our thesis is rather new and there is very little literature up until now, even 

though it is recently becoming a frequent matter of discussion. However, it is worth stressing that 

there is a wealth information about the theoretical model selected in our thesis —the TEARS Model 

(Shimp, 2003)— but in the context of Traditional Celebrities and not in the studied context of 

Instagrammers. Therefore, an abductive approach would be the most applicable since it enables the 

modification of existing theory (Saunders et al., 2009). 

 

In abductive approach, the research process is devoted to the explanation of incomplete 

observations, surprising facts or puzzles specified at the beginning of the study (Dudovskiy, 2017). 

These surprises can occur at any stage of the research process, including when writing our project 

(Saunders et al., 2009). Moreover, abductivism is a combination of deduction and induction 

approaches within the same piece of research. Instead of moving from theory to data —as in 

deduction—, or data to theory —as in induction— it moves back and forth (ibid). The mentioned 

mixture may be advantageous to do so, although often one approach is dominant. In our study, the 

deductive approach will be the primary one, as our starting point is previous literature.  
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4.3 RESEARCH DESIGN 
 

According to Kotler et al. (2012) deciding on research design is an important step of marketing 

research. There are three types of marketing research design which are used by marketers: 

descriptive, exploratory and causal research.  

 

Descriptive research describes things such as market potential for a product; Causal research 

determines the nature of the cause-and-effect relationship; and Exploratory research is done when 

marketers are lacking information and have limited knowledge about the research problem (Kotler 

et al., 2012). 

 

In terms of these circumstances and based on our research purpose, Exploratory research is the 

one chosen. The principal reason is that this perspective provides an opportunity to define new terms 

or re-define existing concepts; to identify beliefs, opinions, attitudes and motivations towards a 

certain issue (ibid). Thus, according to the chosen Research Philosophy —Interpretivism— and 

Research Approach —Abductivism—previously argued, exploratory research is considered the most 

suitable way of gaining background information on our thesis topic, once at the starting point of the 

study, it is not well understood by us, the researchers.  

 

4.4 RESEARCH METHOD 
 

After deciding on the research philosophy, approach, and design, the more technical details of the 

research are provided. Research method involves the forms of data collection, analysis, and 

interpretation that we propose for the study (Creswell, 2014).  

 

As the subject matter of our thesis is rather new and has been very little under study, qualitative 

research is the most convenient method to embrace. Qualitative data refers to all non-numeric data 

or data that have not been quantified and can be a product of all research strategies. To be useful, 

these data need to be analyzed and the meanings understood (Saunders et al., 2009). 

Subsequently, the qualitative research method is a valuable approach for exploring and 

understanding the meaning individuals or groups ascribe to a social or human problem (Creswell, 

2014). Thus, it will help us to deeply gather information about the different opinions and thoughts of 

the participants regarding the chosen topic. Additionally, qualitative data analysis enables theory 

development from data extracted (Saunders et al., 2009). Hence, it gives room to be innovative and 
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to work more within the own researcher-designed frameworks (Creswell, 2014). Accordingly, our 

proposed conceptual framework of this thesis is disclosed in Chapter 3.  

 

In this thesis, several qualitative methods are applied. They will range from online observation to 

more complex data extraction, such as in-depth interviews or focus groups.  

These combinations, where more than one data collection technique is used with associated 

analysis techniques, refer to the term multi-method by Saunders et al. (2009). Hereafter, a 

description of the selected methods will be presented and, in like manner, the limitations of each.  

 

4.4.1 IN-DEPTH INTERVIEWS 
 

An interview is a purposeful discussion between two or more people. The use of interviews helps to 

gather valid and reliable data that are relevant to the research question(s) and objectives (Saunders 

et al., 2009). Different types of interviews exist; these typologies range from more structured and 

standardized interviews to unstructured and informal ones.  

In our analysis, unstructured interviews —also known as in-depth interviews— are the typology 

chosen. They are informal interviews used to explore in depth a general area of interest. Normally, 

there is no predetermined list of questions to work through in this situation, although it is necessary 

to have a clear idea about the aspects that need to be explored (Saunders et al., 2009). Therefore, 

a key advantage is that the interviewee is given the opportunity to talk freely about events, behavior 

and beliefs in relation to the topic area, so that this type of interaction is sometimes called non-

directive (ibid). Thus, interviewee’s perceptions guide the conduct of almost all the interview. 

Hereupon, the process of the in-depth interviews is detailed.  

 
Selection of Interviewees /Determining participants 
In this thesis, two interviews were conducted. India White was the first to be interviewed. She was 

considered relevant for our research because she is an expert in the field, as her profession entails 

creation of digital marketing strategies with a focus on influencer marketing. With several years of 

experience in the influencer world, she has also contributed to the field by frequently writing articles 

in her personal blog about influencer marketing strategies. Anecdotally, while doing research about 

trust on Instagrammers, we came across with one of her articles. Therefore, we contacted her for an 

interview. She positively replied and the conversation was carried out via Skype. See Appendix B.2 

for further details of the interview. 
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Secondly, Anabel Hernández, a Spanish Instagrammer, was also interviewed. Inputs of the 

mentioned interviewee were also considered highly relevant for the purpose of our thesis in order to 

obtain insights from an internal perspective. Additionally, her Instagram popularity has increased 

over the years to the point of reaching 279K followers nowadays. Therefore, her considerable 

audience makes her profile sufficiently attractive for our research. An interview guide can be found 

in Appendix B.3. 

 

Data Collection 
Like all research methods, the key to a successful interview is careful preparation (Saunders et al., 

2009). In this manner, it was critical to detail a precise planning prior to the interviews to afterwards 

demonstrate credibility and obtain the confidence of the interviewees. To this aim, research about 

the interviewees’ profile was made. In addition, our high level of knowledge about the research topic 

in that stage—gleaned through the literature review— also helped to establish credibility in the view 

of the researched participant (ibid).  

 

Open questions were used to encourage the interviewee to provide an extensive and developmental 

answer, and also to reveal attitudes or obtain facts (Saunders et al., 2009). Consequently, large 

amounts of data were generated. Therefore, interviews were audio recorded in order to be 

transcribed afterwards (see Appendix B.2 and B.4 for each respective transcription). Additionally, 

handwritten notes were taken. According to Sutton and Austin (2015), such notes allowed us to 

maintain and comment upon impressions, environmental contexts, behaviors, and nonverbal cues. 

Hence, they reminded us of situational factors—e.g. change of voice speed and pitch— that were 

important during data analysis, but not adequately captured through the audio-recording.  

 

Analysis 
The most important part of data analysis is to be true to the participants. It is about putting oneself 

in another person’s shoes and seeing the world from that person’s perspective (Sutton & Austin, 

2015). Therefore, the task of transcribing audio-recording together with the handwritten notes was 

aimed to reproduce the interviewees’ actual words and also give an indication of the tone in which it 

was said (Saunders et al., 2009). Consequently, it was helpful to transcribe the interviews soon after 

its occurrence, in order to avoid a build-up of audio-recordings and associated transcription work 

(ibid).  
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Limitations 
According to Saunders et al. (2009), the format and place where interviews are conducted may 

influence the data collection. Both interviews were conducted via audio call. This format limited our 

ability to gain understanding of non-verbal communications such as body language or facial 

expressions. Therefore, the need to create an exhaustive record of the interview was identified as 

one of the means to control bias and to produce reliable data. There was a need not only to record 

what was said, but also to try to give a context of what was said. Moreover, the interview with Anabel 

Hernandez was translated from Spanish to English, as the vehicular language of the present thesis 

is English. The task of transcribing was time-consuming, though essential.  

 

4.4.2 NETNOGRAPHY 
 

The second method selected for this research is netnography, which Kozinets introduced in the late 

1990s. According to the mentioned author, netnography can be defined as a qualitative research 

methodology, which adapts ethnographic research techniques to the study of online communities 

which emerged through computer-mediated communications (Kozinets, 2002). As a marketing 

research technique, netnographic methodology aims to investigate consumers' online discussions, 

and examine the behavior patterns of online user groups. In this situation, the researcher seeks to 

establish the meaning of a phenomenon from the views of participants. This means firstly identifying 

a culture-sharing group and secondly studying how it develops shared patterns of behavior over time 

(Creswell, 2014).  

 

The key to netnography, and what makes it different from other methods is that it is focused on 

cultural insights. It treats online communications not as mere “content", but as social interaction, as 

embedded expression of meaning, and as cultural artifact. It pays very close attention to context. In 

sum, it is a method designed to provide consumer insights from social media data. Like ethnography, 

netnography is natural, immersive, descriptive, multi-method, and adaptable (Kozinets, 2010).  

 

Netnography offers several advantages for marketers when it comes to information about 

consumers. The approach offers greater accessibility to a broader group of respondents, greater 

continuity in research, less obtrusive, less expensive and less time-consuming than conventional 

methods (Xun & Reynolds, 2010; Kozinets, 2002). However, it is also important to be aware of the 

limitations of the method: respondent authenticity, instability of the user base, undeveloped analytical 

toolkit, potentially poor quality of textual discourse or ethical sensitivity (ibid).  
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Selection of Instagram Accounts 

Before conducting the netnography, it was important to identify the online forums appropriate for 

answering the questions of interest (Kozinets, 2002). Six Instagram accounts were selected 

according to the following suggested guidelines for netnographic fieldwork (Kozinets, 2010): (a) 

relevant, the accounts examined in this study are defined into the categories of interest, fashion and 

lifestyle; (b) active, they share and update content constantly; (c) interactive, there is a flow of 

communications between Instagrammer-followers and follower-follower; (d) substantial, they have a 

sizeable audience; (e) heterogeneous, the studied Instagrammers have distinct unique profiles; and 

(f) data-rich, their Instagram accounts offer detailed and descriptive rich data. 

  

Moreover, being a “Verified account” was an additional criteria considered. According to Instagram 

(2018), a verified badge appears next to an account’s name to confirm that it is the authentic account 

for the public figure, celebrity or the global brand it represents. Therefore, they are verified because 

they have a high likelihood of being impersonated. The selected Instagram accounts have become 

very popular and recognized in the category of fashion/lifestyle and thus they have achieved the 

status of public figure; subsequently, their accounts have been verified. Lastly, Spanish 

Instagrammers were preferred due to the national background of the researchers.  

 

The profiles for the six selected fashion/lifestyles Instagrammers are presented on Table 3. 

 

Table 3: Profiles of the Fashion/Lifestyle Instagrammers 

Appendix c Name Account # of followers 

C.2 Aida Domenech @dulceida 2,3M 

C.3 Paula Gonu @paulagonu 1,7M 

C.4 Jessica Goicoechea @goigoechea22 957K 

C.5 Nina Urgell Cloquell @ninauc 783K 

C.6 Maria Pombo @mariapombo 751K 

C.7 Anabel Hernández @anabelhernandz 281K 
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Data collection 

As netnography is a participant-observation research, data collection involves direct copy from the 

computer-mediated communications of online community members and observations of the 

community and its members, interactions and meanings (Kozinets, 2010). Therefore, screenshots 

of the content published were taken in order to report Instagrammer’s activities and interactions. The 

data for this research was collected from February to May 2018. The different types of content 

included: ranges from Instagram Stories, posted photos and their caption to followers’ comments. 

Additionally, averages of posts per day, number of likes and comments per posts, views per video 

were included to support the observation research. The calculations can be found in Appendix C8.  

 

Analysis 
In participant observation research, data collection and analysis activity may be part of the same 

process (Saunders et al., 2009). That is why the two stages of the process were carried out 

simultaneously. Image postings of Instagrammers were compared in terms of content, likeability and 

follower interaction and reaction in order to see what patterns emerge.   

 

While analyzing qualitative data, Kozinets (2010) stated to keep focus on responding to research 

questions. Thus, the final aim of the process was related to the specific theoretical foundation. An 

overview of all data collected and analyzed of each Instagram account can be found in Appendix C.  

It should be acknowledged that only the best illustrations —from the period studied— for each 

Instagram account were comprised.  

 

Limitations 

Kozinets (2002) stated that one of the limitations of netnography draw from the need for researcher 

interpretive skill. In that manner, we applied careful evaluations in order to produce accurate 

interpretations of the different Instagrammer’s activities and interactions. However, since 

netnography is a qualitative research method, this study embraces the subjectivity of the researcher.  

 

Moreover, limited information was provided regarding followers’ profile. This is because of 

Instagram’s privacy policies which still enable users to restrict who can see their personal profile. 

Therefore, this lack of users’ background information present in the online context can lead to a 

difficult generalization of results for groups outside the sample (Kozinets, 2002). Additionally, the six 

Instagram accounts studied only represent a small fraction of the community. Because of the limited 

time and resources, no more accounts were included in our research.  
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5.4.3 FOCUS GROUPS 
 

A focus group, sometimes called a focus group interview, is a group interview that focuses clearly 

upon a particular issue, product, service or topic and encompasses the need for interactive 

discussion amongst participants. This means that, in comparison with other forms of group interview, 

individual group members’ interactions and responses are both encouraged and more closely 

controlled to maintain the focus (Saunders et al., 2009).  

 

Participants are encouraged to discuss and share their points of view without any pressure to reach 

a consensus (ibid). These discussions are conducted several times—in our research, three focus 

groups were conducted—, with similar participants, enabling trends and patterns to be identified 

when the data collected are analyzed.  

 

During the focus group, we were referred as moderators. This label emphasizes the dual role of 

keeping the group within the boundaries of the topic being discussed and of generating interest in 

the topic encouraging discussion, whilst at the same time not leading the group towards any opinions 

(Saunders et al., 2009).  

 

Interview Guide 
An interview guide was prepared in advance in order to direct the conversation towards the 

researched topics and issues of relevance. However, the interviews were semi-structured, thereby 

permitting flexibility and free flow discussion. The interview guide can be found in Appendix D2. 

 

The focus group guide was structured around the key attributes of TEARS model: Trustworthiness, 

Expertise, Attractiveness, Respect and Similarity. Moreover, general questions about the use of 

Instagram were included. It is stated that the establishment of a structure for each focus group was 

only to serve as a guideline for us, the moderators, to use while leading the discussion.  

 

During the session, several photographs of the studied Instagrammers were shown to serve as a 

reminder and generate further discussion. The pictures used in these activities were extracted from 

findings of netnography.  
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Participant selection 
Participants were selected because they have certain characteristics in common that relate to the 

topic being discussed. All participants are active Instagram users and follow fashion/lifestyle 

Instagrammers.  

 

Typically, group interviews involve between four and eight participants, or perhaps even twelve. The 

precise number depends on the nature of the participants, the topic in matter and the skill of the 

interviewer (Saunders et al., 2009). In our research, the size of the groups was limited to a maximum 

of five participants in order to generate a more intimate scenario, and let all participants express 

confidently.  

 

Additionally, making the groups homogenous in terms of gender, age and similar education helped 

develop a greater discussion. A further description of participants can be found in Appendix D1. It 

deserves mentioning that only women were part of the sample as we found out, through 

Netnography, that they were the major part of the selected Instagrammers’ audience.  

 

Data Collection 
One week before the focus group took place, participants were informed about the topic of the 

discussion. They were also requested to follow the six studied Instagrammers. However, no more 

details were given in order to not bias their opinions or change their expectations.  

 

All three focus groups were conducted in quiet private rooms to create a friendly environment and 

to ensure participants were relaxed. Additionally, the focus groups were conducted in Spanish to 

help participants express themselves naturally with no language barriers. 

  

The use of this method was likely to determine balance between encouraging participants to provide 

answers, to particular questions that the mediator introduces, and also allowing them to range more 

freely in discussion (Saunders et al., 2009). Then, our main task was to encourage involvement by 

all group members, in order to benefit from the opportunity that this method provides by allowing 

participants to reveal unexpected data and, subsequently, important insights. When one or two 

people dominated the discussion, we carefully tried to reduce their contribution and to bring others 

in. Images of the focus group activities can be viewed in Appendix D.6.  
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Analysis 
The semi-structured nature of the focus groups allowed a comparison amongst the findings from the 

three groups. All three focus groups were audio-recorded with participants’ consent and lasted 

approximately one hour each. The recordings were transcribed and translated from Spanish or 

Catalan to English. Irrelevant content was not transcribed and thus not translated.  

 

The aim of the process was to detect themes and patterns among participants’ opinions to, then, be 

used for asserting or rejecting the theoretical propositions. On Chapter 5, in order to depict the 

findings, citations from the transcriptions are included and referenced by minutes and seconds from 

the recordings. Transcriptions of the Focus Groups can be found in Appendix D.  

 

Limitations 

The small sample size of the focus group might not be a good representation of the larger population 

(Temkin, 2007). Additionally, all participants were part of the researcher’s network. Therefore, the 

results extracted from the sample are doubtful whether they can be generalized to a larger audience. 

As previously stated, the time and the resources were limited to broaden the examination area.  

 

Moreover, as group discussions might be more difficult to control than one-to-one interviews, in 

several stages of the dialogue, time was lost to irrelevant topics (Temkin, 2007).  Also, respondents 

could feel peer pressure to give similar answers to the moderator's questions (ibid).  Therefore, our 

role as moderators was to conduct the conversation to the main focus areas again and to facilitate 

diversity of opinions. 
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CHAPTER 5 
FINDINGS 

 
 
 
 
 
 
 
 
 
 
 
  

In this chapter, the research study’s findings are 

presented. Findings from our qualitative research: 

netnography, focus groups, expert in-depth interview and 

Instagrammer in-depth interview. Each section serves to 

confirm or reject the propositions constructed in the 

previous chapter. 
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5.1 CONCEPTUAL FRAMEWORK 
The conceptual framework initially developed in Chapter 2, TEARS 2.0, was created on the basis of 

the reviewed literature framed on the original TEARS model proposed by Terence A. Shimp (2003). 

From the preliminary model, the TEARS 2.0, we constructed 9 propositions assumed to explain the 

Instagrammer-Follower engagement bond. These 9 propositions are illustrated in the model below 

(same as figure 3).  

 

 
 

The chapter is structured in accordance to the conceptual framework and will address each of the 9 

propositions previously presented. The purpose is to determine if, based on the conducted research, 

the driving factors actually make followers consider that an Instagrammer possesses one of the key 

attributes which contribute to follower engagement.  

 

Our research question and the proposed framework, TEARS 2.0, addresses which content and 

interaction from Instagrammers generate follower engagement. In other words, what an 

Instagrammer can do in order to build engaging relationships with followers. As mentioned in our 

literature review on section 2.1.4, from the Instagrammer perspective it is also key to understand 
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consumers’ motivations for using Instagram, in order to provide content that engages with them. In 

this sense, in order to generate engagement, it needs to be a match between the content that 

followers want to see on Instagram, and the content Instagrammers generate. Just like on a market 

economy, also on Instagram there must be an equilibrium between supply and demand. For this 

reason, we deem relevant to firstly address the motives for using Instagram that were revealed 

through the conducted research. Subsequently, the propositions for each key attribute will be 

addressed. 

 

5.2 USES OF INSTAGRAM 

Our research question aims to find out how Instagrammers generate follower engagement. However, 

the previous step to understand how Instagrammers can generate connections with followers is to 

understand how and for what followers are using Instagram. This way Instagrammers will be able to 

tailor their content according to their followers’ expectations. The main motivations for using 

Instagram, pointed out by the focus group participants, are the following: 

 

Daily Entertainment 
Through the focus groups, it became evident that the participants’ main motivation for using 

Instagram is to use it as a source of entertainment, whenever they are bored, or they have nothing 

else to do. Participants also mentioned that Instagram is replacing traditional entertainment sources 

like TV or magazines. One participant stated: “Now I just use Instagram and Netflix as sources of 

entertainment. Before I used to buy fashion magazines but now I don’t know exactly why, but I no 

longer buy them. Now I just check Instagram, and this already fills my free time.” (Appendix D.4, 

29:50). All participants stated that Instagram has overtaken Facebook, and it is the social platform 

they use the most. They use Instagram every day and several times a day, and more often that they 

would like to admit: “I use it every day every time. When I wake up is the first thing I check, then at 

work, I also have to check Instagram but for work purposes and then at night is the last thing I do 

before going to sleep.” (Appendix D.4, 01:40). Several participants also mentioned that Instagram is 

like a drug because it is addictive and hard to stop using. For example, one participant even stated 

that she finds herself unconsciously browsing on Instagram: “My finger starts browsing on Instagram 

without me noticing. It’s hard not to use Instagram” (Appendix D.5, 02:50).  

 

Furthermore, most participants also agreed that what they like the most about Instagram is the 

Instagram Stories and that they post more Stories than pictures. Compared with posting a picture 

on the feed, Instagram Stories are perceived as a more relaxed way of sharing content with friends: 

“I think this is because Instagram sets a certain picture quality. Because of the more quality, the 
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more likes on your photo. Meanwhile, on Instagram Stories the quality does not matter that much 

and I feel more relaxed about posting whatever with less pressure” (Appendix D.3, A1, 03:47). 

Participants also stated that they prefer to check Instagram Stories rather than pictures, either 

Stories from their friends or from Instagrammers. Also, participants repeatedly stated that Stories 

are a good way to get to know the real life of Instagrammers and that Instagrammers are seen as 

more human on Stories than on pictures: “The good thing about Instagram Stories is that you can 

get to know the person behind the pictures. Before just with the pictures, you could not actually know 

her, you could only judge her for her pictures.” (Appendix D.4, 01:07:03).  

 

Gossip - Keep up with others’ lives 
As mentioned above, daily entertainment is the main motivation for using the platform. In this regard, 

all focus group participants emphasized that the main source of entertainment on Instagram is 

gossiping. Some of the participants even stated that they did not use Instagram to post content 

themselves, they just used Instagram for gossiping and keeping up with others lives, either friends 

or Instagrammers: “I'm not an active user myself because I do not post many pictures, but I really 

use it  to gossip and also just to see what everyone else is doing” (Appendix D.4, 01:20). Some 

participants confessed that they follow certain fashion Instagrammers just to gossip rather than for 

fashion inspiration. One participant even stated that in her opinion, the most engaging 

Instagrammers are the ones that sell their lives and expose their families and friends, because she 

likes to follow the different storylines like if it was a TV series: “In order to generate engagement the 

most important is to sell your life. It gets to a point that I “need” to know how are their friends doing, 

this is quite shocking. It’s like a TV series, you know all their friends and all the people in their lives. 

It is also super interesting if there are some hidden gossips. Like, are they angry with each other? 

are they still dating? I follow Instagrammers mainly for this” (Appendix D.5, 30:25).  

 

Moreover, the participants explained that they also keep up with the lives and with the gossips of the 

Instagrammers they do not follow. They just look at their profiles from time to time to get updated on 

what they have been doing, but do not follow them every day. Also, they explained that the “explore” 

feature on Instagram is really handy to get updated about Instagrammers they do not follow: “Some 

of them appear on the “explore” section, even if I do not follow them. And so I get to know about their 

lives despite I do not follow them. So from time to time, I get up to date with their lives despite I do 

not follow them every day” (Appendix D.5, 05:25). One participant even stated that even though she 

is curious about what certain Instagrammers are doing, she does not follow them because she is 

kind of jealous of their lives, and she does not want to increase their number of followers. Hence, 

she just looks at their profiles every once in a while: “There are some Instagrammers I do not like, 
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or I am somehow jealous of them, and despite I sometimes stalk them, I do not follow them because 

I do not feel they deserve my following.” (Appendix D.4, 49:20).  
 

Inspiration and Discovery 
The motive of using Instagram for inspiration was present in all three focus groups. Since Instagram 

is a visual platform based on pictures, participants explained that they browsed on Instagram to find 

inspiration about fashion and other of their interests. They expressed that they do get ideas from the 

clothes Instagrammers wear and that they have even bought the clothes Instagrammers were 

wearing. One of the participants stated that she prefers Instagrammers that wear affordable clothes, 

because this way, she can get to discover items she actually can afford (appendix D.5, 24:55).  

 

Related to inspiration, participants also expressed that they also use Instagram to discover new 

brands, new restaurants, new hotels, new vacations destinations, to name a few. Participants 

emphasized that they truly value if they can use for their own benefit the content Instagrammers 

share. Most of them indicated that they have tried new restaurants because they discovered them 

thanks to the Stories of an Instagrammer. One participant, for example, stated: The Instagrammers 

I follow are the ones are more close about similar things I like. And also if I can use the content they 

share for my own benefit, like for example clothes inspiration, new restaurants, new hotels, new 

vacation destinations…” (Appendix D.4, 01:01:40). 

 

The use of Instagram for inspiration and discovery is also supported by netnography. By reading 

followers comments on the pictures, it is clear that they use Instagram to get inspired by 

Instagrammers’ clothes and also to discover new brands. Followers write comments like: “Oh god! 

What a style, elegance, you are the most beautiful girl”; “so beautiful, I always love how you dress”; 

“what shoes are you using?”; “where did you buy the boots?” (Appendix C.6; C.7) 

 
Aspiration 
Through the focus groups, it also became evident that participants use Instagram to follow 

aspirational accounts. Participants expressed that the purpose for following such aspirational 

accounts is to see how cool their lives are, and sort of, to dream about having the same life or also 

to motivate them to do better. Most of the participants agreed that they either follow Instagrammers 

because they are similar to them, or because they have different and cooler lifes. For example, one 

participant stated: “I feel someone that has the same office life as mine, it is not worth for me to 

follow her, because it is not aspirational and thus not engaging for me” (Appendix D.4, 01:08:39). 
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However, the aspiration motive of using Instagram generated some discussions during the focus 

groups. This discussions where regarding the thin line between perceiving an account as 

aspirational, and perceiving an account as annoying because is too ideal and perfect. Participants 

confessed that they follow and unfollow Instagrammers based on this. Then, after a while, they 

become interested again in their aspirational lives, and follow them once again until they get bored 

of them another time: “I followed and unfollow them several times (...) because they have idealized 

lives and I'm working sitting at my office, looking at a computer, and I just get tired of their super cool 

lives and I just stop following them. But then after while I followed them again.” (Appendix D.4, 09:40) 

 

Documentation - Keep memories 
Documentation of memories and pictures was another motive that was pointed out during the focus 

groups. Even though this is the motive with less relevance for the participants, some of them stated 

that Instagram is a good way to record and keep memories alive. One participant expressed that 

she was excited because now Instagram allows her to save the Stories and highlight them on the 

feed. Before the last update, Instagram Stories were only available for 24h and after this period there 

was no way to retrieve them: “ Now, it is possible also to save your Instagram Stories, I love it! 

Moreover, if you want, you can post your past InstaStories again in your feed as highlights” 

(Appendix D.3, A1, 03:47). 

 

 

5.3 CREDIBILITY 

 

5.3.1 TRUST - FILLER CONTENT 
 

P1: Instagrammers are perceived as more trustworthy by 
followers when sharing filler content 

 

According to the literature reviewed, endorsers are trusted by their target audience whether they are 

perceived as honest and believable, due to their personal and professional lives. Considering the 

online nature of Instagrammers, followers can perceive them as trustworthy or not by the content 

they share on their profiles. Focus group participants would refer to trust the same way as to 

credibility since both are tightly connected and in Spanish, both words are used indistinctly. 

Participants expressed that the more real, transparent, natural and human Instagrammers are, the 

more trustworthy they are perceived. Participants emphasized that they trust more Instagrammers 

when they show their human side, and when they are transparent with their posts. By sharing filler 
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content, followers feel that the Instagrammer is not trying to lie to them, and thus this enhances trust. 

E.g. “I trust an Instagrammer when she is modest and when she shows her more human side. 

Basically, when she doesn’t try to lie to her followers, when she is transparent about her life.” 

(Appendix D.3, A1, 00:56). The Instagrammer interviewed, Anabel Hernández, also supported that 

Instagrammers gain followers’ trust by being more natural and showing how they truly are trough 

filler content. E.g. “She is much more natural and she has way more fans, but why? Because she 

shows herself as she truly is, natural. Not everything is so fake, she is a normal girl and I think this 

is also the success of @dulceida.” (Appendix B.4, 29:00).  

 

Further, participants revealed that Instagram Stories play a key role in generating trust towards the 

Instagrammers. They mentioned that through the pictures on the feed, Instagrammers look always 

perfect, ideal and somehow fake. Instead, through Instagram Stories participants perceived 

Instagrammers as more authentic, more human and more natural; and the “behind the scenes” 

content allowed them to identify if in real life, they were the same person they claimed to be on 

pictures. E.g. “The more authentic and natural they are, the more credible. And I can determine if for 

me an Instagrammer is authentic from their Instagram Stories. On Stories, you can see how they 

express themselves, with whom they go, where she goes. And then I can identify if they are real or 

not. @mariapombo I feel she is really natural and in real life, she is the same as she shows on 

Instagram” (Appendix D.5, 06:07). Another aspect about Instagram Stories that participants 

revealed, is that they perceived this short videos on Instagram Stories as more relaxed than the 

pictures on the feed. In this sense, they meant that the content posted on Instagram Stories is more 

spontaneous, less edited and thus more real, than pictures. E.g. “Instagram Stories are more real, 

you see live content, it is not so edited. They haven’t thought about the perfect sentence to say. It is 

more spontaneous” (Appendix D.5, 31:48).  

 

The conducted netnography revealed that some Instagrammers use Stories as an online diary or 

vlog to record and share their daily lives. The content shared on Instagram works as an extension 

of the Instagrammers feed, and all the six Instagrammers analyzed are consistent with the images 

they post on their feeds and the content shared on Stories. Most of the time, content on Stories is 

unedited and raw, and some Instagrammers they even show themselves with no makeup and 

wearing pyjamas. However, we have discovered that Instagram Stories are also lately being used 

for sharing edited pictures. So, for example, the Instagrammer @dulceida went to the Milan Fashion 

Week, and while she kept on sharing instant videos about how her experience was at the Fashion 

Week, she also shared edited pictures reviewing the outfits she wore those days (Appendix C.2). 

This example makes evident that Instagrammers are using Stories to share both filler and anchor 
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content. According on how Instagrammers decide to self-present themselves, they share more or 

less anchor or filler content.  

 

Our qualitative research revealed that the amount of filler and anchor content shared on Instagram 

Stories influences on followers’ perception of trust.  Focus groups participants expressed that a really 

good way to see how Instagrammers truly are is when they talk to the camera on Stories. For 

example, one participant stated: “They are more human on Instagram Stories than on pictures. On 

pictures, they always look super perfect and ideal, (...) but when they talk on Instagram Stories, I 

perceive them as more human and I believe them more.” (Appendix D.4, 02:56). Another thing that 

helps followers to believe more in Instagrammers is when they share on Stories the before and after 

of the picture which they just posted on their feed. By showing that not everything is perfect and that 

their pictures are also not so nice before editing them, followers realize that “all that glitters is not 

gold” and helps them perceive Instagrammers as more transparent, honest and trustworthy. When 

asking to one of the participants if she thought Instagram Stories are more credible than the pictures 

on the feed, she said: “Yes, for example @dulceida on her Instagram Stories she shows a lot of 

before and after pictures or pictures where she doesn't look so nice. She doesn't mind showing 

herself not so perfect, like also @paulagonu does.” (Appendix D.4, 16:25). Another participant 

stated:  “@mariapombo sometimes shows the before and after editing a photo and it changes a lot. 

But it is good that they show the reality and how they edit it in order to get a perfect picture.” 

(Appendix D.3, A2, 37:12). In this regard, through netnography we identified that the Instagrammers 

who shared less filler content, coincide with the ones that are perceived less trustworthy by the focus 

group participants. Participants used to compare them with Instagrammers who do share a lot of 

filler content, and thus were seen as fake for not showing how they truly are. When asking 

participants which Instagrammer they trust the least they all agreed in: “@goicoechea22 or @ninauc 

because they are fake. I do not believe them, you can see they are playing a role and what they do 

doesn’t come from the heart.” (Appendix D.5, 08:57). Further, participants categorized 

Instagrammers that share really few filler content as image accounts and the ones who share more 

filler content as lifestyle accounts. E.g. “I feel I know more about @dulceida or  @mariapombo, than 

@goicoechea22 because she works in another league, she doesn’t let you truly know her. As we 

were saying before there are image profiles and more lifestyle profiles. I was checking 

@anabelhernandz Stories and she always talks on the camera explaining what is she doing, and 

this definitely helps me to get to know her” (Appendix D.4, 01:02:32). Moreover, the Instagrammer 

interviewed, @anabelhernandz, exemplified image accounts with one experience she had with an 

Instagrammer she met on the fashion week: “when I went to the fashion week, I met a girl that she 

was the worst because she didn’t want to share things that weren’t super top. I went for some drinks 
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with her, and she was like, “no this I can’t share it with my followers”. And I was thinking: you’re just 

having one drink, what is the issue about this? (Appendix B4, 26:42).  

 

Additionally, both experts interviewed —India White and Anabel Hernández— agreed that 

Instagrammers need to be very careful on the content they share in order to be seen as trustworthy 

by followers. Both acknowledged that there is sensitive vocabulary and topics that is better not to 

use/talk about, in order to avoid “getting harmed” and losing followers. India White stated “You have 

to open the door, but you can’t go too casual. For instance, the word “retarded” does not sit well with 

parents with mentally ill children, so Instagrammers should be careful in that sense as it is a terrible 

word for many people. They can lose the trust and respect to you if you are using this term” (appendix 

B.2, 48) 

 

On the basis of the above discussion, proposition one is confirmed. It can be concluded that 

Instagrammers can increase trust by sharing more filler content. The more Instagrammers show how 

they truly are through filler content, the more chances of being perceived as real, transparent and 

honest, and thus enhance trustworthiness.  

 

5.3.2 TRUST - COLLABORATIONS 
 

P2: Instagrammers are perceived as less trustworthy by followers 
when sharing a sizable amount of different collaborations 

 
According to the theoretical review, over-endorsement affects the effectiveness of the message or 

product being promoted. On all three focus groups, participants clearly expressed that generally 

speaking, Instagrammers are seen as not credible when promoting multiple products from multiple 

brands. For example, one participant stated: “If one week they recommend something, and the next 

week they recommend something else, I ask myself “what is happening here?”. You don’t know what 

to believe and this makes them less trustworthy” (Appendix D.5, 15:55). This affirmation goes in 

accordance with the concept of “Trust Threshold” illuminated by India White during her interview. 

According to India White, the Trust Threshold is the point where the influencer audience starts to 

question the motives and expert opinion of the influencer. Hence, when Instagrammers cross this 

threshold, they start losing trust and their words become less effective.  

 

India White further states that the Trust Threshold is critical for Instagrammers who are rapidly 

growing on followers: “I’m following the journey of influencers over time. When they are just starting, 
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they probably have another source of income, and then they achieve a certain point when they 

decide to work on this full time. And in early days their content is not promoted at all because they 

do not have those partnerships yet. But when they start growing, as an influencer, they have to be 

so careful with the number of promotions they make and with the paid content. You can very quickly 

lose your trust. There is so much choice out there and so many influencers, to establish trust is one 

thing, but to keep your true audience coming up for more content, is extremely difficult.” (Appendix 

B.2, 10:35).  

 

The importance of the audience size when it comes to trust brand collaborations, was also mentioned 

in the conducted focus groups. Participants expressed that they trust more Instagrammers with more 

followers because they are perceived with more decision power, in terms of being able to decide 

which are the brands they prefer to collaborate with. Instead, Instagrammers with fewer followers 

are perceived as less trustworthy when doing paid collaborations, because they do not have much 

decision power and are looking for new sources of income. E.g. “@dulceida for example, she has 

so many followers and decision power that she only collaborates with the brands she truly wants. 

But I understand that the Influencers that are just starting, they collaborate with multiple brands 

because they do not have so much decision power. This affects on the credibility and 

trustworthiness.” (Appendix D.5, 15:55). White also argues that the best kind of paid content in terms 

of trust, are the longtime partnerships between brands and Instagrammers. Moreover, India White 

also emphasizes that she does believe that collaborations can be genuine, but Instagrammers need 

to be cautious when planning content and make sure that they are balancing paid promotions with 

non-paid contents. The interviewed Instagrammer, @anabelhernandz agrees on the importance of 

balancing paid and non-paid content: “When I have different campaigns at the same time, I try to 

talk with brands to explain that in between two advertorial pictures, I have to post 2 other non-

advertorial pictures in order to “let Instagram breathe”. (Appendix B.4, 14:26).  

 

Additionally, Anabel confesses that if she could, she would do collaborations every day in order to 

increase her income, and then she would figure out how to make them look natural.  However, she 

emphasized the importance of not oversaturating the Feed with paid collaborations, because it is not 

what followers are looking for. In order to have a balanced profile between paid and non-paid posts, 

she likes to collaborate with brands that demand fewer requirements, so that she can “hide” the 

collaborations and make the post look more natural. “Not everything I post are advertorials. There 

are posts that maybe you think it is not a collaboration, but it actually is. There are some brands that 

don’t demand much, and this is cool because we do not like that all our publications look like 

advertorials.” (Appendix B.4, 05:32). Focus group participants stated that sometimes it is hard for 
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them to identify if the post consists of a paid collaboration or not, and they would like Instagrammers 

to indicate it more clearly. They also expressed that they are aware that Instagrammers try to hide 

collaborations on posts that look casual. “Collaborations are also hidden. Most of the times, the 

brands when they specify to Instagrammers what they have to do when wearing the clothes, they 

also say that they want them to do it the more casual as possible so that followers do not realize it 

is paid.” (Appendix D.4, 27:20). One focus group participant confessed she doesn’t bother if a post 

is paid or not; she just takes for granted that Instagrammers are being paid on most of the content 

they share since it is their source of income. “Honestly I do not spend so much time thinking if it is a 

paid collaboration or not. I assume some of the clothes they show will be a collaboration, but I do 

not really spend much time; I don’t really care because it is something I take for granted.” (Appendix 

D.4, 26:46).  

 

Furthermore, focus group participants expressed that what makes them distrust the most about 

Instagrammers is when they are promoting the same type of product, from different brands during a 

short period of time. Participants stated that it is impossible to believe that the Instagrammer is using 

so many equal products in so short period of time. “If they make a lot of collaborations of the same 

thing, for example only makeup, it makes me doubt and I ask myself like okay, “but which is actually 

your favorite brand?” (Appendix D.4, 19:46). When doing a paid collaboration, if Instagrammers are 

talking about the benefits of a product, followers expect them to have tried the product at least for a 

while, in order to make an informed and genuine recommendation. However, as our interviewed 

Instagrammer confessed, most Instagrammers explain how good is a product without even trying it, 

they just follow the guidelines and script provided by the brands. Anabel is totally against this and 

emphasizes that she never recommends something she has never tried. What she does instead is 

to explain on Instagram Stories that she has received a product, that she will try it for a while, and 

then she explains her experience using the product. This way she is confident she is not lying to her 

followers. The following caption exemplifies this: “Most of the times I say on Instagram Stories, I am 

going to try this product, and then I’ll let you know my experience. One time a brand of protein 

shakes, wanted me to write how good was the product without even trying it. I had to tell them I was 

not going to do so, and if they wanted me to do so, they would have to wait 2 months so that I could 

have time to try it and see if it was actually so good”. (Appendix B.4, 22:23).  

 

In fact, Instagrammers that are not honest and genuine on their recommendations can harm their 

own image and reshape the bonds previously created with followers, up to the point of losing their 

trust forever. One of the focus groups participants exemplified this statement with her own deceiving 

experience with an Instagrammer that made fake promises about a product: “When they promote 
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different beauty products, and according to them all the products are so good, I do not believe it. 

Once I bought a cream for the eye bags because she was saying on the story that it worked 

amazingly for her. I used it for some days, and then I realized it didn’t work at all. After this, I have 

never ever trusted her again, because I tried one of the products and didn’t worked as she promised.” 

(Appendix D.5, 17:11). 

 

In terms of authenticity, the expert interviewed India White states that depending on how 

Instagrammers present themselves and how consistent they are with their image, this will help 

followers to understand what is genuine and what is not. If the content of an Instagrammer has a 

very specific style, and then suddenly some piece of content is very against that style and it is not 

how the Instagrammer usually self-presents, the followers won’t trust this post. In this sense, it is on 

the Instagrammer hands to be responsible for selecting the right collaborations and content. 

Regarding authenticity, India white stated: “Being authentic or genuine, so being true to yourself, 

helps to build trust with your audience. If you are authentic, you’ll always have trust. If you post 

something against your true self and your brand, you will have never their trust.” (Appendix B.2, 

23:54).  

 

Through netnography we also found that followers do not like nor trust when Instagrammers share 

different brand collaborations. Indeed, pictures where Instagrammers clearly showed a brand 

collaboration where the ones with the least likes (appendix C.2, C.3, C.7). We could also identify this 

mistrust through follower comments that were either complaining about the number of collaborations, 

or questioning the genuinity of the recommendations. Comments like: “How much are you getting 

paid for this advertisement??”; “I love you dulceida, and I wish you the best with your objectives and 

for doing more exercise. But I hope you are not just doing this because Adidas is paying you”; “How 

much money you fill in your pockets, huh?” (Appendix C.2); “How much are you getting paid for this 

picture for us to buy? 3000€?” (appendix C.7). 
 
The findings presented above, clearly confirm the proposition that Instagrammers are perceived as 

less trustworthy when recommending multiple products from multiple brands.  
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5.3.3 EXPERTISE - ANCHOR CONTENT 
 

P3: Instagrammers who are perceived as experts through their 
anchor content have more persuasion power on followers 

 
As previously stated in the theoretical discussion, fashion Instagrammers achieve fame and 

popularity through pictures sharing outfits or any sort of content regarding fashion, which comprises 

their area of expertise. This content —named anchor content by Abidin (2017)— is what followers 

look for when searching for fashion inspiration and guidance.  
 

Accordingly, participants of the focus groups stated that Instagrammers spot fashion trends and also 

create new ones. E.g. “In general, they have the power to revive old fashion styles or make popular 

new ones. I think that now I dare to wear new styles thanks to getting inspired by her outfits” 

(Appendix D.3, A2, 09:21). In the same line, they emphasized how browsing on their profiles, 

represented an easy way to discover new brands thanks to Instagrammers’ pictures. One participant, 

for example, explained that she may consider buying a trendy bag—or a similar one— if she sees it 

in many different profiles: “If I start seeing a lot of pictures from different Instagrammers with a 

specific kind of bag, then maybe I would say “oh it is cute and I'm going to buy it”,  and then I would 

look for a similar bag, but not necessarily the same brand they are promoting (Appendix D4, 17:18). 

Moreover, they noticed a progression in regards to the type and price level of the displayed brands. 

When Instagrammers achieve fame, most of the brands portrayed are often expensive and 

considered exclusive high-fashion brands. On the contrary, in their early stages, they used to wear 

cheaper and more accessible brands. E.g. “Yes, you discover new brands thanks to them, but 

sometimes they are not affordable for everyone. At an early stage, they used to wear cheaper and 

affordable brands such as Zara. Nowadays I cannot afford to buy their outfits” (Appendix D3, A2, 

11:00).  

 

However, not all participants agreed on the previous statement. Other participants stated that 

Instagrammers have the ability to ensemble expensive brands with non-expensive brands, in line 

always with their own style.  Therefore, the combination of different brands and styles represents 

uniqueness and sense of style. According to focus group participants: E.g. “In my opinion, it doesn’t 

matter the brand they are wearing. They can wear Zara, but they can combine the clothes in a more 

“editorial way”, more sophisticated” (Appendix D5, 25:19); “The brand they wear doesn’t affect my 

perception. I can consider them as a fashion reference wearing Zara for example, it doesn’t need to 

be an expensive brand. It's all about the clothes they choose and how they combine them” (Appendix 
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D4, 23:02). In this regard, through netnography observation, it was noticed that Instagrammers 

hardly ever repeat the same outfits and clothes depicted on pictures and that they also combine 

multiple brands within their outfits. 

 

This outlook on expertise was supported during the in-depth 

interview with the Instagrammer Annabel Hérnandez where she 

explained that she considers herself a fashion expert: “Taking 

into account that I have studied a higher degree in styling and 

fashion and I am going every day to showrooms, fashion events 

or catwalks. I am continuously in fashion and I get to know what 

is going to be trendy and getting inspired”(Appendix B4, 45:36). 

In this regard, participants in focus groups stated that 

Instagrammers who attended exclusive events such as brand 

parties or fashion events are perceived as having more expertise 

and knowledge. “For example, @dulceida has done so many 

collaborations, attended to so many events, fashion shows.. so 

she clearly knows more about fashion than us” (Appendix D5, 

22:13). Moreover, they expressed the more years in the fashion world, the more expert an 

Instagrammer is perceived. The next citation exemplifies this point: “She (@dulceida) has been a lot 

of years on fashion, so she more knowledge about fashion than me. Even I do not like her style, I 

am sure she is a reference in fashion for many of her followers” (Appendix D5, 22:30). In addition, 

having a sophisticated style makes followers believe Instagrammers know more about fashion and 

thus, their level of fashion expertise is considered higher. E.g. “@mariapombo, for example, I 

consider her style more “high fashion”, and makes me believe she knows more about fashion. Maybe 

I am wrong, but I consider as more experts the ones who have a more sophisticated style (Appendix 

D5, 23:36); “Definitely yes. In order to be considered an expert, she needs an “elevated” style” 

(Appendix D4, 23:02).  

 

On the basis of the netnographic observation, it was found that followers were constantly asking 

Instagrammers questions regarding where the clothes on the pictures came from. E.g.: “Where is 

the tee from?, I have one that says AERO but is from NY (I am from Barcelona) I know most likely 

you won’t read this comment” (Appendix C3); “Which product from @sephora_spain is this one? 

(Appendix C2)”; “Is this bag also from @dulceidashop?”(Appendix C2); “What shoes are you using?”; 

“Where did you buy the boots?” (Appendix C6). This outlook on expertise was supported on the 

Instagrammer interview where Annabel Hérnandez stated: “Every day, with all the clothes I wear, on 

@Dulceida's outfits for a Fashion Week 
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my pictures and on the Instagram Stories, I receive messages asking the brand. From the nail polish, 

the eyeliner, a necklace from my grandma. Followers ask about everything, every day.” (Appendix 

B4, 46:32).  

 

Additionally, most of the Instagrammers have successfully launched their own clothing brand, which 

further validates them regarding their knowledge on fashion. Accordingly, India White stated that 

having an established brand and style is an indicator of expertise in the fashion industry. “Somebody 

that has an established brand and established style, I think that this what gives expertise in the 

fashion industry” (Appendix B2, 30:02).  

      
Posts wearing their own clothes brand 

 
Therefore, the qualitative research revealed that once Instagrammers have gained prevalence in the 

fashion world, they are perceived as an opinion leader in the field, which in turn, it affects positively 

their persuasiveness towards followers. In other words, they gain the ability to change and influence 

followers’ opinion about fashion. Hence, Instagrammers can make brands seem more appealing in 

the eyes of their followers, which explains why most of the clothes they wear on pictures are soon 

sold out. The above findings confirm the proposition stating that the more expert an Instagrammer 

is perceived through anchor content, the more persuasion power they have on their followers.  
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5.4 ATTRACTIVENESS  

 
5.4.1 PHYSICAL ATTRACTIVENESS - ATTENTION 
 

P4: Instagrammers that look physically attractive get more 
attention from followers 

 

According to literature, people tend to present a highly selective version of themselves on social 

media (Chua & Chang, 2016). Focus groups participants affirmed the previous statement by arguing 

that “Everyone publish (also me) the photos that they look their best. You will not upload a photo 

where all your defects can be seen” (Appendix D.3, A2, 13:25). They also added that through the 

Instagram features it is possible to enhance the physical appearance by editing the picture straight 

away. “I always modify a little bit my photos before publishing. For instance, I change the saturation 

of the image to look more tanned and the light of the image to look thinner” (Appendix D.3, A2, 

13:25).  

 

Additionally, there was a general agreement with the statement “Beauty is a greater recommendation 

than any letter of introduction”. Participants revealed that physical attractiveness helps them to 

attract their attention, as at first glance it is the most visible attribute. E.g. “Definitely yes. Being 

physically attractive opens you doors, and helps you to get attention” (Appendix D4, 32:10); “It’s the 

first step to get attention and it may help to increase the number of followers” (Appendix D3, A2, 

12:15); “Attractiveness is the first Impression you get” (Appendix D5, 53:08). Also, one participant 

declared that she rarely follows ugly girls; while multiple other participants viewed attractiveness as 

a common attribute amongst Instagrammers.  E.g. “You do not follow somebody that is ugly or has 

not a nice body. So I still believe that physical attractiveness is quite important in generating 

attention” (Appendix D4, 32:10). Moreover, both expert interviewees also agreed on with the 

statement. India White —a marketing strategy specialist— stated that in the fashion industry physical 

attractiveness is a key aspect which Instagrammers will be always evaluated for: “In the fashion 

industry, obviously attractiveness is going to be something that they always consider” (Appendix B2, 

59:52). The Instagrammer Anabel Hernández further added: “Unfortunately, yes. Physical 

attractiveness is a gateway to having more followers and have more chances to become an 

Instagrammer” (Appendix B4, 50:26).  

 

Netnography research on Instagrammers’ profiles also revealed that physical attractiveness gets the 

attention of followers. A large number of comments were regarding how beautiful Instagrammers are 



 78 

and how they wished to look like them, for example: “You are perfect!!!”, “Gorgeous” (Appendix C2); 

“Omg, you look gorgeous”, “Stunning as always” “Pretty” (Appendix C4); “Baby, that glow! Your skin 

looks unreal (Appendix C5); “You are the most beautiful girl” (Appendix C5).  

 

Therefore, through the different qualitative research methods, it became evident that physical 

attractiveness opens many doors of opportunity since Instagram is a visually based platform and 

thus appearance related.  

 

On the other hand, all the interviewees of our research —from in-depth interviews and focus 

groups— were consistent with the argument that being physically attractive is not sufficient for 

establishing a long-term relationship with followers. E.g. “Being physically attractive opens you 

doors, and helps you to get attention. However, it is not enough. For example @goicoechea22 I will 

never follow her despite she is super beautiful, I will just stalk her from time to time” (Appendix D4, 

32:10) ;  “To keep following an Instagrammer in the long term, Attractiveness is considered as 

something secondary.” (Appendix D5, 53:08). The interviewees considered attractiveness to be an 

important attribute to succeed in the early stages of Instagrammers, but not that important once they 

have achieved a certain status in the social platform. E.g. “In my opinion, you have way more 

chances to achieve fame (gain followers and become an influencer), if you are beautiful and 

physically attractive that if you are not. Then, when you have already achieved the fame, 

attractiveness it is not so important” (Appendix D5, 28:44); “Attractiveness opens you doors, and 

helps for attention, but then over time, when you get to know more this person, your opinion about 

them may change”. (Appendix D.4, 01:07:03); “Attractiveness opens the door to the fame, but then 

you need to have that “something else” to connect emotionally with your followers in order to 

succeed” (Appendix D3, A2, 43:30). Parallelly, the Instagrammer Anabel Hernández also agreed on 

the statement and affirmed that “if you are just pretty, and you only show your pretty face and your 

perfect body, you may get a lot of likes and followers, but in a long term you need to be something 

more to maintain and increase your followers” (Appendix B4, 50:26).  

 

To conclude, it became apparent that the more physically attractive Instagrammers are, the more 

attention they get from their followers. As such, based on this findings, proposition number four is 

accepted, physical attractive Instagrammers get more attention from followers. However, parallelly 

to this, throughout our qualitative research, an additional finding emerged, which states that physical 

attractiveness is not enough to build long-lasting relationships with followers. Therefore, this 

declaration leads us to the next proposition.   
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5.4.2 PHYSICAL ATTRACTIVENESS - AUTHENTICITY 
 

P5: The more physically attractive Instagrammers self-present, 
the less authentic they are perceived by followers 

 

As specified in section 2.2.2, unlike celebrities, Instagrammers are expected to be closer and real, 

in other words, to be more authentic. Accordingly, participants from the focus groups stated: 

“Nowadays it is more important to show yourself as natural and authentic. For example yesterday I 

was checking some bikinis online at Oysho, and I saw that the models had some stretch marks on 

their legs, I mean the models were not perfect and I think that now there is a movement “anti-

perfection” (Appendix D4, 31:08). Also, as mentioned before, participants stated that Instagrammers 

presenting themselves always perfect are perceived as less believable, and thus less authentic. E.g. 

“Yes, the more perfect she shows herself, the more unreal she looks like. This is because everyone 

has defects and in a daily life no one seems as beautiful as they look on the photos. It reaches a 

point where you do not believe them because everyone has a bad day with a bad face” (Appendix 

D3, A2, 17:45)”. Therefore, participants agreed on the point that Instagrammers who self-present 

themselves not as perfect can generate more follower engagement. E.g. “I truly believe that now it 

is not so important to be beautiful and super hot, and it is more important to be natural and real. 

Especially in order to generate engagement, because you see yourself reflected on them.” (Appendix 

D4, 31:08). In accordance with the preceding quote, and as stated in the theoretical discussion, 

individuals prefer people of similar physical attractiveness. They prefer an Instagrammer who 

represents someone they can aspire to become. Otherwise, if they feel Instagrammers are 

unreachable, it can badly affect followers’ attitudes towards them and towards themselves. E.g. “It 

is not necessary to reach the point of perfection, because at the end you notice that is photoshop. 

And also if she looks extremely perfect, then I feel bad about myself and I stop following her.” 

(Appendix D.3, A2, 16:42).  

 

Through netnography research, it was found that several Instagrammers —specifically @dulceida 

(Appendix C2) and @paulagonu (Appendix C3)— try to present themselves more down-to-earth by 

showing to their followers ugly pictures and making fun of themselves. For instance, @paulagonu 

(Appendix C3) has a secondary Instagram account where she regularly posts videos self-ridiculing 

herself, which can be seen as a way to appear more real and natural to followers. Accordingly, a 

participant in a focus group stated: “There are many beautiful women on Instagram, so being 

physically attractive is not synonym to have success on this platform. For instance, @paulagonu has 

an account where she publish ugly photos of her and making fun of herself. I think this creates more 
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engagement than a regular picture where you cannot see any physical defect” (Appendix D3, A2, 

14:45). Furthermore, most of the times they post these funny content is on Instagram Stories. We 

further observed that this funny posts have the most likes and comments, and nearly all followers 

reply positively, which is an indicator of an engaged audience. Some examples: “jajajaja she is 

hilarious”; “Hi Paula, I’ve just seen your video, I feel like a teenager because I got emotional with 

your video, and I actually have 34 haha I really like you and you make me laugh and forget about 

my day. A huge kiss beautiful, congrats” (Appendix C3).  

 

  
@paulagonu making fun of herself and looking ugly 

 

Furthermore, the Instagrammer @dulceida made a video about body positivism, stating that all 

women are perfect with their imperfections. The general message was that women should respect 

each other more and overcome physical insecurities. Focus groups findings supported the idea by 

arguing that it is not all about being attractive and not having any defects. It is about being real, 

human and natural. E.g. “Most of them are not very tall and have a sculptural body. So it is not 

everything, you also need to be self-confidence and natural.“(Appendix D3, A2, 12:15); “@dulceida 

doesn’t have the perfect body. But she is funny, has style...And at the end, many factors affect to 

the overall perception of the Instagrammer.” (Appendix D4, 32:45).  

 

 

 
 
 
 

@dulceida’s video about body positivism 
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Furthermore, the Instagrammer @mariapombo once clarified through Instagram Stories that 

perfection does not exist, claiming that reality is not always what it is shown in pictures. The citation 

was the following: “I always upload the best photo, the one I looks better, with no visible cellulite. Not 

everything is as beautiful as it seems. All influencers (and not influencers) publish the photos which 

we look our best. It’s really important to not be obsessed. Perfection doesn’t exist!!!”. A screenshot 

of the mentioned content can be found in Appendix C6.  

 

Through netnography research, we found that several Instagrammers are recording videos —most 

of the times using Instagram Stories— without makeup or just after getting up.  Thus, as previously 

stated on the theoretical discussion, Instagrammers who show their imperfections might be 

perceived as more authentic. Plus, participants in focus groups really liked Instagram Stories as the 

content shared is more natural and they can get to know better how the Instagrammer really is. E.g. 

“The good thing about Instagram Stories is that you can get to know the person behind the pictures. 

Before, just with the pictures, you could not actually know her, you could only judge her for her 

pictures and decide if she was attractive or not” (Appendix D4, 01:07:03). As mentioned before, 

participants stated that they prefer when Instagrammers talk in videos, as they perceive them more 

authentic and real. For example: “@ninauc and @goicoechea22 are the prettiest, but they never talk 

on her Stories. To achieve follower engagement you also need to be self-confidence and natural. I 

think this is one of the reasons why the number of @ninauc’s followers is stuck. All the other 

Instagrammers are growing so much faster and they are reaching her level of followers” (Appendix 

D3, A2, 12:15).  

 

In accordance with the previous findings, Anabel Hernández argued that many Instagrammers put 

limits on the content they share, in order to be perceived as always physically perfect, which we 

found this affects the followers’ perception of authenticity. E.g.: “there are many Instagrammers that 

have their Instagram exclusively as a working tool, and they do not share something unless it is 

super cool. This avoids showing the Instagrammer naturality/authenticity” (Appendix B4, 27:10). She 

also confessed that the pictures her followers like the most are the ones where she looks natural 

and authentic, with no need to show her body. She made a comparison of engagement among a 

picture of her face and a picture of her body: “You can take your phone now and check my Instagram, 

the last picture I posted where I am in a bikini and a picture of my face just looking to the left. On the 

picture of my face, I have an innocent face, and the background is a casual situation having a coffee. 

Making a comparison among them, the one that has more likes is the one of my face. For starters, 

you would think that I would get more likes on the picture of the bikini, but it was not the case” 
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(Appendix B4, 53.18). “Then I realize that the pictures my followers like are the ones natural and 

authentic” (Appendix B4, 54:04).  

This outlook on authenticity was supported in the expert interview where India White remarked that 

being authentic and genuine is more important than being physically attractive in order to maintain 

an audience for a long period. “Authenticity gets more results than attractiveness” (Appendix B2, 

59:27). She also suggested the idea of replacing attractiveness with authenticity in the proposed 

model of this thesis: “In this model, I would rather replace attractiveness with authenticity because a 

lot of brands are caring less about the physical look” (Appendix B2, 59:52). “Brands really wanna 

build this authentic relationship with their customers, this is why they are diversifying their selection 

of brand endorsers. They know that their customers are not Instagram models, so expanding who 

they use to promote their brands help reach an audience closer to who they are” (Appendix B2, 

59:52)”.  

 

Based on all the above findings, the stated proposition is accepted, the more physically attractive an 

Instagrammer self-present, the less authentic is perceived by followers.  
 

5.4.3 RESPECT - AUDIENCE SIZE 
 

P6: Instagrammers with a sizeable number of followers are more 
respected by followers, than Instagrammers with a lower number 
of followers 

 
According to literature, fame and popularity on Instagram are measured by likes and followers (Senft, 

2008). In turn, having more followers positively affects attitudes towards the Instagrammer. However, 

within this proposition, we explored whether this popularity —indicated by the number of followers— 

leads to respect towards Instagrammers.  

 

On one hand, several participants from the focus groups expressed that an Instagram account with 

a considerable number of followers drawn their attention and curiosity, because they want to find out 

the motive behind their success on the platform. E.g. “When I find someone that for example has 

300K followers and I didn’t know her, I show interest to find out why she has so many followers” 

(Appendix D5, 34:09). Also, they noted that the number of followers is a great indicator whether they 

are doing their job right: “At the end, the number of followers is a good indication whether they are 

doing a good job or not.” (Appendix D4, 47:50); “@dulceida and @paulagonu are the ones that put 

more effort into it and the ones that have more followers” (Appendix D5, 33:44).  
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There was a general agreement that nowadays being an Instagrammer is finally considered a real 

job, however, it took them some time to accept it. E.g.: “Yes, now I considered that it is a real job. 

However, it took me some time to accept it, it was weird at the beginning. For instance, in China now 

there is a university degree to become an Influencer. So maybe it is the future!” (Appendix D3, A2, 

31:41). Or another participant stated: “Yes, why not? We have a conception that working means to 

be twelve hours in front of a computer. No. There are million different jobs.” (Appendix D5, 35:20). 

Subsequently, focus groups participants agreed on the idea that being Instagrammer is not as easy 

as it seems, by highlighting all the effort behind. Also, they emphasized the importance of a having 

a great charisma when sharing content. E.g.: “There is a lot of underestimation towards 

Instagrammers. But despite of the fact they do not possess an extraordinary quality, like for example 

singing, they have grace in managing their lives and communicating it to people” (Appendix D5, 

35:32); “I respect them because I feel it must be really difficult to get where they are now. It’s seems 

like something stupid, but at the end they put a lot of hours and effort on their posts. So 

professionally, I respect them” (Appendix D4, 43:00). In relation with the previous quotes, the 

Instagrammer Anabel Hernández expressed her frustration when people do not respect her work 

and do not recognize being an Instagrammer as a real job: “People just see the final product. People 

do not see all the efforts behind” (Appendix B4, 03:45).  
 
On the other hand, although participants recognized and respected Instagrammers as professionals, 

they confessed that they do not feel a great admiration for them. None of them felt the enthusiasm 

to become an Instagrammer themselves: “In my opinion, I do respect them, but they are not a 

reference for me.” (Appendix D4, 58:57); “Even though they put a lot of effort on their posts, I do not 

admire it. So professionally, I respect them, but I do not admire them, I would not like to work as an 

Instagrammer” (Appendix D4, 43:00). Plus, they stated that it is not comparable with the admiration 

they may express towards a traditional celebrity such as a Hollywood actor. They considered 

traditional celebrities’ achievements way superior and more difficult to accomplish: “I admire 

Penelope Cruz and her accomplishments way more because I feel it is more or less easy to become 

an Instagrammer” (Appendix D4, 43:00). 
 

Through the qualitative research, we found tendencies that contradicted this proposition, where 

some followers do not respect their accomplishments despite their number of followers. Plus, they 

state that they are a bad influence on society in general. Firstly, the netnographic research revealed 

various negative comments from followers. E.g: “In my opinion, you can have dreams and idols, but 

dreams and idols with certain knowledge. I will always think that is a problem of our current society 

to idolize this kind of women, which it would be comparable to be with someone only for his 

appearance. Moreover, if young children grow up having them as their idols, it is even worse. 1 out 
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of 100000 will achieve a dream to be an Instagrammer, in the same line as becoming a football 

player or a model”. (Appendix C4). Secondly, the expert India White exposed that respect is the least 

important attribute within a fashion Instagrammer: “I think in this sector (fashion) when it comes to a 

beautiful and young Instagrammer, people are not following them for their morals and values, they 

are following her because they like her style. Unless it is respect for the fashion, this attribute does 

not come into play” (Appendix B2, 41:54).  

 

Likewise, participants from the focus groups explained that despite the number of followers they do 

not feel represented by some Instagrammers, and therefore they do not have respect towards them. 

E.g. “I do not feel represented by @goicoechea22, and even though she has nearly 1M followers, I 

will never respect her” (Appendix D4, 46:10).; “There are some Instagrammers I do not like, or I am 

somehow jealous of them, and despite I sometimes stalk them, I do not follow them because I do 

not feel they deserve my following. But, at the end, it is because I do not respect them, for example, 

@goicoechea22. I already know she is super beautiful, but I do not want to see her all the time on 

my feed.”  (Appendix D4, 49:20). Moreover, they did not like the fact that they are earning more 

money than more critical professionals such as doctors who save lives or teachers who educate 

children. “I respect them of course, following the watchword that “everyone is to do what they like in 

the way they like”. What I do not like is that at the end they earn so much money, more than teachers 

that they educate, doctors that they save lives, etc. and this is not fair.” (Appendix D3, A2, 30:45).  
 
Another contradicting point towards the proposition is that nowadays it is possible to buy followers 

and thus enlarge the size of your audience: “Not for having more followers, you have to respect them 

more. Also, because it is said that it exists the possibility to buy likes and followers” (Appendix D3, 

A2, 20:36). The expert India White emphasized how this reality badly affects Instagrammers, stating: 

“Nowadays is possible to buy followers on different social platforms such as Instagram, Twitter. In 

my previous job, we were able to detect what percentage of the audience was fake. It takes a lot of 

work to build a big and real audience. Many people they hack the system and just buy followers 

which gives influencer marketing a really bad name.” (Appendix B2, 25:33). Accordingly, the expert 

interviewee also stated that respect is achieved gradually. Instagrammers will gain respect by being 

authentic and demonstrating respectful actions over time.  Focus group participants also agreed on 

this point and added that knowing the story behind how they achieved their Instafame helps them 

respect Instagrammers more: “I will believe someone if this person is true to herself, and I respect 

@dulceida because I know the story behind her. She started with a blog and has been many years 

working hard in order “to be someone”, and this makes me respect her a lot.  If I do not know the 

story behind, so if I do not know how they have become famous, I do not respect them less, but I 

value less their work.” (Appendix D4, 46:45). 
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A final point India White supported is that it is extremely easy to lose the respect from followers, 

despite it has been built step by step since the beginning: “Using language that followers do not 

respect, then this can work against to you. For instance, the word retarded does not sit well with 

parents with mentally ill children, so Instagrammers should be careful in that sense that is a terrible 

word for many people. They can lose the trust and respect to you if you are using this term” (Appendix 

B2, 48:07). 
 

Conclusively, the findings revealed that audience size draws attention and curiosity, but not 

necessarily directs to respect. Thus, as stated in the theoretical discussion, respect was defined as 

the quality of being admired or esteemed due to one’s overall accomplishments. According to results, 

this definition is not applicable to Instagrammers, as a higher number of followers does not conduct 

higher respect. Being respected is a matter of time and a consequence of multiple factors discussed 

above. As such, this proposition based on the premise that audience size might be a driving factor 

of respect is rejected. 

 

5.4.4 RESPECT - GRATEFULNESS 
 

P7: Instagrammers who interact with followers and are grateful for 
their accomplishments, earn more respect from followers 

 

As previously indicated on the theoretical discussion, Instagrammers might earn follower’s respect 

by interacting with them, and being more available than traditional celebrities. Throughout 

netnography research, it was found that several Instagrammers reply to their followers in order to 

break down traditional barriers between the opinion leader and the audience. Netnography revealed 

that the Instagrammer @paulagonu is by far the one that replies the most to her followers. 

Sometimes replying individually, others making a Top 10 of the comments she liked the most 

(Appendix C3). In turn, followers really like the interactivity and are continually requesting her to 

make the top 10 ranking of comments. Moreover, now and then she organizes multiple meet-and-

greets and parties with followers such as her birthday party. These activities are also arranged by 

other Instagrammers analyzed, but not all of them. A more frequent action is to ask followers’ 

opinions, which can be displayed in multiple formats and content. For instance, throughout Instagram 

Stories, it is now possible to create an opinion poll. Also, in some of the photos’ captions, they ask 

a general question to their audience and then, in turn, countless of comments are generated 

answering the question. When asked to focus groups participants about interaction with followers, 

they supported the idea that followers get extremely excited when Instagrammer reply back to them: 
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“On the live videos, you can see how followers react, and they become crazy when there is some 

interaction coming from the Instagrammer.” (Appendix D5, 40:10)   

 

Another common practice among Instagrammers, which is not a direct interaction, is being grateful 

to followers, and thus showing this gratefulness through the content they share. Participants on the 

focus groups asserted that being grateful is the minimum they can do, in terms of respect, since they 

owe their fame to their followers’ support. E.g. “Yes, it is the minimum they can do. Thank all their 

followers is the minimum they can do because they are where they are thanks to them” (Appendix 

D3, A2, 28:44). “I feel it is a way to show that their followers are also part of their lives. I am sure that 

for the teenager followers of @paulagonu it is super important when she says thank you.” (Appendix 

D5, 39:46). On the other hand, if Instagrammers who repeat the same thankful message every day, 

are perceived as boring and repetitive. However, they still stated that these thankful messages are 

necessary to build and maintain the relationships with followers. E.g. “Some of them it is too much, 

they start saying they love their followers. It is not possible to love them if she doesn’t know them. 

But it is true that they owe everything to their followers and saying thanks it is a way to show respect.“ 

(Appendix D4, 50:30); “What I cannot ensure if they are being honest when they say it, but at least 

they do it. But there’s no need to say it every day as @paulagonu” (Appendix D3, A2, 28:44). Plus, 

as the message is impersonal and referred to all audience, they do not feel individually identified: “I 

never feel identified when they say thanks. I feel they are not saying this to me.” (Appendix D5, 

39:10). 

 

The Instagrammer Anabel Hernández admitted that she should start considering to be more grateful 

to her followers through Instagram Stories. However, she is reluctant to do it because of the 

impersonality and unnaturality of the message transmitted: “I never say it. I think I should say it more. 

(Appendix B4, 55:38). But at the same time, to whom I am saying thank you? It is a little weird” 

(Appendix B4, 55:38). Therefore, she added that she prefers to express gratitude individually. E.g. 

“I feel it is better to say thank you individually to the persons that are always there, instead of saying 

thanks to everyone. People feel more identified if you interact with them and say thanks directly to 

them” (Appendix B4. 59:42). However, due to the huge number of followers, it is not feasible to say 

thank you to followers one by one every day. Thus, through netnography research, it was found that 

the Instagram Stories feature, is widely used for this purpose, in order to reach all audience when 

expressing gratitude. Finally, India White supported the previous points by stating that being grateful 

helps to build closeness with the audience. “Most of the times it definitely helps to build a closeness 

with your audience which builds more respect” (Appendix B2, 48:07).  
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Considering all the arguments above, the research revealed that Instagrammer’s gratefulness and 

interaction with followers increase respect towards them. Therefore, the present proposition is 

confirmed.  
 

5.4.5 SIMILARITY - FILLER CONTENT 
 

P8: Instagrammers that regularly share filler content enhance 
similarity 

 

As described on the theoretical section, similarity determines if followers consider what the 

Instagrammer posts are applicable to their own situations. Also, according to literature, online users 

interact with individuals that are perceived as similar, and thus similarity leads to positive attitudes 

and connections towards the Instagrammer. Focus group participants clearly stated that the 

Instagrammers they like the most, are the ones who are closer and more similar to them about the 

things they like, things they do where they live. E.g. “@mariapombo is quite similar to us, in terms of 

education, her environment...I feel she could be one of us.” (appendix D.5, 44:35) 

 

Participants also stated that they feel more similar if they can identify themselves with the 

Instagrammers, for example, with some of the problems they might have. Participants acknowledged 

that they can’t totally feel identified with an Instagrammer because of the cool lives they have; but 

they feel identified with Instagrammers when they share things followers can compare to their own 

lives. E.g. “I do not have their same lifestyle, so I do not feel 100% identified. For example, I can feel 

identified with some problems they might have, like if they complain about having a spot on their 

face. But when they explain they can’t find the right outfit for Coachella… then I do not feel identified. 

So some things they share help me feel identified with them, but other stuff even makes me see how 

perfect is their life, and makes me feel hate and envy. That is why I follow and unfollow 

Instagrammers” (Appendix D.4, 01:00:26). This statement made by one of the focus group 

participants, emphasizes that in terms of gaining similarity, Instagrammers also need to be careful 

with the content they share with followers and find a good balance. 

 

Indeed, this “not always perfect” and similar life is shown on the filler content. As Abidin (2017) 

defined it, filler content are intimate snapshots of the Instagrammers everyday lives. Focus group 

participants stated that Instagram Stories are a powerful tool to feel similar to Instagrammers. On 

Instagram Stories followers can see that Instagrammers are just ordinary people doing ordinary stuff, 

and thus this increases similarity. E.g. “I feel more similar to the Instagrammers I follow because of 

what they share on Instagram Stories. I feel the more similar they are to me, the closer they are.” 
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(appendix D.5, 45:50). India White, the expert interviewed, also supports that filler content helps 

followers to feel similar to Instagrammers since giving access to your everyday life increases your 

relationships with followers. White, further explained that through filler content, and more concretely 

through Instagram Stories, Instagrammers reveal to their audiences that they are not perfect all the 

time, and they are more similar than what the followers might think (appendix B.2, 48:07).  Moreover, 

India White emphasized that Instagrammers are using Instagram Stories and filler content as a way 

to differentiate themselves from other Instagrammers, by sharing another side of them. “There is a 

lot of different ways that Instagrammers are trying to differentiate themselves. Instagrammers can 

be very strict and restrictive with the content they share in their Instagram feed. On the other hand, 

Stories allow them to go outside of their regular content and their certain style and to show another 

side of them. Stories give them another avenue to reach an engaged audience.” (Appendix B.2, 

51:27).  

 

Through netnography, it was found that Instagrammers frequently use Stories to expose their 

families, friends, boyfriends, grandma, etc., in ordinary situations. For example, @anabelhernandez 

has created an Instagram profile just for her grandma, as a response to an Instagram Story she 

shared with her. During her interview, Anabel explained that after posting this story with her grandma, 

followers started sending sentimental messages telling that her grandma reminded theirs. This 

messages from followers clearly exemplify, that sharing Instagram Stories with family members 

increase similarity since family is something nearly everybody can relate to. Anabel explained this 

situation as follows: “It all started on a super casual Instagram story of me explaining that I was 

hanging out with my grandma. As my grandma she is so funny and natural, I suddenly received 3000 

messages about my grandma. It is crazy. And people like her not just because she is funny, but I 

also received some sentimental messages like “wow your grandma reminds to mine…” “how cute is 

your grandma” this kind of messages that then I think, wow I am making someone less happy.” 

(appendix B.4, 34:15). Focus group participants also supported that when Instagrammers share 

Stories with friends and family in ordinary occasions, it helps them see that they are just normal 

people and more similar to them. E.g. “@mariapombo did an Instagram story having dinner with her 

boyfriend, and you could see they were a really cute and funny couple, normal and close. They didn't 

believe they were celebrities. This helps me see that they are just normal people and more similar 

to me, not like @goicoechea22 for example.” (Appendix D.4, 39:36).  

 

The arguments presented above clearly confirm the proposition. The more filler content 

Instagrammers share with followers, the more similar they are perceived.  
. 
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5.4.6 SIMILARITY - PARASOCIAL INTERACTION 
 

P9: Instagrammers that are perceived as similar, enhance 
parasocial interaction and have more persuasive power on 
followers 

 
According to the literature reviewed, the connections and relationships generated when 

Instagrammers are perceived similar, facilitate to generate parasocial interaction and to build close 

relationships with followers. Further, the literature reviewed also reveals that parasocial attachment 

can positively influence the effect of a product placement. Participants on the focus groups 

expressed that they feel they know the Instagrammers they follow, more than just superficially, thus, 

they feel close to them. Even one participant confessed that since she daily follows Instagrammers’ 

lives on Stories, she knows more about the Instagrammers’ lives, than about the lives of her real-life 

friends. “I feel I know them more than just superficially. Honestly, I know more about the influencer’s 

life, than about my friends’ lives. I know more their friends than your friends. I know more her 

grandma than yours” (Appendix D.5, 46:30). During the expert interview, India White also supported 

that despite followers do not know Instagrammers in real life, they are able to build tight one-sided 

connections with Instagrammers. “When they (Instagrammers) are able to show other parts of their 

life that actually increase the relationship with the followers and the closeness to them. So even 

though you are not talking to this people, it helps make you feel a tighter connection or familiarity 

with them.” (Appendix B.2, 45:48).  

 

These thigh connections or perception of familiarity, referred on the literature as parasocial 

interaction, was also mentioned by focus group participants. Participants stated that they feel as if 

they knew Instagrammers in real life, and unconsciously they feel Instagrammers are their friends. 

In this regard, participants stated that when Instagramers with whom they feel parasocially attached 

recommend them something, they believe them even more, because they feel as if it was a friend 

recommending something. E.g. “If an Instagrammer that is closer to you shows you something new, 

you will believe it more. So, if I like them, they will persuade more and I'll be more willing to accept 

what they show. It’s like if a friend recommends you something, you will believe her more because 

she is your friend. And as we said before, @mariapombo is like if I knew her in real life because I 

know nearly everything about her, unconsciously she is like my friend -even though she doesn’t 

know who I am-, but she will influence me way more than @goicoechea22, that I do not like her. 

(Appendix D.4, 01:04:46).  
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Moreover, other focus group participants stated that they feel Instagram Stories are like a reality 

show, and they need more content everyday, otherwise, they wonder “what is happening with this 

person?” (Appendix D.5, 47:20). Participants confessed that the key about this need of more content 

is intimacy, and the easy accessibility of this intimate content: “Even if you do not feel identified with 

them, if they offer you something super intimate, this is not something that anyone offers. And you 

just need to tap your phone to get more and more, and they are giving all this intimate content for 

free.” (Appendix D.5, 46:53). One focus group participant explained that Instagrammers by sharing 

this intimate content, build connections and attachment with followers, making followers feel they 

are part of the Instagrammer life, without actually being part of it (Appendix D.5, 48:52).  

 

Through the netnography it was found that some Instagrammers, more concretely, the two 

Instagrammers that have the more followers and higher number of likes and followers on the 10 first 

minutes, are the ones that have given a name to their communities. For instance, @paulagonu calls 

her followers “personas guapas”, and @dulceida calls her followers “preciosos” (appendix C.2, C.3). 

Further, both @dulceida and @paulagonu have their own clothing brand where they sell 

merchandising of themselves, of their own self-brands. By giving a name, and creating 

merchandising clothes for their communities of fans, followers feel part of something bigger, it is not 

just an individual person following one Instagrammer. Instead, it is a huge community of “personas 

guapas” and “preciosos” who support themselves and nourish their admiration and love towards the 

Instagrammer. Further, it was also found that followers gather together on multiple “fan accounts” 

where followers share pictures and edits of the Instagrammer. These strong connections grant the 

Instagrammer with strong persuasion power.  

 

Netnography research also revealed that, in some cases, stronger lifestyle accounts like @dulceida 

and @paulagonu, overshadowed the brands they were collaborating with. This overshadowing 

occurs mainly when followers commented how nice the Instagrammer looked like, but made really 

few comments about the product actually being promoted. However, the overshadowing was more 

evident when the Instagrammer was promoting something while wearing clothes from her own 

clothing brand. In this last situation, followers would just comment about the own clothing brand and 

not even noticed about the product being promoted.  

 

The above discussion clarifies that by building these intimate relationships with followers, 

Instagrammers achieve this “friend” status that makes them more persuasive on followers. This 

confirms the proposition that similarity enhances parasocial interaction and increases the 

Instagrammer persuasion power.  
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5.5 SELF-PRESENTATION & ENGAGEMENT 

 

The conceptual model proposed, TEARS 2.0, aims to explore how Instagrammers are able to 

generate engagement with followers through their content and interaction. The content shared and 

interaction with followers shapes the Instagrammer self-presentation and the connections with 

followers. In order to address the question of “what makes an Instagrammer more engaging?”,  we 

asked to focus group participants and experts interviewed to choose which key attribute of the model 

was more important for them in order to generate follower engagement. We also asked them to order 

the key attributes from the most important to the least important in terms of followers’ engagement.  

 

Both focus groups and expert interviews struggled while classifying the attributes, they discussed 

between each other and there were some contradictions. Participants from all three focus groups 

expressed that either Trust or Similarity are the most important key attributes from the model: “Trust 

and similarity. I feel the more truthful they are, the more engaging and more attachment to them.” 

(Appendix D.5, 50:50). Participants also mixed and related the concepts of Trust and Similarity, 

because they stated that they would trust more Instagrammers if they have a comparable and similar 

life. E.g. “You believe more on them when they do similar things as you when they have a 

comparable life. Also, when they do not show themselves as perfect, for instance, @goicoechea22 

is unreal, I do not associate myself with her at all. On the other hand, I feel that @dulceida is more 

like me, I feel closer to her. But at the end is if you see yourself reflected with her to some extent” 

(Appendix D.3, A2, 01:44). Focus group participants also emphasized the important role that the 

“behind the scenes” content shared on Instagram Stories plays for building trust and perceiving the 

Instagrammer as similar (Appendix D.4, 01:07:03). Moreover, the expert interviewed, India White, 

also expressed the interrelation that exists between trust and similarity, and how sharing filler content 

helps an Instagrammer to possess this two key attributes. E.g. “To put it in one statement: the more 

vulnerable that you are, and the more real you are and the more you are willing to share with your 

audience, the more likely you are to have people that see that you are just like them, (Appendix B.2, 

54:10). 

 

Even though during the conducted focus groups there were some discussions on how to order all 

the attributes, all participants from the three focus groups agreed that for fashion Instagrammers the 

least important attribute in terms of follower engagement was Expertise. Participants argued that in 

fashion, expertise it is not so relevant because everyone over time can learn and become an expert. 

Instead, in other fields, like for example fitness, expertise was more relevant for follower engagement 

(appendix D.3, A1, 43:30).  Participants also mentioned that Respect was the second least important 
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attribute, they stated that they do not follow someone for respect, this is something Instagrammers 

need to gain over time. Participants also mentioned that they do not notice so much if they respected 

an Instagrammer or not, they guessed that if they had been following some Instagrammers for a 

while, it is because in some way they respect them (Appendix D.5, 56:30).  

 

When focus groups participants and the experts were asked if they would add or remove any of the 

five attributes proposed on the TEARS 2.0, all of them expressed that they would definitely add 

Authenticity. The Instagrammer interviewed Anabel Hernández, even before directly asking her, she 

stated that in her opinion, Authenticity, understood as staying true to your own personality, is key in 

order for followers to get to know you and build engagement: “It is not here, but I think the most 

important is Authenticity and having your own personality. People need to know you,and being 

authentic is key” (Appendix B.4, 59:42).  Further, both the expert India White and focus group 

participants stated that Authenticity is closely related to Trust. In fact, one focus group participant 

stated: “I trust somebody if he/she is true to him/herself, if I can identify that she is not playing a role.” 

(Appendix D.5, 54:52). India White emphasized that in order to build a brand from scratch, 

Instagrammers need to be authentic and have engaging content. According to her, if Instagrammers 

are not authentic and genuine, followers won’t be coming back for more content, followers won’t be 

engaged enough to follow the Instagrammer over time.” In sum, if you are not authentic and genuine, 

you will not have an audience for a long period.” (Appendix B.2, 59:52). The importance of being 

genuine and authentic for follower engagement is exemplified by this contribution made by one of 

the focus group participants: “For example, I do believe @ninauc is gorgeous and has a super nice 

body, and she is the one that has the best taste in creating outfits. But she doesn’t give me any 

reasons for following her. I would never be a fan o her. She is beautiful and everything, but she is 

not funny, she is quite serious, and she also carefully controls all her content. And I understand this 

in some way because it is her job, her profile it is a more professional one. Her account is just an 

image account, I can’t get to know who she truly is just by the content she shares.” (Appendix D.4, 

38:16).  
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CHAPTER 6 
DISCUSSION 

 
 
 
 
 
 
 
 
 
 
 
 
  

This chapter includes and discusses the main aspects and 

insights based on the literature review and the research 

findings. Firstly, it will be discussed each of the attributes 

of the conceptual model. Secondly, the final conceptual 

framework, the TAS-ARE model which has been adapted 

according to the findings, will be presented. Finally, it 

presents the theoretical and managerial implications of the 

thesis. 
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6.1 THE CONCEPTUAL ATTRIBUTES  
 

The following section is structured around the five key attributes of the initially proposed TEARS 2.0 

model: Trust, Expertise, Physical Attractiveness, Respect, and Similarity. The conducted research 

revealed a new attribute, Authenticity, highly relevant in building follower engagement. This new 

attribute will be presented and discussed in line with the original five attributes. 

 

For the purpose of this discussion, it was not deemed relevant to classify the attributes within the 

two big dimensions of the proposed TEARS 2.0 model, credibility, and attractiveness, as research 

revealed that not all attributes have the same relevance in building follower engagement. A new 

classification, taking into account our findings and based on the relevance that each attribute has for 

achieving follower engagement, will be enlightened thereafter on section 6.2. 

 
6.1.1 TRUST 
 
The preliminary theoretical research indicated that trustworthiness relies on the consumer’s 

perception of the honesty and believability of an endorser (Erdogan, 1999). On this basis, it was 

assumed that the “behind the scenes” filler content (Abidin, 2017) would enhance the perceived 

trustworthiness of the Instagrammer. Both the postulated theory and the assumption made on the 

proposition were supported by the conducted research, which revealed that followers trust 

Instagrammers when they are perceived as real, honest, transparent, human and natural. In other 

words, followers trust an Instagrammer when they perceive the Instagrammer is not trying to lie to 

them pretending to be someone else. The findings disclosed that, in order for an Instagrammer to 

be considered truthful, filler content primarily shared on Instagram Stories plays the major role. 

Stories are mostly used by Instagrammers as a daily vlog, to share behind the scenes filler content, 

which is perceived as more truthful, spontaneous, real and less edited than pictures on the feed; 

which goes in accordance with Abidin and Thompson’s (2012) research.  

 

As argued by Senft (2008), ordinary people tend to question themselves if celebrities really are how 

they appear to be on TV. The conducted research discloses that followers, in the search of real and 

true content, also ask themselves if Instagrammers are really who they claim to be since the pictures 

on the feed are perceived as highly staged and edited. The research findings uncover the underlying 

reason for the Instagrammer perceived trustworthiness, which is consistency. Hence, 

Instagrammers are perceived as trustworthy if there is consistency between the images posted on 

their feed and the real-time and unfiltered filler content on Stories. In accordance with Abidin’s 
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theoretical discoveries (2017), our research revealed that highly edited Instagram pictures increase 

the desire of followers to observe the Instagrammers day-to-day life, in order to identify if 

Instagrammers are truly who they seem to be on pictures. In this regard, our research unveiled two 

different types of Instagrammer accounts based on the amount of filler content shared. Hence, image 

accounts—Instagrammers who share little or no filler content—, were found to be less trusted than 

lifestyle accounts —Instagrammers who regularly share their everyday lives on filler content—. Our 

findings also reflected that image accounts are perceived as fake, playing a role, and thus not 

trustworthy, because they do not let followers know who they really are and how their lives are. Thus, 

followers cannot identify if the Instagrammer is being consistent. 

 

The theoretical research further indicated that over-endorsement influences the overall effectiveness 

and believability of the endorsement-message (Hennayake, 2017; Zahaf & Aderson, 2008).  The 

findings of this thesis sustain that promoting multiple products at the same time generates mistrust, 

and further expand the findings of Hennayake (2017) and Zahaf Aderson (2008). Our findings 

revealed that mistrust intensifies when recommending the same product from multiple different 

brands since it is hard to believe the Instagrammer is being honest on their recommendations. 

Indeed, as reflected in section 5.3.4, our findings also disclose that when followers start questioning 

the honesty and veracity of the recommendations made by the Instagrammer, it is because the 

Instagrammer has reached the Trust Threshold and, if crossed, Instagrammers start losing the trust 

from their followers.  

 

As presented on the theoretical section, Instagrammers need to find a balance between maintaining 

the long-term trust from followers with filler content and generating short-term income from paid 

collaborations (Abidin, 2016; Boyd & Marwick, 2011). Our research findings also support that, if 

Instagrammers want to be perceived as truthful and thus generate follower engagement, they need 

to find a balance and cannot oversaturate their profiles with paid collaborations, because it is not 

what followers are looking for when using Instagram. Our research also found that if Instagrammers 

do not provide the content followers are looking for, followers can stop coming for more, and thus 

eventually stop following the Instagrammer. Indeed, supporting Sheldon & Bryant’s (2016) users and 

gratifications model, our findings reflect that the main motivation for using Instagram is gossiping 

and keeping-up about others’ daily lives, which is mainly shared on Instagram Stories and on filler 

content.  

 

Regarding the impact of audience size on the Instagrammer’s trust, the preliminary theoretical 

research indicated that a higher number of followers leads to higher likeability (de Veirman et al., 
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2017). Our findings contribute to the existing research by revealing that audience size also influences 

the perceived decision power of the Instagrammer, which is crucial for follower trust and credibility. 

As reflected on section 5.3.2, Instagrammers with a sizeable audience are perceived as more 

genuine and truthful on their paid recommendations because they are viewed as having the power 

to decide with which brands they prefer to collaborate and thus, are believed to only make genuine 

recommendations and endorsements.  

 

6.1.2 EXPERTISE 
 

The preliminary theoretical research indicated that endorsers are considered to be “experts” when 

they endorse products related to areas that made them popular (Freeman, 2015). In this light, the 

conducted research revealed that fashion Instagrammers have achieved fame and popularity by 

sharing pictures with different outfits or any sort of content regarding fashion, which comprise their 

area of expertise. However, our findings disclosed that expertise is the least important attribute for 

generating follower engagement as everyone over time can obtain knowledge of fashion and be 

considered an expert in the field. 

 

In accordance with Schaefer (2012), the conducted research reflected that the more years in the 

fashion world, the more expert an Instagrammer is perceived. It was also found that since fashion 

Instagrammers attend exclusive events, such as brand parties or fashion weeks are perceived as 

having more expertise and knowledge. In this respect, once Instagrammers have gained prevalence 

in the fashion world, they are perceived as opinion leaders in the field, which in turn, affects positively 

their validity and persuasiveness towards their followers (Bertrandias & Goldsmith, 2006). 

Particularly, fashion Instagrammers have achieved the ability to change and influence followers’ 

opinion about fashion. Indeed, our findings indicate that Instagrammers have the ability to revive old 

fashion styles, spot fashion trends and also create new ones, which goes in accordance with 

previous research stating that endorsers who are considered experts in their field are more 

persuasive in influencing and changing opinions (Shimp, 2003; Hovland et. al 1953). In this regard, 

findings proved that Instagrammers make brands seem more appealing in the eyes of their followers, 

therefore, most of the brands they wear —including their own clothing brands— are soon sold out, 

which is a validation of opinion leadership in fashion.   

 

Accordingly, our research findings reveal that fashion inspiration is one of the main motives of using 

Instagram, in accordance with the Users and Gratifications model (Sheldon & Bryant, 2016). 

Additionally, our research uncovered that fashion Instagrammers are expanding their areas of 
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perceived expertise, and thus they not only share content regarding fashion, but they also share all 

sorts of content in relation to their lifestyle. Therefore, additional non-fashion related content —such 

as recommendations for restaurants or vacation destinations— is found to be extremely valued by 

followers, therefore, it is highly influential.  

 

6.1.3 PHYSICAL ATTRACTIVENESS 
 
The theoretical research indicated that, given the visual nature of Instagram, physical attractiveness 

makes Instagrammers draw more attention from followers, and thereby plays an important role in 

self-presentation (Bekk et al., 2017). Overall, the conducted research supported the postulated 

theory and given proposition, by revealing that followers are more inclined to follow good looking 

Instagrammers as they are seen as aspirational accounts. However, a thin line between perceiving 

an account as aspirational, and perceiving an account as annoying was also found, because these 

are seen as too ideal and perfect. 

 

Our research unveils that at an early stage, physical attractiveness is crucial for gaining followers’ 

attention, as it opens the doors for being the most visible attribute at first glance, without knowing 

anything else about the Instagrammer. Therefore, echoing the findings of Felix & Borges (2014), as 

audiences are saturated with so much to choose from, they would rather spend time viewing 

elements they like than those they dislike. Thereby, this assertion explains the reason why attractive 

people are more likely to become fashion Instagrammers as it is an initial gateway to get the attention 

of followers and, consequently, enlarge the audience size.  

 

Another aspect proposed in the preliminary theoretical research was that users tend to present a 

highly selective version of themselves on social media platforms (Chua & Chang, 2016; Brown & 

Tiggemann, 2016). The postulated theory was supported by the findings of this thesis, which 

sustained the idea that when publishing on Instagram, both ordinary users and Instagrammers 

upload the pictures where they look their best, which in turn, this “ideal-self” portrayed on pictures 

arises questions regarding authenticity.  

 

On the other hand, even though physical attractiveness is a crucial cue in capturing followers’ 

attention, our research revealed that it is not enough for building long-term relationships with 

followers. As reflected in section 5.4, our research uncovers that in order to keep following an 

Instagrammer in the long-term, thus, in terms of generating engagement, physical attractiveness 

becomes something secondary. In turn, this argument contradicts preceding research within the field 

of celebrity endorsement, which indicated that an individual’s physical attractiveness facilitates 
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attitude change and positive impact on brand evaluation (Kahle & Homer, 1985; Felix & Borges, 

2014). As reflected on our findings, this assertion is not applicable on Instagrammers, since  

followers are currently demanding more genuine and authentic content in order to achieve strong 

emotional and engaging connections with Instagrammers and, thus, be persuaded and influenced 

by them. Consequently, we deem relevant to include Authenticity as a new attribute of the conceptual 

framework. Hereafter, a further discussion of the attribute will be detailed.  

 
6.1.4 AUTHENTICITY 
 

On the basis of the theoretical research, it was assumed that when Instagrammers self-present 

themselves always perfect they are perceived less authentic. In accordance with Giddens’s definition 

about authenticity (1991), understood as “being true to oneself”, the conducted research revealed 

the increasing importance for Instagrammers to be perceived as a real human being, down-to-earth, 

and with imperfections, in order to build engaging relationships with followers. Findings also 

uncovered that Instagrammers perceived as being near perfection do not generate closeness with 

followers, and taken to the extreme, it can generate negative engagement. An exemplification of this 

process is the action of unfollowing the Instagrammer or badly commenting on their feed. Drawing 

on the theoretical findings of Bekk et al. (2017), this evidence of negative consumer responses 

toward attractive endorsers is supported by the fact that individuals prefer people of similar physical 

attractiveness. Consequently, followers prefer Instagrammers who represent someone they can 

aspire to become, and not someone who seems unreachable to be alike.  

 

The theoretical review indicated that authenticity is imposed by the person doing the judging, and 

thus is constituted by followers. Hence, it is crucial among Instagrammers to strategically maintain 

a positive impression and to be considered as authentic in order to cultivate their audience (Boyd & 

Marwick, 2011). Accordingly, our netnographic findings supported the theory disclosing that 

Instagrammers who are perceived as more down-to-earth by showing their followers ugly pictures 

and making fun of themselves, have a more positive impact and higher rates of engagement. The 

Instagrammer Paula Gonu further exemplified this argument by creating a secondary Instagram 

account where she posts videos ridiculing herself, which allows followers to see her in a more real, 

natural and intimate way (Appendix C3).  

 

Our findings revealed that Instagrammers always look perfect and ideal on their feed pictures, which 

might be seen as fake since their audience do not believe that they can have a perfect face and 

perfect outfit all the time. On the contrary, it was found that Instagrammers who are more engaging, 

are the ones using Instagram Stories to present themselves as more authentic, more human and 
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more natural. Hence, Instagrammers with image accounts, who never talk or show intimate content 

on Instagram Stories are perceived less natural and thus less engaging. The underlying reason for 

this is that the “behind the scenes” content allows followers to see how Instagrammers truly are, and 

therefore identify if they are being true to themselves on their online self-presentation.  

 

Another aspect our research reveals is that on Instagram Stories, the content shared is perceived to 

be more relaxed, spontaneous, less edited and thus more real, which is supported by the concept 

of “calibrated amateurism” introduced by Crystal Abidin (2011). Calibrated amateurism explains the 

practice some Instagrammers follow, to strategically present themselves by using content that looks 

raw, unfiltered, and spontaneous, thus, it is perceived as more intimate, despite being staged and 

planned beforehand. In this regard, our research disclosed that authentic content helps 

Instagrammers to stand among the crowd in an environment of media surplus and saturated 

audiences, framed by the so-called Brody’s Attention Economy (2001).  

 

Marwick (2015) argued that authenticity is a crucial value that differentiates Instagrammers from 

celebrities, as the last-mentioned often has public personas that are antagonistic with the realities of 

their lives. Therefore, thanks to the always-on nature of social media and the introduction of 

Instagram Stories, our research revealed that Instagrammers have more opportunities than ever to 

portray themselves genuine and authentic and thus are able to build more enduring relationships 

with followers, in comparison with traditional celebrities. Hence, these findings reaffirm the need to 

introduce Authenticity as a new attribute, when aiming to adapt the original TEARS model (Shimp, 

2003) to the Instagrammer sphere. 

 

6.1.5 RESPECT 
 
As stated in the theoretical discussion, within the original TEARS model, respect was defined as the 

quality of being admired or esteemed due to one’s overall accomplishments (Shimp, 2007). When 

applying Shimp’s arguments to the Instagram sphere, Instagrammers were assumed to be respected 

by the accomplishment of reaching a sizeable amount of followers and, therefore, achieving 

Instagram fame. However, according to the conducted research, this definition is not applicable to 

Instagrammers as followers revealed that having a large audience does not necessarily conducts 

higher respect towards the Instagrammer. The underlying reason behind this finding is that, for 

starters, a sizeable audience mainly draws followers’ attention and curiosity, regarding how the 

Instagrammers have reached such amount of followers; but it does not draw respect since respect 

is found to be something that needs to be achieved over time. 
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Our findings also suggested that being an Instagrammer is finally considered a real job, although it 

does not have the same respect as other types of professions. As discussed in section 2.2.2, while 

traditional celebrities are recognized as something someone is —actor, athlete, singer, etc.—, 

Instagrammers are viewed as something someone does base on their online self-presentation. 

Thereby, our research disclosed that traditional celebrities’ achievements are considered more 

superior and difficult to accomplish, and thus more respected than the accomplishment of becoming 

an Instagrammer. Hence, admiration and respect towards an actor, a singer, or an athlete is much 

higher than towards an Instagrammer.  

 

Further, our findings uncover that respect is achieved gradually, thus, being respected is a matter of 

time, and audience size does not necessarily direct to respect, although it draws attention and 

curiosity. In this regard, we revealed that Instagrammers gain respect by being authentic and 

demonstrating respectful actions over time. However, our research discloses that follower’s respect 

is also extremely easy to lose. Hence, Instagrammers need to be really cautious about the content 

published and language used.  

 

As previously indicated on the theoretical discussion on section 2.2.2, a way to earn the follower’s 

respect is by interacting with them and being more available than traditional celebrities (Marwick, 

2013). Further, Thorson & Rodgers’s (2013) research indicated that direct interaction with followers 

helps Instagrammers to be perceived as closer to them, which in turn increases intimacy. The theory 

was supported and expanded by the conducted research, which revealed that by replying to their 

followers, Instagrammers are perceived as closer and it helps to break down barriers with their 

audience. Moreover, since Instagrammers owe their fame to their followers support, our findings 

revealed that expressing gratefulness towards followers, is perceived as the minimum action they 

can take in order to earn the audience’s respect. In contrast, it was further disclosed that there is a 

thin line between being perceived genuine while being grateful, and being perceived too forced and 

fake. We found that followers can become indifferent or opposed to thankful messages from 

Instagrammers if they are perceived as redundant, impersonal and unnatural.  

 
6.1.6 SIMILARITY 
 
The preliminary theoretical research indicated that similarity occurs if followers consider that the 

Instagrammer posts could be applicable to their own situations (Reichelt, Sievert & Jacob, 2014), 

and was assumed that Instagrammers who share more filler content, are perceived as more similar 

by followers. The theory and the presented proposition were supported by the conducted research, 

as it was revealed that followers feel more similar to the Instagrammer if they can identify themselves 
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with the things they like, the things they do, or things they can compare to real life, like for example, 

having similar problems or ordinary situations with family members. Our research also found that 

perceived similarity leads to likeability and the development of positive connections towards the 

Instagrammer and thus, followers are more likely to follow an Instagrammer who is perceived as 

similar. These findings correspond to previous research asserting that connections between similar 

and like-minded people occur at a higher rate than among dissimilar people (McPherson et al., 2001; 

Van Alstyne and Brynjolfsson, 2005).  

 

The conducted research further indicated that Instagram Stories also play a key role in showcasing 

the Instagrammer similarity. In accordance with Abidin’s (2017) research and as reflected in section 

5.4.5, the intimate and unfiltered snapshots of the Instagrammers’ everyday lives, give followers the 

opportunity to see that Instagrammers are just ordinary people doing ordinary stuff, and thus this 

increases similarity. Drawing on the original TEARS model, Shimp (2003) stated that similarity is 

especially important in order to stand out from the crowd and thus, differentiate one celebrity from 

the rest. Our research goes in accordance with Shimp’s statement. This research revealed that 

Stories allow Instagrammers to go outside their regular content and to show another side of them, 

closer and more similar to the followers’ lives. This extra filler content shared on Stories gives access 

to the everyday lives of Instagrammers and tightens the relationships with followers. Hence, our 

findings uncover that Instagram Stories are a newly strong avenue for reaching follower 

engagement. 

 

Moreover, the conducted research revealed that the constant exposure to filler content multiple times 

a day, allow followers to feel close to Instagrammers, and believe they know them more than just 

superficially. Indeed, our theoretical research indicated that filler content allows followers to develop 

one-sided interpersonal relationships that characterize para-social interaction (de Veirman et al. 

2017). Our findings go in accordance with this theory and reflect that followers develop tight 

connections with Instagrammers since they follow their lives on a daily basis as if it was a reality 

show. Our research disclosed that being constantly updated about the Instagrammers lives through 

Stories, favors the development of intimacy and the perception that followers know Instagrammers 

in real life, as if Instagrammers were their friends. Indeed, we revealed that intimacy, and the easy 

access to intimate content is the underlying reason for the need of daily updates about the 

Instagrammers lives. In other words, our research uncovered that intimacy allows followers to 

engage to the Instagrammers because it is what makes followers go back to the Instagrammers’ 

profile for more content. Indeed, the need for daily Instagrammer updates was also revealed to be 

one of the main motives for using Instagram.  
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Our findings disclosed that followers mainly use Instagram as a source of daily entertainment and 

for keeping up with others’ lives, which is provided by filler content on lifestyle accounts. Thus, 

similarity, together with the ease of access to intimate content, is what makes Instagrammers and 

Instagram as a platform turn into something somehow addictive and hard to stop using it.  

 

Further, the theoretical research indicated that the closer and more para-socially attached followers 

are towards Instagrammers, the more susceptible they are to the Instagrammers’ opinions and 

recommendations (Horton & Wohl, 2006; Senft, 2012). Our research goes in accordance with theory 

and revealed that when followers felt para-socially attached to an Instagrammer, they believed more 

in the Instagrammer’s recommendations because it is seen as if these recommendations came from 

a friend. In this regard, findings also disclose that the key for engagement and persuasion power is 

making followers believe they are active participants of the Instagrammers life. Our findings reflected 

on 5.4.6, uncover that building follower communities is a best practice for follower engagement. By 

being part of a community, followers feel part of something bigger and build strong connections not 

only with the Instagrammer, but with the community as such. This way, Instagrammers achieve a 

lovemark status, where they are not just respected and trusted, but loved; and followers’ emotional 

attachment goes beyond reason, enhancing engagement with the Instagrammer. Overall, our 

conducted research, in this regard, supports the findings of a study previously conducted by Abidin 

& Thompson (2012). 

 

6.2 THE FINAL CONCEPTUAL FRAMEWORK 
 
The present study has explored through qualitative data the nine propositions derived from the five 

key attributes of the original TEARS model. The following conceptual model has been adapted 

according to the findings of the conducted research. The insights of this research have provided a 

basis for integrating a new attribute, Authenticity, as it was found key for generating follower 

engagement. The adaptation of the initial TEARS 2.0 conceptual framework can be found on figure 

4, which represents our final conceptual framework of this thesis, the TAS-ARE model. 
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Figure 4: TAS-ARE conceptual framework  

 
 

The TAS-ARE model, just like it is first version, the TEARS 2.0 model, is based on the original 

TEARS model proposed by Terence A. Shimp (2003) and addresses our research question which 

explores which content shared and which interaction from fashion Instagrammers generates follower 

engagement. In other words, the TAS-ARE model explains the relationship between Instagrammers 

and their followers, in order to determine how Instagrammers effectively generate follower 

engagement, and thus how followers develop tight emotional connections with Instagrammers. 

Between both models, there are two main adaptations in accordance with our findings. The first 

adaptation is that the original TEARS model, proposed by Terence A. Shimp (2003), assumed that 

all 5 key attributes had the same relevance in evaluating the effectiveness of the endorsement, and 

so it was accordingly assumed on our initially proposed TEARS 2.0. However, our research revealed 

that not all the attributes of the initial TEARS 2.0 have the same relevance when it comes to 

generating follower engagement. The second adaptation is that our findings uncovered a new key 

attribute, Authenticity. As explained on 6.1.4, our findings disclosed that in order to effectively explore 

the Instagrammer-follower engagement bond on the new online reality, the proposed TEARS 2.0 

missed out Authenticity as a key attribute. 
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The conducted research uncovered that the “behind the scenes” filler content mainly shared on 

Instagram Stories has an essential role in generating follower engagement. As previously 

mentioned, it was also disclosed that not all the attributes have the same relevance, and it was found 

that Trust and Similarity certainly were the most important Key attributes of the initially proposed 

TEARS 2.0. Further, Authenticity, understood as being genuine and true to oneself, was also 

deemed an essential factor in building engagement with followers. On the contrary, research 

revealed that Expertise and Respect are the least important attributes in generating follower 

engagement for two main motives. First, everyone over time can learn and become an expert in 

fashion. Second, respect is something earned over time and it is not something followers take into 

account when deciding whether or not to follow an Instagrammer. As previously mentioned, we found 

that Physical attractiveness is key for gaining attention, but has a secondary role when it comes to 

engagement and generating long-term connections with followers.  

 

Taking the above into account, the conducted research disclosed that the attributes which deemed 

essential for follower engagement, are the ones where filler content and Instagram Stories play an 

important role. Our findings reveal that an Instagrammer is mainly perceived by followers as similar, 

trustworthy and authentic, thanks to the filler content shared on Instagram Stories. And thus, an 

Instagrammer that regularly shares filler content, increases follower engagement by maximizing the 

chances of being perceived as similar, trustworthy and authentic. In this regard, as mentioned above, 

our research has uncovered that there are two kinds of Instagrammer accounts: image accounts, 

the ones where Instagrammers share little or no filler content; and lifestyle accounts, when the 

Instagrammers regularly share their everyday lives through filler content. This account categorization 

based on the amount of filler content shared with followers, reveals that lifestyle accounts are more 

engaging that image accounts. Considering the above, this thesis unveils that filler content is the 

underlying reason of follower engagement, what at the same time, answers our research question.  

 

Given that our research uncovered that not all six attributes have the same relevance in terms of 

generating follower engagement, and that filler content is the underlying reason for follower 

engagement, the new TAS-ARE model integrates the findings and arranges the attributes in two 

groups: Entry and Key attributes. Both categories are needed in order to generate follower 

engagement, but Key Attributes, as its name points out, are more significant in generating follower 

engagement. Physical Attractiveness, Respect, and Expertise constitute the Entry attributes; 

whereas Trust, Authenticity and Similarity constitute the Key Attributes.  
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Entry attributes, are needed in order to become an Instagrammer, but are not essential in order to 

generate engagement. In that respect, image accounts possess these entry attributes, but none of 

the Key ones. Hence, users who are physically attractive, respected and also perceived to have a 

good fashion taste, can perfectly be fashion Instagrammers. However, they will not likely be able to 

build engaging relationships with their audience if they do not possess at least one of the Key 

attributes. On the contrary, Key attributes are essential in generating follower engagement, and filler 

content play a crucial role. Lifestyle accounts possess both Entry and Key attributes. Hence, 

Instagrammers who hold all three Key attributes, convey the ideal conditions for building engaging 

relationships with followers. 

 

The three Key attributes are grouped together for their relevance in generating follower engagement, 

but also because they have a common denominator which is the filler content. Filler content plays a 

crucial role in building Trust, Authenticity, and Similarity, and thus establishes strong interrelations 

between the three Key attributes. For instance, our research revealed that Instagrammers are 

perceived as more trustworthy and real, when they have a comparable and similar life, and also 

when they do not show themselves as always being perfect, and thus, are true to themselves. All 

three Key factors interrelate with each other on a triangular relationship, and thus changing the order 

of the attributes does not alter the final result, which is follower engagement. This interrelation is 

even more evident from a follower perspective, since followers are not consciously distinguishing 

which are the different factors influencing their engagement with the Instagrammer, followers see 

that as an integrated set.  

 

Further, the preliminary theoretical research indicated that Instagram started as a platform to share 

instant 1:1 pictures. However, the proliferation of Instagrammers repurposed Instagram original 

philosophy, by addressing to a mass audience with high quality and highly staged and edited pictures 

(Abidin, 2016). In this regard, our research reveals a change of the tendency. Our findings disclose 

that users are tired of highly staged and edited pictures, and thus are looking for more authentic and 

spontaneous content. Since the introduction of Instagram Stories in August 2016, users are sharing 

more spontaneous and unedited content, which is bringing Instagram back to its original philosophy. 

This thesis also unveils that the introduction of Instagram Stories is an inflection point which marks 

the exponential user growth the platform is currently experimenting, and exemplifies the user 

transition from Facebook to Instagram as it was found on our research to be the preferred and most 

used social platform. In this sense, Instagram Stories also represent a game changer in generating 

connections with followers and in building a large audience of engaged followers.  
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Considering the above, our research discloses that the introduction of Instagram Stories constitutes 

a new Instagram “era”, Instagram 3.0, which also significantly influences the Instagrammers’ 

follower-growth curve, which is graphically presented on figure 4.  
 
Figure 5: Instagrammers follower-growth curve 

 
 

Figure 5 reveals that on early stages, Entry attributes are fundamental for Instagrammers who are 

trying to gain followers and fame. In this regard, in order for users to start following an account, first, 

they need to be aware of the Instagrammer and have their attention caught by them. This first step 

is achieved both by physical attractiveness and by the perceived expertise derived from a good 

fashion taste, for example. Once users start following an Instagrammer, the Respect comes implicitly 

with the act of following. As mentioned above, this respect needs to be built over time, but the action 

of following sets the ground for it. However, in order to move into the next stage of the exponential 

growth, Instagrammers need to build strong connections with followers and generate engagement, 

and for this purpose Key attributes are essential. Our research discloses that when a fashion 

Instagrammer draws the initial attention to users, then users start following the Instagrammer. 

However, over time, followers might stop coming back to the profile for more content because they 

are not engaged with the Instagrammer, and thus it would be extremely hard for Instagrammers to 
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exponentially grow their audiences. In order to build long-term relationships with followers and thus 

grow exponentially their number of followers, it is essential to be engaging.  

 

In accordance with our research findings, and with figure 5, for the purpose of this thesis, we have 

identified two eras of Instagram, based on how Instagrammers are using the platform to generate 

follower engagement. On Instagram 2.0, prior to the introduction of Instagram Stories, since the 

platform did not offer any other possibilities in terms of content creation, Instagrammers were mainly 

image accounts, and thus the engagement was reached through pictures posted on the feed and 

comments. However, the evolution of the platform’s functionalities and the introduction of Instagram 

Stories, Instagram 3.0, originated a disruption in terms of follower engagement, opening new 

avenues for Instagrammers to achieve it. After the introduction of Stories, it is no longer enough to 

just post pictures to generate engagement and increase the number of followers.  

  

The previous discussion entails that the three Entry Attributes —Attractiveness, Respect, and 

Expertise (ARE)—, as the name indicates, have become just the entry requirements needed in order 

to compete in the Instagrammer “market”. Currently, Instagrammers need to turn their accounts into 

lifestyle accounts, and strategically use Instagram Stories to share content which conveys the three 

Key attributes —Trust, Authenticity, and Similarity (TAS)—, in order to exponentially grow their 

audiences and build follower engagement.  

 

6.3 MANAGERIAL IMPLICATIONS 
 

The findings previously presented suggested several implications for how Instagrammers can build 

engaged audiences. Consequently, our findings and the discussion of the current research also 

suggested several implications for marketers and companies who are interested in collaborating with 

Instagrammers on their marketing efforts. Although this study is limited to the scope of fashion 

Instagrammers and a generalization to other fields might not be plausible, potential implications will 

be disclosed for practitioners. This thesis provides managers with overall insights and suggestions 

for Instagram, about the selection criteria of Instagrammers for specific marketing campaigns and 

thereby, general implications of using certain Instagrammers in a marketing strategy.  

 

The huge potential of Instagram 
Instagram is nowadays the world’s number one photo sharing platform. Currently, 800 million people 

are actively using Instagram every month and 500 million on a daily basis (Instagram, 2018). 
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Therefore, as Instagram continues to gain popularity, there is an enormous still unexplored potential 

and thus the upside revenue for brands is huge. Additionally, our findings suggested that Instagram 

is replacing traditional entertainment sources like TV or magazines, and nowadays we found it is 

becoming the most preferred social media platform, overtaking Facebook previously ranked first. 

Hence, marketers should further invest in marketing efforts on the mentioned social media platform. 

Moreover, in order to be successful in the long term, companies should always keep track of new 

releases and functions of Instagram as social networks are in a rapid and constant change. Likewise, 

this implication could be applied to technology advances in general.  

 

Selection criteria  
Based on our findings, some of the essential factors suggested should be considered when 

companies select a particular Instagrammer to promote their product.  Firstly, a critical factor for 

success is finding and selecting the most suitable Instagrammer for the particular brand. Thus, in 

the selection process, one of the most important criteria should be congruence and fit between the 

Instagrammer and the sponsored content. Furthermore, based on the study results, lifestyle 

accounts are more engaging than image accounts. Consequently, Instagrammers who share 

additional and more intimate content —further than fashion— are perceived more trustworthy, 

authentic and similar to audience. Thereby, stronger emotional connections with followers are more 

likely to occur, and thus, their persuasive power is considered higher. On the basis thereof, we 

recommend checking the three key attributes—Trust, Authenticity and Similarity— when selecting a 

particular Instagrammer for a marketing campaign. Finally, it deems relevant to remark that the most 

visible indicator of Instagrammer’s success at first glance, which is number of followers, is not the 

most significant point in the selection criteria process as, according to our research, audience size 

does not lead necessarily to higher levels of engagement nor persuasion power of the endorser.   

 

Use of Instagram Stories 

Instagram Stories are the favorite feature of Instagram users. Compared to the pictures on the feed, 

Instagram Stories are perceived as more relaxed and spontaneous. Hence, marketers should 

consider it as a great opportunity to reach a higher number of people by taking advantage of one of 

the most engaging and addictive tools of the platform. Therefore, in the eyes of the audience, Stories 

make brands more approachable as the message transmitted is perceived to be more honest, real 

and truthful. As a consequence, when aligning the brand with Instagrammers who strategically use 

Instagram Stories, authenticity and connection with followers is further fostered and thus the 

engagement with the brand is positively affected, which in turn enhances the possibility for 

broadening brand network. Additionally, Instagram Stories enhances the storytelling capabilities for 
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brands as endorsers are able to further explain details of the promotion by including multiple photos 

of the product or videos showing step by step how to use it. An extra feature of this tool is the so-

called “Story links” which enables brands to direct followers to content outside of the social network, 

for instance, to the brand’s website. Conclusively, Instagram Stories are still a fairly new feature 

across social media, and thereby marketers should take advantage of it, once it makes room for 

different marketing strategies.  

 
Paid partnerships 
The evidence presented in this thesis suggests that Instagrammers who are promoting multiple 

products at the same period of time are considered less trustworthy and thus less engaging. 

Instagrammers are perceived even less trustworthy when the promotions supported simultaneously 

are all related to a similar or identical product. Exploring whether an Instagrammer is over-endorsing 

brands is crucial for marketers who wish to start paid collaborations with the respective endorser. 

Therefore, before starting any paid partnership, we deem relevant to investigate the selected 

Instagrammer profile to find out the limit of acceptable and non-related category promotions. 

Moreover, companies should keep in mind that long-term partnerships are more effective as 

momentary collaborations. The latter might be too noticeable and pushy in the promotion, as all the 

paid content is concentrated in a sole post. On the other hand, enduring collaborations can better fit 

Instagrammer’s both style and profile, and thereby greatly influence brand perception of consumers. 

Finally, according to the findings of the present research, followers do not care about paid 

collaborations whether Instagrammers are honest about it or not. Hence, we recommend honesty 

and transparency by disclosing sponsored contents with indicators stating that is a paid 

collaboration, for instance, hashtags or tagging the brand itself.  

 

Overshadowing brands 
Marketing managers who want to use Instagrammers as their endorsers should make sure that 

overshadowing promoted brands is not taking place within their marketing campaign. In one hand, 

our research suggests that it is preferable to employ average looking Instagrammers in order to not 

distract the attention of followers. In such instance, most of the posts’ comments are likely to stress 

Instagrammer’s physical attractiveness instead of the desirable brand-related comments. 

Accordingly, with Freeman’s findings (2015), there is a risk that attractive endorsers may 

overshadow brands and subsequently, audience might dismiss the message. On the other hand, 

strong engaging lifestyle accounts can also generate brand overshadowing. Especially, when they 

have launched their own brand and they are continuously displaying it in their daily posts. As 

indicated by Abidin and Ots’ concept of persona intimacy (2015), followers can develop more 
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attachment to the Instagrammer self-brand, than to the actual product or service advertised. Hence, 

we recommend marketers to previously reach an agreement with the Instagrammer to not mix, within 

the same post, the promoted brand with the Instagrammer’s own brand or with any other activity the 

Instagrammer might be involved with. Taking into account these facts, the effectiveness of the 

campaigns can be fairly assured.  

 

6.4 THEORETICAL CONTRIBUTIONS  
From a research perspective, the present study contributes to existing academic literature by 

integrating the areas of influencer marketing, self-branding, brand endorsement and opinion 

leadership within the new online reality of Instagram 3.0. As mentioned before, in order to answer 

the research question, we draw on the existing TEARS model (Shimp, 2003), which measures the 

effectiveness of a celebrity endorsement, to construct a new conceptual framework that measures 

the degree of engagement of an Instagrammer. Hence, our constructed TAS-ARE model brings to 

literature a framework that integrates various research areas in order to illuminate how fashion 

Instagrammers’ can achieve follower engagement through their content and interaction. On this 

basis, four primary theoretical contributions have been made.  

 

Firstly, the present research adds to existing literature within Influencer marketing, by shedding light 

on fashion Instagrammers, and revealing that their success on Instagram relies on how they 

strategically use “behind the scenes” filler content and Instagram Stories in order to generate follower 

engagement. Secondly, the research extended existing research within self-branding on Instagram, 

by illuminating two different types of Instagrammer accounts, image and lifestyle accounts, based 

on the amount of filler content shared. Hence, our research reveals that Instagrammers who self-

present themselves as lifestyle accounts are able to build stronger brands which lead to stronger 

connections with followers. Thirdly, the present study advances the understanding of opinion 

leadership, which goes slightly related with self-branding, since based on how fashion 

Instagrammers are self-presented on their accounts, they are able to more strongly influence their 

followers. This research reveals that Instagrammers who are perceived authentic, similar and 

trustworthy have more persuasion power on followers. Lastly, the present framework expands 

existing research within brand endorsement, by unveiling the existence of a limit on how many brand 

collaborations Instagrammers can do, in order to keep being perceived to be trustworthy. Further, 

our findings reveal several implications for marketers who want to endorse products through 

Instagrammers.   
  



 111 

 

 
 

CHAPTER 7 
CONCLUSION 

 
 
 
 
 
 
 
 
 
 
  

This chapter will provide a final conclusion to the present 

thesis. Additionally, the limitations of the thesis will be 

outlined together with recommendations for further 

studies.  
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7.1 CONCLUSION 
 

As a result of the current online reality, social media platforms are gaining a large base of users, and 

most importantly, users are becoming more active than ever. Concretely, Instagram has now over 

500 million active users on a daily basis (Instagram, 2017a). Therefore, the Influencer marketing is 

becoming an essential tool used by marketers in order to reach their desired audiences. Indeed, the 

worldwide Instagrammer market is exponentially growing and projected to more than double in 2019 

(Mediakix, 2017). These promising forecasts are motivating the rapid emergence of new ordinary 

users aiming to become Instagrammers. Despite the proliferation of Instagrammers gathering large 

sums of followers, only a few of them are able to establish strong connections with followers and 

build engaged audiences over time.  

 

In order to address this problem, the purpose of the present study was to uncover which content and 

interaction from fashion Instagrammers generate follower engagement, as well to understand the 

motivations behind using Instagram. In order to achieve the optimal follower-Instagrammer bond, 

Instagrammers need to offer what followers are looking for when using Instagram. In this sense, just 

like in a market economy, there needs to be a match between the content that followers demand, 

and the content Instagrammers supply. With this equilibrium in mind, and regarding the current online 

reality, we based our research on an adaptation of the TEARS model proposed by Terence A. Shimp 

(2003). Within this thesis, we have proposed a shift of its original focus, centered on traditional 

celebrities and measuring product endorsement, to a new focus centered on Instagrammers and 

measuring follower engagement. This adaptation of the original TEARS model, the TEARS 2.0, was 

motivated by how social media is changing the way we communicate and interact with others, and 

by the fact that a passive consumption of content is no longer enough in order to generate 

engagement. In this regard, our research was built on the premise that, an Instagrammer conveying 

all the five attributes of the Shimp’s TEARS model —Trust, Expertise, Attractiveness, Respect, and 

Similarity—, would possess the optimal conditions for generating follower engagement. 

Consequently, each attribute of the model and the interrelations between them, have been explored 

through nine propositions derived from existing theory.  

 

Our research results supported partially the estimated model. Firstly, the findings uncovered a new 

attribute, Authenticity, which is found to be key in building engaging relationships with followers. 

Secondly, the proposed TEARS 2.0 assumed that all 5 attributes had the same relevance in 

contributing to follower engagement, however, our findings revealed that some attributes are more 

essential than others. With our research results in mind, we have created a new final model, the 
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TAS-ARE model. This model illustrates the attributes a fashion Instagrammer should hold in order 

to generate follower engagement, and which kind of content and interaction is optimal for achieving 

this purpose. Considering that, the conducted research revealed that the underlying reason for 

follower engagement is filler content, which is mostly shared through Instagram Stories. This filler 

content reveals the Instagrammers’ everyday lives in an unfiltered and spontaneous way, and was 

found to have an essential role in generating follower engagement. Further, this research revealed 

two different types of Instagrammer accounts, image and lifestyle accounts, based on the amount of 

filler content shared by Instagrammers, where the former type shares little or no filler content, and 

the latter shares filler content on a daily basis. In this sense, the TAS-ARE model arranges the 

attributes in two groups: Entry and Key. Both categories are needed in order to generate follower 

engagement, but Key Attributes have a more significant role. 

 

Entry attributes are constituted by Physical Attractiveness, Respect and Expertise (ARE); and even 

though they are needed in order to become an Instagrammer, they are not essential in generating 

engagement. As the name indicates, entry attributes are just the initial requirements needed in order 

to compete in the Instagrammer “market”, which are possessed by Image Accounts. On the contrary, 

key attributes are essential in generating follower engagement since filler content plays a crucial role 

in building Trust, Authenticity and Similarity (TAS), and thus it establishes strong triangular 

interrelations between them. In this regard, image accounts possess these entry attributes, but none 

of the Key ones; whereas lifestyle accounts possess both Entry and Key attributes. Hence, our TAS-

ARE model reveals that Instagrammers who hold all three Key attributes, convey the ideal conditions 

for building engaging relationships with followers. However, Instagrammers who hold just the entry 

attributes will not likely be able to build engaging relationships with their audience unless they 

possess at least one of the key attributes. 

 

The exploration of the nine propositions through the conducted research shed light into a new “era” 

of Instagram, Instagram 3.0. This new era is motivated by a change in the tendency of the use of 

Instagram, both from the follower and the Instagrammer perspective, marked by the introduction of 

the Instagram Stories feature. Our findings reveal that the success of Instagram Stories and filler 

content is due to a general user tiredness of highly staged and edited pictures, which prompted the 

claim for more authentic and spontaneous content. This thesis also unveils that Instagram 3.0 with 

the introduction of Instagram Stories, it has influenced the Instagrammers’ follower-growth curve, 

opening new avenues for generating follower engagement. Further, Instagram Stories constitute an 

inflection point in terms of how to generate connections with followers and build a large and engaged 

audience. 
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In relation to Instagrammers’ follower-growth curve, this thesis reveals that on early stages, the entry 

attributes are fundamental for Instagrammers who are trying to gain fame and followers. Our 

research discloses that when Instagrammers get the attention of the users, these start following 

them. However, over time, followers might stop coming back to the profile for more content, since 

they are not engaged anymore with the Instagrammer. Hence, in later stages, key attributes are 

fundamental; in order to build long-term relationships and to grow large audiences, it is essential to 

be engaging.  

 

To conclude our thesis, Instagram Stories are disrupting the use of Instagram. Therefore, 

Instagrammers who are building large and engaged audiences, are no longer concealing their real 

lives behind perfect and edited pictures. Instead, Instagrammers are turning into lifestyle accounts 

and strategically using filler content and Instagram Stories that convey all three key attributes, in 

order to achieve the so-wanted follower engagement.  It is important to remark that the success of 

Instagrammers over time, will also rely on how well they adapt to the platform’s future changes and 

developments. 

 

7.2 LIMITATIONS AND FUTURE RESEARCH 
 

Based on previous literature, this thesis has attempted to build a conceptual framework to measure 

follower engagement on Instagram. The present study, although providing insightful findings, is 

subject to a number of limitations. 

 

First of all, our study has only conducted qualitative research, and thus the findings cannot be 

generalized. Also, findings are subjected to the amount of conducted focus groups and expert 

interviews. In this regard, we conducted 3 focus groups and 2 expert interviews, which might not be 

a good representation of the larger population. Additionally, considering the heterogeneity of the 

sample size, participants of the focus groups were all female in between 22-24 years and with similar 

backgrounds, which could have also affected the results. Further, as we realized netnographic 

observations of six Instagrammers during a certain period of time, the findings were subjected to the 

posts shared during this period. 

 

However, even though the research findings cannot be fully generalized, they provide valuable 

insights, both for Instagrammers who want to stand out from the crowd and grow an engaged 

audience, as well as for marketers who want to identify which is the best Instagrammer to collaborate 
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with.  Furthermore, as previously reflected, the scope of the thesis was delimited to only exploring 

follower engagement on Spanish fashion Instagrammers. In this light, some of the findings, such as 

the ones regarding Expertise, are only applicable within this context. If we had focused our study on 

another Instagram segment, such as fitness, or on another geographical region, the findings most 

likely would have differed from the ones presented.  

 

Furthermore, due to the fact that all of our focus groups participants and interviewees, except one, 

were Spanish, we conducted the focus groups and interview in Spanish, in order for the participants 

to feel confident with the language and better explain themselves. However, we acknowledge that 

by translating and transcribing the focus groups’ and expert’s interviews, it might have introduced 

some language biases.  

 

Regardless of some limitations, the research findings hold relevant implications that can be used as 

a foundation for future research. First of all, in our research we have tackled various topics and 

academic areas, obtaining interesting findings that could actually be studied more in detail. For 

instance, while exploring the Trust attribute and over-endorsement, the findings revealed the concept 

of trust threshold, which could be further investigated not only from the Instagrammer perspective, 

but also from how it affects the brands being endorsed. Further, regarding brand endorsements and 

trust, our findings disclosed that the number of followers affected the perception of honesty of the 

promotional content and message, due to the perceived decision power of the Instagrammer. This 

decision power of the Instagrammer, related with trust and persuasion power, could also be relevant 

for further research. Moreover, while exploring the Similarity attribute, we touched upon para-social 

interaction and the one-sided relationships with followers. Our results revealed that the most 

engaging Instagrammers and the ones that are exponentially growing in the number of followers 

have their own fan communities of highly engaged and attached followers. An interesting area for 

further research could derive from exploring these fan communities: their own ecology, what 

differentiates them from traditional celebrities’ fan clubs, how the always-on nature of social media 

contributes to the development of these communities and the like.  

 

Another relevant area for further research would be investigating the conceptual framework in regard 

to the male segment, in order to uncover which deviations, occur as a result of gender. In addition, 

this study can also contribute to future research regarding whether the TAS-ARE model can be 

applied to other Instagrammer segments. It might be relevant to explore whether the classification 

of Key and Entry attributes would remain the same or change, depending on the segment analyzed. 

Likewise, considering the multiple managerial implications derived from this research, our findings 
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showed potential for exploring the conceptual framework from a brand perspective, and instead of 

measuring the follower engagement, this time measure the effectiveness of the endorsement, like 

the original TEARS model measured.  

 

To conclude, as the evolution of Internet and Instagram as a social platform it is difficult —if not 

impossible— to predict, the TAS-ARE model will need to be updated to incorporate such 

evolvements. How this conceptual framework adapts to the future online reality also leaves the doors 

open for future research.  
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APPENDIX 
 

APPENDIX A – THEORY 
 

A.1 BALANCE THEORY MODEL 
 
Visual illustration of the Balance Theory of attitude change proposed by Fritz Heider on 1958. In the 

celebrity and Instagrammer scheme Marketers hope to transfer the celebrity’s popularity to their 

products in order to change a person’s attitude (Basil & Herr, 2006). As the figures portrait, if 

consumers have a positive relationship with a celebrity, then they are expected to have a positive 

relationship with the advertisement and the product the celebrity is endorsing (Yakut, 2017). On 

social media and more concretely on the Instagram world, this triangle is composed by the 

Instagrammer, the followers and the brands, and the same relationships derive.  
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APPENDIX B – EXPERT INTERVIEWS 

 
B.1 EXPERT INTERVIEW GUIDE  
 

Guide we used during the interview with the expert India White. 

 
QUESTIONS 

 
• What are you currently working in? Are you involved with influencer marketing at the 

moment? 

• When did you wrote the article? we haven’t been able to find it 

• Did you developed the concept yourself? On what did you based on? did you build the 

concept from your experience working with influencers? have you applied it on your work? 

 
So we have read the article, and we could not agree more with the Trust Threshold. You mention 

it is the point where the influencer audience starts to question the motives and expert opinion of the 

influencer. 
• Since it depends on the audience perceptions (and not all audience has the same 

perceptions), it is not clear, how do you identify if an influencer has reached this point? 
By audience comments complaining about too much ads and collaborations?  

• We are observing 6 Instagrammers, and for example one of them this week posted a video 

about her morning routine, but actually she was talking about a shampoo from L’Oréal and 

other L’Oréal products (she is a L’Oréal brand ambassador). There were several users 

commenting that it was a misleading video since all of it it’s an ad. On the other hand, there 

were other loyal followers supporting her. Would you consider this influencer has reached 

the threshold point? 

 
In the article you mention that Audiences don’t mind that their favorite blogger is being paid to review 

a product if they are real about it. And we agree on your point, but 
• From our online observations we came across that Instagrammers don’t necessarily say they 

are being paid for that. Really few times you can see a hashtag saying #ad or #advertisement. 

What they do is tag the Instagram accounts of the brands they are endorsing or write a 

hashtag of the campaign they are collaborating with, but that’s it. So its up to the followers to 

deduct if it is a paid collaboration  
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• we feel it is really hard to differentiate when an Instagrammer is recommending a product 

without any commercial interest and they really use on their everyday and have truthful 

opinions about it; and when they are just being paid to say nice things about it. which are 

your thoughts about this? 

 
Also you mention that according to Beauty Context, “If someone says outright, ‘This company sent 

me some products to test out, and today I am going to show you how they look and work,’ I don’t 

mind that as much.” 
• From our observations, Instagrammers do so, especially on Instagram Stories. they show 

the products they received and how they work. However, our concern is the over-
endorsement. that is the quantity of different brands and products they review, more 
than if they are being honest that is a collaboration. We’ve been analyzing this 

Instagrammers for quite a few times, and most of the times they say they have received this 

products from X, but they never say something bad about it.  

• What do you think about that? 

During the article you go all the time around the concepts of authenticity, trust and being true. 

From our research we have defined authenticity as being true to oneself. And trust, as a consumer 

perception of honesty, integrity and believability.  
• would you define it this way? 

• what do you think comes first?  

• what is more important for follower engagement? 

•  sharing a large amount of paid collaborations, it’s not being completely true to oneself —not 

authentic—, since Instagrammers are also complying with brands guidelines 

Researchers also mention that honesty (a key aspect of trust), is the perceived consistency of the 

content shared. 
• do you believe sharing super positive comments from different brands once, and then never 

mentioning them again, could be seen as inconsistent? Since it can be true this product is 

soooooooooo god, and then you never use it ever again. Then the lack of consistency could 

lead to a loss of trust?  

 
Also, we believe Instagrammers need to find a balance between staying authentic and generating 
income. We find this is easier for already established Instagrammers, than for high-growth 

Instagrammers, especially if they want to make a living out from Instagram. 
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• Further, for a high growth-Instagrammer, brand collaborations is a way of earning some 

status in the Instagrammer context, and to prove you are worth the money for endorsing 

products.  

• How can a high-growth Instagrammer find a balance between authenticity vs. 
generating income and creating an status?  

 
Also, in the article you mention the expert opinion of the influencer. One of the TEARS attributes 

is Expertise, and an important aspect of it is opinion leadership.  Opinion leaders are perceived by 

others as having expertise and knowledge, and thus are considered as appropriate sources for 

information and advice. From our observations, we’ve seen that fashion Instagrammers are invited 

to fashion weeks, showrooms where they can learn about the upcoming fashion trends. Then 

whenever they share an outfit, followers start asking where the clothes are from in toder to buy them 

or they to copy it.  
• We consider that the more Instagrammers are perceived as experts, the more persuasion 

power have on followers. Do you agree on that?  

  

Then since our research question, is just to find out what makes Instagrammers to build engaging 
relationships with followers:  

• How would you define follower engagement?  

• how did you measured engagement? - you said is a vanity metric easy to narrow down 

prospective influencers 

 
As mentioned on our email, our conceptual framework is based on the TEARS MODEL which stands 

for Trustworthiness, Expertise, Attractiveness, Respect and Similarity.  
• Which for you is the most important attribute for follower engagement?  

• could you order from the most important to the least, the 5 attributes? in order to generate 

follower engagement 

• Would you change a letter/attribute in order to better adapt the model to the current online 

reality and focusing on follower engagement? 

 
And just to finish (if you have some extra time), on our research we are closely investigating the use 

Instagramers do of the Instagram Stories. Due to this relatively new feature, we differentiate between 

filler and anchor content. Anchor content, which is defined as the primary content for which the 

Instagrammers are known (which would be the outfits of the Instagrammers). Filler content is mostly 

shared on Instagram Stories, to reveal snapshots of their everyday lives in a raw and unfiltered way. 
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By sharing this more intimate “behind the scenes” content, Instagrammers portrait themselves as 

more real and transparent.  
• filler content favors the development of intimacy, up to the point to consider Instagrammers 

as friends or counsellors, which makes followers more susceptible to the Instagrammers 

opinions and recommendations, and thus we believe, sharing this filler content enhance 
trustworthiness. Would you agree on that? Do you think Instagram Stories is a powerful 

tool for enhancing follower trust?  

 
Tied to the filler and anchor content, on the online environment, with over-saturated audiences, with 

so much content to choose from, the need for distinctiveness and visibility grows. Instagrammers try 

to achieve this visibility by strategically self-presenting themselves in order to increase the sense of 

intimacy —by strategically balancing filler and anchor content—  and ultimately enhance similarity 

and engagement.  
• This implies that when sharing filler content, Instagrammers may increase the chances of 

being perceived as similar. Since they present themselves as ordinary people doing ordinary 

stuff and, it can be easier for followers to relate to their own situations.  

• Would you agree on this?  

• Would you say this increases the Instagrammer persuasion power on followers?  

 

 
B.2 EXPERT INTERVIEW TRANSCRIPT - INDIA WHITE 
 

Main insights of the conducted in-depth interview to India White, a Growth Marketing Strategist. The 

interview was conducted on the 17/04/18. The column on the left shows the minute and seconds of 

each statement made by India.  

 

0’:00” Q&A – MAIN INSIGHTS 

0:20 What are you currently working with? Are you involved with influencer marketing at the moment? 

0:28 About an year ago I launched a Marketing consultancy that focus on Growth Marketing Strategies and within 
that I definitely work on Influencer Marketing.  

00:54 When did you wrote the article? 

01:00 That was written probably two years ago.  

01:17 Did you developed the “Trust threshold” concept yourself? On what did you based on? did you build 
the concept from your experience working with influencers?  
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01:35 There is a bit of background there. I worked on that a while ago, we were building a platform to connect 
companies with influencers. What was really interesting was that we were the center between companies and 
influencers. We got to see not only the contacts needed, but also the results of the campaigns. So these 
insights were really helpful when talking with big companies to show some results. From multinationals to 
smaller companies, all of them wanted to get the influencers with the biggest audience possible (and that’s 
still a current issue today). At a certain point, that is fair because with your marketing dollars you wanna reach 
the many people as possible. But, overtime I realised that understand who is in that audience is more 
important than the actual size. As a marketer or as a brand, you wanna reach a specific audience and with 
the influencer chosen might reach some of the audience you are targeting, but may have other people in the 
audience that you are not interested in.  

03:40 Important to understand the performance. A huge amount of followers is not necessary equal to success for 
the brand.  

05:04 The comments (in youtube videos for instance) started to change. In early days, people were commenting 
“thank you so much, this is awesome”. Then it sort of change with some skepticism around. Comments were 
like: “Do you actually believe in this product?” or “I’ve never seen you use it in other videos”. People that they 
follow them religiously they start to get skeptical about the fact that they are promoting this product because 
they are being paid for that. Here is when the “trust threshold” came up: the audience-influencer relationship 
go from extremely trusting since influencers are still small and they stay true to themselves to the point where 
they start to collaborate with more brands and audience start questioning the trust.  

06:44 So would you say that influencers with bigger audiences are less trustful? (when they do 
collaborations?) 

06:59 It depends on how they do it. In early days influencer marketing was less regulated than nowadays, 
influencers could post whatever without saying that it was advertisement. But today influencers are doing a 
much better job by telling people that they are being paid and people understand that everybody needs to 
make money. So a lot of effort goes into the content that is being created.  
I worked with a mummy blogger and she was explaining me that she receive offers a hundred times a day 
and she really only works with the ones that she believes in. If the product is garbage or she doesn’t like it, 
she doesn’t review it and she emailed back to the company, which sometimes they answered and they 
actually modify the product: this is really powerful.  

09:47 This is because she is so powerful now, with so many followers. She has reached a point where she can 
decide which collaborations.  

10:35 I’m following the journey of influencers over time. When they are just starting, they probably have another 
source of income and then they achieve a certain point when they decide to work on this full time. And in early 
days their content is not promoted at all because they don’t have those partnerships yet. But when you start 
growing, as an influencer, you have to be so careful within the number of promotions you make and with the 
paid content. You can very quickly lose your trust. There is so much choice out there and so many influencers, 
to establish that trust is one thing, but to keep your true audience coming up is extremely difficult.  

12:04 Regarding that, how do you identify that an influencer has reached this point? Like Audience 
reactions to the content she is posting? 

12:14 I think there are a few days to do it. As a brand, you work with this person over time and you start to see a 
decline in the performance of the campaign, then you can perceive that the trust threshold has been reached. 
Comments and reactions to content would be the easiest way to see it. A great way to understand the 
connection with their audience is to look at replies and comments of their content. If there is a lot of people 
asking for advice related to what the content was, and the influencers are answering and having a 
conversation, this means that they still have the trust of the audience. But when you start seeing little 
engagement with the post, decreasing interest or “influencer scandals” where audience have called them 
traders. 

13:35 We are observing 6 Instagrammers, and for example one of them this week posted a video about her 
morning routine, but actually she was talking about a shampoo from L’Oreal and other l’Oreal 
products (she is a L’Oreal brand ambassador). There were several users commenting that it was a 
misleading video since all of it it’s an ad. On the other hand, there were other loyal followers 
supporting her. Would you consider this influencer has reached the threshold point? 
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14:50 It is important to look at the entire audience. In this scenario, it is clear that she is losing trust, but she hasn’t 
reach the point yet. But as an influencer, these bad comments need to be cautious off and taken into 
consideration when planning the content from now on. Making sure that you are balancing the paid promotions 
with genuine promotions. I do think that paid promotions can be genuine, you just have to be careful about 
how you go about it.  

15:39 From our online observations we came across that Instagrammers don’t necessarily say they are 
being paid for that. Really few times you can see a hashtag saying #ad or #advertisement. What they 
do is tag the instagram accounts of the brands they are endorsing, or write a hashtag of the campaign 
they are collaborating with, but that’s it. So its up to the followers to deduct if it is a paid collaboration 

17:04 There is very strict regulations, especially in the US around this particular topic, so influencers are allowed to 
post content without saying that is paid, but in that sense is brands responsibility as well. There has been a 
lot of progress. For instance now Instagram has a new option where the location normally shows up, it says 
“In partnership with….”, so that’s a way more transparent. Actually it does give the brand access to the data 
behind the post. Once they tag this partnership on the post, they are able to see the performance of the post. 
So it may help to understand the engagement behind the post.  

19:44 Don’t you think that maybe we have reached the point where followers take for granted that 
Instagrammers are just posting paid collaborations? 

20:12 Yes, I agree with that. Some of the Instagrammers have a long partnership with some brands, so they are 
working with them for years, and those are the best kind of campaigns.  
But at the end it’s all about how they handle it. There will alway be negative people in your audience, but 
depend on how do you present and and how consistent you are, that will help your audience to understand 
what genuine is and what is not. For instance, if you are a fashion instagrammer and your content has a very 
specific style, and then all of a sudden a post comes up where it’s very against that style and it’s not what you 
usually post, the audience can not believe in you anymore. 
On the other hand, audiences don’t care about paid content as long as it is on Instagrammer style. The 
Influencer develops a brand over time, their brand would be around what they really care about, what they 
are interested in, what style they have, their leadership, their opinion, so this establish a brand over time. So 
if the paid placements are in line with that brand, your audience will not care that much. So if it is against that 
brand, then it’s when it becomes tricky. Then, influencer and brands need to be responsible for selecting the 
right collaborations and content.  

22:59 Is it important to be consistent in order to be perceived as honest and trustworthy? 

23:07 I would say so for sure. I think an influencer can evolve over time, but starting change the content, it would 
make the audience question why is altering it.  

23:24 During the article you go all the time around the concepts of authenticity, trust and being true. From 
our research we have defined authenticity as being true to oneself. And trust, as a consumer 
perception of honesty, integrity and believability. Would you define it this way?  
What do you think comes first?  

23:54 Yes, I think so. Being authentic or genuine (so being true to yourself) helps to build trust with your audience. 
So they are very much aligned. If you are authentic, you’ll always have trust. If you against your true self and 
your brand, you will never have their trust.  

24:44 Authenticity comes first. You cannot build an audience without having been authentic and having great content 
and afterwards you will be able to build that trust over time with your audience. In building an audience you 
need to have a mixture of a defined brand, great and engaging content. Consequently, you will have the trust.  

25:26 Authenticity is more important for follower engagement.  

25:33 Yes I think so. Nowadays is possible to buy followers on different social platforms such as Instagram, Twitter. 
In my previous job, we were able to detect what percentage of the audience was fake. Consequently, in 
building your brand from scratch, you need to be authentic and have engaging content. It takes a lot of work 
to build a big, true, real audience. So many people they hack the system and just buy followers which gives 
influencer marketing a really bad name.  
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26:48 How would you define follower engagement? 

26:54 There is a lot of people that follow you but not engage with you. Engagement is defined by engagement 
metrics: likes, shares, comments and tags of your followers. It exists different levels of engagement. 
Personally, on Instagram I browse my feed every day, but I don’t normally comment on influencers. But I 
really see stuff that I like and might influence my purchase intention, so even though I am not an active follower 
and I’m not engaging with posts, it is still influencing my buying behavior. So when it comes to measure the 
success of a campaign, it is so difficult to understand what actually drives action. This is the definition of 
influencer: somebody that is able to drive action.  
Comments are more valuable because they mean that you have a more interactive audience.  

29:10 In our thesis we are using TEARS Model. Which attribute do you think is more important to engage 
with your audience? 

30:02 I would go for expertise, however it depends on the brand. If you are a bikini brand, then attractiveness is 
gonna play a larger role. Trustworthiness definitely second.  
Regarding expertise, you always wanna work with an influencer that knows what she is talking 
about.  Attractiveness I think is subjective and open to the brand. Depending on the brand it doesn’t really 
matter. Respect is really hard to put a measure on that.  
 
I think all of this is subjective on opinion. But it is really important to understand who you audience is, because 
at the end of the day your goal is to reach your audience.  
With the fashion Instagrammer on mind, I don’t think I can rank them without knowing which kind of campaign 
is. For instance if it’s a campaign for social good, then maybe respect would be a lot higher on that list and 
physical attractiveness would drop for sure.  
Expertise in a fashion Instagrammer would be establish brands, so based on their Instagram account and 
their style, I would count that as expertise. Somebody that has an established brand and established style, I 
think that this what gives expertise in the fashion industry.  
 
To sum up, if you are a Fashion Instagrammer, then physical attractiveness is gonna be higher on the list.  is 
also important because people follow an influencer as they have the feeling that they are similar to them (e.g. 
the weight loss journey). Then it comes the trust in the relationship because they can relate to them. But for 
ordinary people that they are following celebrities,  is no longer important. Then they will look for more physical 
attractiveness or expertise.  

41:39 Regarding that we are just focusing on Fashion Instagrammers  

41:54 So here physical attractiveness and  would be the highest. And the least important probably respect. I think 
in this sector, when it comes to a beautiful and young Instagrammer, people are not following them for their 
morals and values, they are following her because they like her style. Unless it is respect for the fashion, this 
attribute does not come into play.  

42:33 Would you say that the number of followers or the brand which they collaborate with gives respect to 
Fashion Instagrammers? 

42:49 Yes, I would definitely say so.  

45:30 Showing you more natural and close to your followers enhances trustworthiness. Would you agree 
on that? Do you think Instastories are a powerful tool for enhancing this follower trust? 

45:48 Giving access to your everyday life increases your relationship with followers. Fashion Instagrammers who 
posts stories on their day off when they are not looking as perfect as they do on their Instagram posts, like 
real life posts, then they actually gain a lot of respect from their audiences. I would say that depends on the 
type of Instagrammer and their personalities, Instastories can help to build their brand or not. When they have 
a great personality and they are really real and they are able to show other parts of their life that actually 
increase the relationship with the followers and the closeness to them. So even though you are not talking to 
this people, it helps make you feel a tighter connection or familiarity with them.  

47:35 Can perceive an Instagrammer as more truthful when they share mostly everything of their lives? 
Being down-to-earth helps to build this trust?  
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48:07 I think it is 90% yes. Most of the times it definitely helps to build a closeness with your audience which 
establishes trust and builds more respect because then you reveal to your audience that “hey, I’m not perfect 
all the time. I am more like you. We are more similar than you think.” and definitely this builds trust. But then 
there is 10% of the time that actually goes sideways when you realise that this perfect Instagrammer that you 
have been following for a long time isn’t the person that you’ve had picture in your mind. For instance, using 
language that you don’t respect, then this can work against to you.  
You have to open the door, but you can’t go too casual. For instance, the world retarded does not sit well with 
parents with mentally ill children, so Instagrammers should be careful in that sense that is a terrible word for 
many people. They can lose the respect to you if you are using this term. 

51:04 Are they using Instagram stories to differentiate themselves from the rest? Do you think 
Instagrammers are starting to use this tool strategically? 

51:27 Yes, I think so for sure. There is a lot of different ways that Instagrammers are trying to differentiate 
themselves. Instagrammers can be very strict and restrictive with the content they share in their Instagram 
feed. On the other hand, stories allow them to go outside of their regular content and their certain style and 
to show another side of them. Stories give them another avenue to reach an engaged audience.  

52:17 Do you think similarity plays an important role in Instastories? 

53:34 Yes if you see somebody that you follow doing a thing you do everyday, it helps to build authenticity in that 
relationship, but also trustworthiness and respect because that person is just like you.  

54:01 Would you say that this increases persuasion power on followers if you feel she is similar? 

54:10 Yes, I think the more vulnerable you are willing to be, the more reliable you are to your audience. However, 
you have to be careful with that because if you are very unique or you have a strong point of view then it may 
annoy your audience. But if you are a regular person, doing regular things and sharing that with your audience, 
it increases relationship, word-of-mouth and recommendations which all of these helps to talk about the 
influencer to your friends and therefore they may start following her as well.  
To putting in one statement: the more vulnerable that you are, and the more real you are and the more you 
are willing to share with your audience, the more likely you are to have people that see that you are just like 
them, they respect you a little bit more.  
However, on the opposite side of that, there is danger to do it as well. Letting people into your life, it becomes 
a public matter, you have to be cautious on that and be sure that you are not sharing too much for security.  

58:00 What do you think about the role authenticity play on the online environment and visual platforms as 
Instagram? Does it also help to build this engagement with followers? 

59:27 Authenticity gets more results than attractiveness. Of course I think that really attractiveness people are 
always wanna get results. But when we think about trustworthiness, authenticity is more important than 
anything else.  

59:52 In this model, I would rather replace attractiveness with authenticity because  a lot of brands are caring less 
about it. However, in the fashion industry, obviously attractiveness is going to be something that they always 
consider, but at the same time I think expertise that would be really attractive to brands. Depending on the 
brand again, if it’s a sport brand then you will look for someone who’s really fit.  
Brands really wanna build this authentic relationship with their customers, this is why they are diversifying 
their poles. They know that they customers are not Instagram models, so expanding who they use to help 
reach an audience closer to who they are, which this relates to . 
In sum, if you are not authentic and genuine, you will not have an audience for a long period.  
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B.3 INSTAGRAMMER INTERVIEW GUIDE 
 
Guide we used during the interview with the  Instagrammer Anabel Hernández. It is in Spanish 

because we conducted the interview in Spanish 

 

QUESTIONS 
 

• Bueno primero de todo como te gusta que te llamen, Instagrammer? influencer?  

• Hemos leido la entrevista en Intimately Magazine, y pone que te defines como fitness girl. 

Sin embargo, echando un vistado a tu perfil, la mayoría de fotos son con outfits, te invitan 

fashion weeks, a simple vista encajaría más con fashion. Luego también eres embajadora 

de L’Oreal…. entonces tú personalmente en qué categoría te ubicarías más dentro de 

instagram? fashion? maquillaje? lifestyle?.... 

• En que se caracterizan tus looks?  

• Relacionado con ser ahora L'Oréal brand ambassador, cómo empezaste con Instagram? Si 

bajas hasta tus primeras publicaciones son las típicas fotos que cualquier adolescente 

cuelga en su perfil, como pasas de eso a tener +279mil seguidores, un fotógrafo y cientos 

de marcas queriendo colaborar contigo?  

• Hoy en día la gente está sobresaturada de información, hay miles de influencers creando 

contenido y como usuario de Instagram hay mucho dónde elegir…. A qué crees que se debe 

tu éxito? qué crees que te caracteriza y qué haces diferente de otras instagrammers? 

• Hemos visto que publicas bastante Instagram stories. Ahora son muy populares entre las 

instagrammers, todas colgáis varias al día, y si un día estás desaparecida de las stories, los 

followers ya se empiezan a preguntar si te pasa algo. Crees que es un elemento clave de el 

actual boom the Instagram? Tú qué uso le das?  

• Cuántas personas ven tus insta stories de media? por qué crees que tienen tanto éxito? 

• Crees que al mostrar vuestro día a día realizando actividades cotidianas, es una forma de 

mostraros más cercanas a los followers, y ganar su confianza? Crees que se puede llegar a 

sentir identificados contigo? 

• Crees que si los seguidores te ven como una persona real, y se sienten identificados contigo, 

esto puede aumentar tu poder de persuasión? es decir, que tu opinión la tienen más en 

cuenta? 

• Como te comentaba en el correo, el objetivo de nuestra tesis es analizar cómo consiguen 

las Instagrammers generar “engagement” con sus seguidores. Es decir, cómo consiguen 

conectar con sus followers y generar vínculos emocionales con ellos. Crees que establecer 

vínculos con los seguidores, es más importante que el número de seguidores?  
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• Actualmente las marcas, se centran básicamente en el número de seguidores a la hora de 

escoger influencers con las que colaborar. Sin embargo, hemos estado revisando estudios 

que corroboran que un influencer que se muestra cercano, real y construye estos vínculos 

con los seguidores, es más efectivo desde el punto de vista de una marca que quiere 

colaborar contigo. Crees que las marcas lo tienen en cuenta?  

• Generas contenido con el objetivo de crear estos vínculos con tus seguidores?  el que? 

• cuando empezó el boom de la yaya rafalita? fué porque la gente te empezó a enviar 

mensajes diciendo que les gustaba?  

• En cuanto a las colaboraciones con marcas, en la entrevista con Intimately comentas que 

es el futuro. Sin embargo es un tema que genera controversia, porque como existe una 

motivación económica detrás de las colaboraciones, la gente se cuestiona si estas 

colaboraciones son reales, o simplemente se dicen cosas buenas del producto porque existe 

un guión dictado por la marca y porque os pagan? cual es tu experiencia en esto? recibes 

mensajes cuestionando lo que enseñas?  

• crees que hay un límite para vosotros de lo que se considera demasiadas colaboraciones? 

India White, una experta en marketing digital y el mundo de las influencers, escribió un 

artículo sobre el “trust threshold”, que quiere decir “umbral de confianza” y lo define como es 

el punto donde los seguidore comienza a cuestionar los veracidad y la opinión experta del 

influencer. Si una influencer sobrepasa este umbral, India defiende que el instagram deja de 

ser tan influyente porque los followers simplemente no se lo creen. ¿Crees que es cierto, 

qué opinas?  

• Justo la semana pasada colgaste un video de mi rutina por la mañana, y he estado leyendo 

comentarios y hay mucha gente que se queja que el video es casi todo publicidad de 

L’Oreal? porqué crees que ha sucedido esto? Puede ser que porque el título no era claro y 

daba “falsas esperanzas”? Crees que si hubieras sido más clara a la hora de contar que 

habías hecho un nuevo video, y hubieras dicho desde el principio que era una colaboración 

con loreal, o si lo hubieras escrito en el título, la gente no hubiera criticado tanto? (teniendo 

en cuenta que siempre hay haters) 

• cómo llevas las criticas?  qué es lo que critican más? o de lo que se quejan más? 

• imagino que tiene que ser duro que mucha gente no reconozca ni tenga respeto por tu 

trabajo, no vean todo el curro que hay detrás y critiquen sin saber… te han llegado a afectar 

estas críticas? dirías que las críticas es lo más duro de ser influencer? 

• crees que cualquier persona puede ser influencer? o no todo el mundo está dispuesto a 

exponer sus vidas a la opinión pública? 
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• Hemos estado viendo que te han invitado a la fashion week the milán, parís y londres. El 

hecho de asistir a este tipo de eventos, te sirve para coger ideas para luego crear tus outfits? 

• En la entrevista en intimately, a parte de las fashion weeks, comentas que te interesas 

mucho por las tendencias y lees muchas revistas de moda para estar al día, además de 

tener un grado de estilismo y tendencias. Te consideras con cierto nivel de profesionalidad 

en temas de moda? o al menos con más conocimientos de moda que la media?  Crees que 

tus seguidores te consideran con este grado de profesionalidad? (ya que te invitan a fashion 

weeks) 

• Crees que eres capaz de influir en tus seguidores en cuanto a moda, y que quieran copiar 

tus looks? recibes muchos mensajes preguntando de dónde es la ropa que llevas?  

• En la entrevista en intimately, también comentas que te encanta hacer ejercicio y cuidar lo 

que comes para estar en forma, y por encima de todo para estar sana. Obviamente, 

podemos ver los resultados en tus fotos…. ¿Crees que el ser mona y tener tipazo favorece 

a tener más seguidores y más likes? Hemos visto que las imágenes donde apareces en 

bañador o biquini tienen bastantes más likes que en las que sales con un abrigo. En este 

sentido ¿Crees que es ser físicamente atractivo, abre las puertas y llama la atención de 

potenciales seguidores, y por tanto, te da más números para poder llegar a ser 

Instagrammer?  

• Actualmente también hay un movimiento de body positivism bastante fuerte, asi como no 

llevar maquillaje,y no dejarte influenciar por lo que digan los demas. Y cada vez más 

instagrammers defendeis este movimiento, y os dejáis ver sin maquillaje y en pijama, por lo 

que comentábamos antes de mostraros como personas reales y cercanas. Sin embargo hay 

instagrammers, no muestran este tipo de contenido “detrás de las camaras” y siempre se 

muestran perfectas, ideales y felices. Crees que es mostrarse siempre con una vida perfecta, 

se puede considerar como que no es auténtico y que no puede ser real?  

• Otra cosa que hace muchas instagrammers, es dar gracias a sus seguidores por sus logros, 

porque al fin y al cabo las instagrammers debéis vuestro éxito a vuestros followers. ¿Crees 

que dando gracias te ganas la confianza de tus seguidores? ¿crees que fortalece los 

vínculos que comentábamos antes? 

• Por ultimo, para nuestra tesis estamos utilzando un modelo que se llama TEARS model. 

Este modelo consta de 5 factores que en principio juegan un apel clave para que los 

influencers consigan conectar con sus seguidores y establezcan vinculos emocionales. 

Estos factores son: credibilidad, experto/profesionalidad, ser atractivo, respeto, similaridad. 

¿Cual es más importante para tí? ¿Podrías ordenarlos del 1 al 5, en función de su 

importancia? 
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B.4 EXPERT INTERVIEW TRANSCRIPT - ANABEL HERNÁNDEZ 
 
Main insights of the conducted in-depth interview to Anabel Hernández (@anabelhernandz), a 

fashion Instagrammer with 280K followers. The interview was conducted on the 13/04/18. The 

column on the left shows the minute and second of each statement made by Anabel.  
 
0’:00” Q&A – MAIN INSIGHTS 

3:05 Is it frustrating when there are people that does not have respect for your work, and does not 
recognize being an influencer as a real job? 

3:45 People just see the final product. hat people do not see is that maybe from this picture I am posting there 
were like 2000 shots, you spent like 2h to choose the best shots, that you have sent it to all your friends to 
verify which is the best shot. Then once you choose one picture and you edit it with the best filters, you send 
it to your manager, the manager sends it to the brand, then the brand needs to also approve it, and then finally 
I post the picture. And it is not only the picture, there is also the copy. The copy is what you write below the 
picture. And you can’t write whatever you want, the brand tells you more or less what you have to write. 
Obviously, you have some freedom to write the copy with your own style, but the hashtags and the information 
about the product needs to be there and sometimes they also change the copy. 

4:48 How many pictures you post are paid collaborations, and how many are pictures you post just 
because you like them? 

5:32 Not everything I post are advertorials. There are posts that maybe you think it’s not a collaboration, but it 
actually is. There are some brands that doesn’t demand much, and this is cool because we don’t like that all 
our publications look like advertorials. But of course, there are other pictures which is clear they are an 
advertorial and followers realize it. (…) It depends on the month, some months you have more campaigns 
that others. (…) The more campaigns I do, it’s better for me because it is more money, and then I would post 
more advertorial pictures. 

7:20 If I like a product, for example a pair of sneakers, I take a picture of them and then I post them, it does not 
mean they I’ve been paid for doing so. Sometimes I just like them, the picture is nice and then I post it because 
I like it not because I am being paid. 

8:35 Other times, brands send me products and I just post them if I like it. There are many things I receive that if I 
don’t like them, I don’t post them. 

8:52 Sometimes to generate some content for your followers, I share them on my Instagram stories saying “do you 
want to see what I have received? And then I show the products and sometimes I tag the brand and other 
times not. If I really like the product or if it is something expensive, in order to be grateful to the brand, I tag 
them. 

9:40 Do you believe it can be confusing for followers to differentiate when it is a paid collaboration and 
when it is not? 

9:50 Yes, there are sometimes it is difficult to differentiate, specially followers that doesn’t have much knowledge 
about this “world”. For me it is really easy to identify if it is a paid collaboration or not. If there is a hashtag, for 
sure it is paid; also, it depends on how they show the product. 

10:24 It is also the possibility that they offer you to go on a trip, and the brand pays you for all the trip costs and 
expenses, in exchange of a post. Then don’t pay you money itself, but they pay for the trip. Then I need to 
determine if it pays me off to go on this trip. Most of the times, on this t rips, I also generate content and 
movement on the account. 
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12:45 There is an expert in marketing, India White, who states that there is a limit on how many 
collaborations you can do in order to be trustworthy. If you share too many positive collaborations, 
you can reach a point where your followers start questioning the veracity of what you share. What do 
you think about this limit? 

13´:43 There is no limit on how many collaborations you can post. If I could, I would post collaborations every day 
and I would get a lot of money. I wish I could do that, and then I would figure it out how to make these 
collaborations look natural. 

14:26 What is true is that, when I’ve had different campaigns at the same time, I try to talk with brands to explain 
that in between two advertorial pictures, I have to post 2 other non-advertorial pictures in order to “let 
Instagram breathe”. 

14:53 I try not to post two advertorial posts together. But I’ve done so if are pictures from totally different campaigns. 
If I post a picture with Puma and the next one of L’Oréal, there is no problem. One picture would be at the 
gym or showing an outfit with the puma shoes, and then the next one would be a picture of just my face. 

15:22 But if I have two make-up campaigns, specially to respect the brands, I don’t post two pictures together. (…)  It 
also depends on the contract, if they pay more, they can have exclusivity. 

18:00  This week you posted a video about your morning routine, and some people were commenting that 
you were not actually showing your routine, instead you were just promoting L’Oréal products. Why 
you think this happened? Do you think you should have been clearer on the heading, for example? 

18:22 Yes, you are absolutely right. The issue here is that they are not paying me enough to put their brand on the 
heading. But it is true that in order to avoid this kind of comments I should have written in the heading “Morning 
routine with L’Oréal”. 

18:50 Actually, they were only paying me to promote their hair conditioner. And all the other creams I showed on 
the video, it is actually true I use them every morning. One product I also use and that I didn’t showed on the 
video, is a product from KIKO Milano. Because it is obvious, if I am doing a video for L’Oréal I can’t start 
showing products from one of their biggest competitors. I could show other creams from other brands that are 
not direct competitors, but not from KIKO which is a direct competitor. 

19:25 Those products are actually the ones I use every morning, and they were not paying me to promote them. 

19:40 It gets a point where followers believe that everything you show it’s a paid collaboration. And 
followers by reading the heading of the video, generated some expectations, and then it was 
something else 

19:55 Yes, but at the end, this is my job, I am getting paid for doing this. Actually, I only had to talk about the hair 
conditioner, nothing else. 

20:25 Two weeks before posting the video, I did some Instagram stories explaining that I was going to try the product 
to see how it worked, because “I’m actually from Pantene”, I always use Pantene products for my hair. And I 
explained in the Instagram stories that I was going to try it to see if it was true that the conditioner repaired 
my hair. 

20:55 They actually just paid me to make the video, not to try it. But I personally, before saying on a video how good 
is this product, I wanted to try it myself. 

21:06 There are a lot of influencers out there that explain how good is a product without even trying it. Many times, 
I have lost campaigns, and money, because I haven’t tried the product. I even flighted with my manager 
regarding this. But I don’t want to lie to my followers, if the product is not good I’m not going to say that I like 
it. And the L’Oréal product I really liked it, it’s awesome. 

22:23 Most of the times I say on Instagram stories, I am going to try this product, and then I’ll let you know my 
experience. One time a brand of protein shakes, wanted me to write how good was the product without even 
trying it. I had to tell them I was not going to do so, and I they wanted me to do so, they would have to wait 2 
months so that I could have time to try it and see if it was actually so good. 
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23:20 What I explain is that I have received the product and I am going to try it. This way I am not lying to anyone. 

25:30 Now that Instagram is oversaturated with multiple influencers, why do would you say that 
differentiates you from other influencers? 

25:44 I think… being natural/authentic. I am the same as I show on my Instagram, or on interviews... If you meet 
me in person, you’ll see I am exactly the same person. Sometimes if I am doing stupid thing and I feel like 
sharing them on Instagram stories, I do it. It is true my Instagram it’s my working tool and I can’t share 
everything, I am not going to share I video where I am super drunk, you know. 

26:20 Before, I used to upload on stories more stuff, but now little by little I am being more professional on Instagram 
stories and I control more what I share. 

26:42 It is all about being authentic. For example on when I went to the fashion week, I met I girl that she was the 
worse, because she didn’t wanted to share things that wasn’t super top. I went for some drinks with her, and 
she was like, “no this I can’t share it with my followers”. And I am like, you’re just having one drink, what is 
the issue about this? 

27:10 There are many Instagrammers that have their Instagram exclusively as a working tool, and they don’t share 
something unless it is super cool. This avoids to show the Instagrammer naturality/authenticity. 

27:25 For example, when I was in Milan for the fashion week, I was in the hotel looking for the gym but I could not 
find it, and I just decided to share on my Instagram stories that I was lost in the hotel looking for the gym. 
Then followers start messaging me laughing, asking me if could find it, and then celebrating when I finally 
could find it. Other instagrammers instead, just share their trips, collaborations, products they received and 
super cool things they do. For example you check @lovelypepa Instagram, and you just only see pure work 
related content, and sometimes this perfect cool lives are boring for me, I don’t care. 

29:00 Instead, you see @dulceida and she is more like me. She’s been 9 years working on this, and she makes 
more or even more than @lovelypepa, but her personality and how she shows herself, she is much more 
natural/authentic, she has way more fans, but why? Because she shows herself as she truly is , natural. Not 
everything is so fake, she is a normal girl and I think this is also the success of @dulceida. 

29:30 So you are saying the Instagram stories is a key element to show you as authentic. With our thesis 
we are exploring if showing yourself as authentic, real and down to earth, establishes stronger 
connections with followers because followers can feel identified with you 

30:00 Definitely yes. Instagram stories is way more than a key element. Just by sharing an Instagram story, you can 
lose or win a lot followers. For this reason, you need to be really careful of what you share. 

30:45 There are more sensible topics, like football teams, independence… Of course you can always give your 
opinion, but you need to stay out of this topics, because then you get harmed and lose followers. 

31:10 I’ve seen many profiles, that doesn’t post much pictures on their feed, but they post loads of stories and 
maybe just by the stories they have around 200k followers. 

31:18 Instagram stories is something natural, on real time, and people likes to see what you are doing on real time. 

31:30 Do you belive that Instagram stories are replacing traditional gossip TV programs and magazines? 
Do you think gossiping is an important factor for using Instagram? 

31:55  Yes, definitely. I am a big fan of Fernando Torres, and before I used to buy all the magazines or watch on 
TV what he was doing. Nowadays, it is as easy as checking his isntagram. There you will be able to see what 
he is doing, where is he going, everything.  

32:30 And not only Instagram is replacing gossip TV or magazines, but also all the TV as a whole. You can now 
spend hours in your bed just checking Instagram. Also the first thing I do when I wake up, and most people 
do, Is to check the Instagram, to see what is going on. I just spent few minutes looking at pictures, until I truly 
wake up. 
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34:00 We feel it is really curious, the “yaya rafalita” boom (her grandma), how did all this started? 

34:15 Hahahah This is a good question, I wasn’t expecting this. It all started on an super casual Instagram story of 
me explaining that I was hanging out with my grandma. As my grandma she is so funny and natural, I suddenly 
received like 3000 messages about my grandma. Its crazy. And people like her not just because she is funny, 
but I also received some sentimental messages like “wow your grandma reminds to mine…” “how cute is your 
grandma” this kind of messages that then I think, wow I am making someone else happy. 

36:25 I also pick her up from church, I go with her to do the groceries, and this way people see I am also a real and 
normal person, I am not made out from plastic. 

36:35 From my personal life I only show my grandma, I don’t show my mum ,sometimes my sister. But I would never 
show my boyfried, because I don’t want people to get into my personal life. Just my grandma, but because it 
is not something you can dig in and make up histories about it. (…) I am one of the instagrammers that expose 
less about my private life. 

38:58 For example @dulceida shows everything about her life, family and friends. I don’t do this. Just my grandma 
and not all of her, just certain things. 

39:45 I can show myself as real and authentic, and show how I am, what I do, without necessarily exposing my 
family. From my private life, really few people knows about it. I prefer to do it this way, because I don’t like 
people commenting on my personal life. My followers need to know about my looks, myself, and they need 
to follow me for who I am, not for who is my family or who is my boyfriend.  

40:50 Do you think anybody can be an Instagrammer? And expose your life to public scrutiny? 

41:12 Absolutely not. People can’t imagine how can I get criticized by doing something or a stupid thing. But over 
time, you get used to this. But it is something you can’t avoid, people will always talk about you. Not anyone 
can bare so much comments and critics. 

42:25 I try not to get influenced by bad comments. At the begging it affected me more, but now I don’t really care 
about what people say. Good for them. 

43:00 I get a lot of comments saying, “I wish I had so much time to go to the gym…” “I whish….” The best thing I 
can do is not answering back and get over it.. 

 44:00 We’ve seen that you are invited to the fashion week of Milan, London and Paris, where you can get 
insights of upcoming trends, do you take ideas from there to create your outfits? 

44:15 Yes, definitely. This fashion shows anticipate what is going to be trendy, and they are a good source of 
inspiration. But you actually don’t need to go to the fashion shows, you can check them out afterwards online 
or you can online the colors that will be trendy next season, you can also read the VOGUE. 

45:05 Do you consider yourself with expertise in the fashion field? 

45:36 Yes. Taking into account that I have studied a higher degree in styling and fashion and I am everyday going 
to show rooms, fashion events, catwalks. I am continuously in fashion and I get to know what is going to be 
trendy and getting inspired. 

46:22 Do you think you create new trends? So that you followers want to buy the clothes you wear? 

46:32 Every day, with all the clothes I wear, on my pictures and on the Instagram stories, I receive messages asking 
the brand. From the nail polish, the eye liner, a necklace from my grandma. Followers ask about everything, 
every day. 

50:13 Do you think physical attractiveness is a gateway to having more followers and become an 
Instagrammer? 
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50:26 Unfortunately, yes. But if you are also just pretty, and you only show your pretty face on Instagram stories, 
and your perfect body, you get a lot of followers, but brands don’t really like it. In a long term you need to be 
something more to maintain and increase your followers. 

50: 15 We are also comparing profiles of Instagrammers that are more focused on showing nice outfits,  with 
other ones that focus more on showing their body. 

51:50 I don’t think that @goicoechea can be seen as a fashion inspiration. Which profile will you check more often 
@dulceida or @goicoechea? Taking into account that @goicoechea its way more physically attractive than 
@dulceida. I would check more often @dulceida. The @goicoeche profile is not a fashion one, you can see 
she is a model, that can influence people because she has a lot of followers, but yeah she became famous 
for the provocative pictures she was posting. 

52:40 Would you say that people can consider that she is not authentic because she always appears super 
perfect on all pictures? And that followers would perceive that more authentic profiles are more 
engaging? 

53:18 Yes, of course. You can take your phone now and check my Instagram, the last picture I posted where I am 
in a bikini, than a picture of my face just looking to the left. On the picture of my face, I have an innocent face, 
which the background is a casual situation just having a coffee. Making a comparison among them, the one 
that has more likes, is the one of my face. For starters, you would think that I would get more likes on the 
picture of the bikini, but it was not the case. 

54:04 Then I realize that the pictures my followers like, are natural and authentic pictures. Maybe it is because they 
are just jealous, or they see you as fake and then don’t like the picture. 

55:10 I have 75% of followers female and 25% male. The % for @goicoechea I guess would be the other way 
around. 

55:25 We’ve have seen that many Instagrammers are grateful with followers 

55:38 Yes… but I never say it. I think I should say it more. But at the same time, to whom I am saying thank you? It 
is a little weird. But for example, to my official fan club, yes. I always say thank you to them, and every time 
take a picture or comment about me, I always write them and say thanks for supporting me. This fans club, 
they are too good, they have been there for 3 years, always supporting me, and sometimes they find pictures 
of me that I didn’t knew they existed. I even congratulate her on her birthday. 

57:35 For the thesis we are using the TEARS model, trustworthiness, expertise, attractiveness, respect and 
similarity. Could you tell us which is more important for you in order to generate follower 
engagement? 

59:42 It is not here, but I think the most important is Authenticity and having your own personality. People need to 
know you,and being authentic is key. For example a profile with an strong personality, @gigivives you identify 
easy how is she, and you see she is different from others. So authenticity is everything. Second is similarity 
by being close to followers. Third credibility. Forth attractiveness. Fifth. Six respect. I feel it is better to say 
thank you individually to the persons that are always there, instead of saying thanks to everyone. People feel 
more identified if you interact with them and say thanks directly to them. 
Uhm… change respect for credibility. If you interact and gain the respect of a follower, this one will be there 
for ever, because you have stablished a connection with him/her. 
Authenticity, similarity, respect, expertise, credibility, ttractiveness. 
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APPENDIX C - NETNOGRAPHY 

C.1 SAMPLE OF INSTAGRAMMER PROFILES 
 

# Name Account #followers Category 

C.2 Aida Domenech @dulceida 2,3M - 

C.3 Paula Gonu @paulagonu 1,7M Public Figure 

C.4 Jessica Goicoechea @goigoechea22 957K - 

C.5 Nina Urgell Cloquell @ninauc 783K Art 

C.6 Maria Pombo @mariapombo 751K Personal Blog 

C.7 Anabel Hernández @anabelhernandz 281K Public Figure 
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C.2 AIDA DOMENECH - @DULCEIDA 
 

C 2.1 Profile 
 
#followers: 2,3 M 
#average pictures per day: 2 
#average likes per picture: 162K 
#average comments per picture: 708 
#average videos per month: 4 
#average views per video: 645K 
#average comments per video: 2.000 
 
 
 
 
 
 
 
 
 

Which pictures have the most likes? 
● Pictures with her wife 
● Pictures with other famous Instagrammers 
● Pictures traveling  
● Traveling + wife 
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Which pictures have the least likes? 
● Brand collaborations. Specially product images where she doesn't appear 
● Landscapes, or pictures where she doesn’t appear.  

  

Which pictures have most comments?  
● Pictures with her wife → 1.888 comments 
● Pictures with other famous Instagrammers → 5.265 comments 
● Controversy with a picture she posted in South Africa having a bath → 3.170 comments 
● When she asks for the follower’s opinion in comments → 2.270 comments 
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Picture with another couple of Lesbian 
Instagrammers that have 1.4M 
followers, @calleypocheoficial 
(5.265 comments) 
 
 
 
 
 
 

 

“MY FAVORITE COUPLES IN ONE IMAGE, 
SO MUCH LOVE YOU SPREAD, I LOVE 
YOOOOU” 

 

 
“Do you hear me screaming from happiness??” 

 

 
“AHHHHHHHHHH I LOVE THEEEEEM” 

 

 
“Now I can die in peace” 
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Picture simply asking 1 or 2?, in 
terms of which picture followers 
like the most.  
(2.270 comments) 
 
 
 
 
 
 
 
 
 

 
 
 
 
Followers answering 1 or 2 depending on which picture 
they like the most.  
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Which videos have the most views? 
Most videos are teasers of her Youtube videos 

● Video about body positivism → 1.026K views 
● Videos with her wife → 1.094k views 

Caption style  
● Combination of long and short captions. She also combines spanish and english.  
● When doing a brand collaboration, the caption is longer, she mentions the brand and uses 

hashtags of the campaign. 
● In some captions she addresses to her followers 
● She mentions her friends on pictures and the photographer 

 

 

 

 

“💄MARBELLA💄 On friday 6th of April I’ll be at 
the shop Primor in La Cañada with 
@rimmellondones from 18 to 20h and I’LL WAIT 
YOU ALL  THERE # Can’t wait!! I hope to see 
you all there $🌹 #dulceidaxrimmel” 
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Likes and comments in the first 10 minutes  
5.250 likes in the first 3 minutes → 14.110 likes in the first 10 minutes 
67 comments in the first 3 minutes → 125 comments in the first 10 minutes 

 
How much focus on paid brand collaborations? 

● Approximately 70-75% of the posts are paid collaborations with brands. 90-95% if we take 
into account her own brand @dulceidashop 

● Brands are always tagged on the pictures, or on the caption. Sometimes hashtags of the 
campaign are included.  

● She doesn't directly specify if the post is an ad using #ad or #advertisement. 
 
Topics 

● Traveling 
● Events she attend or activities she does 
● Photoshoots showing outfits  
● Her wife, friends and family 
● She appears on most of the pictures, but includes some landscapes and product images.  
● Teasers of her new videos on youtube 

 
Follower-influencer comments 

● Idolizing the Instagrammer 
● Asking her to come visit them to their city, asking her to answer comments 
● Answering the questions she asks on the caption 
● Tagging friends and commenting something about the picture 
● Asking where the clothes come from, the makeup she uses, how to do her hair styles etc. 
● Fans defending the Instagrammer from trolls and haters 
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😍😍😍😍😍😍😍😍 
“beautiful idol💖👏💗🌹” 
“You are perfect!!!” 
“Gorgeous” 
“Wooow @dulceida if looks could speak, this one 
with no doubt would express a magic world” 
“precious” 
“how cool is it!!!!!” 

 

“Come more often to Málaga please 😍😍😍 
@lourdesbmartin” 

 “When are you going to do a tutorial about easy 
hairstyles? 

 

“Is this bag also from @dulceidashop?” 

 

“I love your outfit!! I will have to buy this collection. 
You look beautiful  

Influencer-follower comments 
● On every picture she responds to 1-5 comments from followers 
● She often responds to comments from haters. Her wife also answers to haters. 

 

 
“Aida can you send me birthday wishes please, 
today I turn 18” 
 
 
“@patriciaguilsanchez happy birthday my love❤” 

 

 
“When we’ll have the tickets for the 
dulceweekend?!!!” 
 
“@neusjuanquiles very sooooon” 

 

 
“How much are you getting paid for this 
advertisement?? it is really worth it to promote a 
ultra processed product, full ofs harmful 
substances, like if it was healthy??” 
 
“@elenamar2617 I eat nocilla even if they don’t pay 
me ❤” 
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Followers comments on paid advertorials 
● Nearly all comments referring the brands are positive. There are some exceptions. For 

example when she promotes something that is not fashion/make-up related; like for 
example a processed chocolate spread.  

 

 
 
“Where can I find the Stay Matte??” 

 
“Which product from @sephora_spain is this one?” 

 

“I want those necklaces”   

 

“omg baby, can I buy the new perfume already?” 

 

“I love you dulceida, and I wish you the best with 
your objectives and for doing more exercise. But I 
hope you are not just doing this because Adidas is 
paying you” 

 

 
“How much money you fill in your pockets, huh? 
Since you have the power to reach so many people, 
why don’t you promote the consumption of fruits, 
vegetables and real food? I imagine that in your 
world everything is cool and wonderful, but real 
people we are tired of being cheated. And of 
course, you keep deceiving people.” 

 
C2.2 Instagram Stories 
Average # Instagram Stories per day: 15-20 
Instant shots vs Edited pictures: 75% unedited instant shots 

● Instagram filters? Yes 
● No-makeup selfies/videos? Yes 

How much focus on filler content?: 75% 
How much focus on anchor content? 25% 
How often do they make live videos? She rarely makes live videos 
How much focus on paid brand collaborations?  
Mostly her own clothing brand, own perfume… or events and shootings she attends.  
Most of the times she tags the brand she is promoting on Instagram stories.  
 
Topics 
Dulceida uses instagram stories as a daily Vlog: 
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● Showing her everyday, and her intimacies. She shares nearly everything she does, all the 
events she attends, her trips. 

● She frequently shows her wife, mum, brother, grandma, friends. You can even follow 
different storylines with her different friends and family.  

● She frequently says thank you for the support received from followers. 
● She is transparent on how she edit pictures, and share her tips and tricks with followers 
● She uses stories to announce her upcoming events and youtube videos.  
● She combines unedited instant shots with edited pictures. Most edited pictures are from 

outfits or from travels.  
 

Doing stupid things with her wife Making fun of themselves dancing 

  

Having dinner with friends Trying facemasks with friends, instant vs. edited 
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She at the gym Edited pictures of the outfits she wore at the FW 

  

I 
 
 
ntimate moments with wife, instant vs. edited 

 
 
 
Promoting her own perfume 
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Promoting Rimmel London How she edits pictures 

  
 

Her mum 
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C2.3 Techniques for engagement 
● Give a name to her community of followers. She calls her followers “Preciosos” which 

means “Gorgeous”. With her own clothes brand, she sells merchandise that followers wear.  
● Interact with followers. She responds followers’ comments. She also organizes multiple 

meet-and-greets, and parties with followers.  
● Ask followers’ opinions on comments 
● Giveaways. 
● She is friends with nearly all the “cool” Instagrammers, and show in stories all the plans she 

does with them. 
● She shows nearly everything about her personal life on Instagram stories. You can follow 

storylines with her friends.  
● When showing brand collaborations she knows how to make it look casual and 

spontaneous, while making clear that is a collaboration. She generally talks to the camera 
about he product, instead of just showing still pictures of it.   

● She balances edited pictures with more instant and unfiltered shots  
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C.3 PAULA GONU - @PAULAGONU 
 

C3.1 Profile 
 

#followers: 1,7 M 
#average pictures per day: 1 
#average likes per picture: 250k 
#average comments per picture: 4.500 
#average videos per month: 3 
#average views per video: 1M 
#average comments per video: 5.250 
 
 
 
 
 
 
 
 

Which pictures have the most likes? 
● Pictures with her boyfriend 
● Pictures traveling  
● Traveling + boyfriend 
● Her face 
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Which pictures have the least likes? 

● Brand collaborations. Not all of them, but most of them.  

 
 
 
Which pictures have most comments?  

● Birthday picture→ 15.200 comments  
● When she releases limited edition products from her own clothing brand @paulagonushop  
● When she asks for the follower’s opinion in comments 
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Picture announcing a new release 
on her own clothing brand, a 
lifeguard swimsuit. Lifeguard items 
are limited editions she releases 
from time to time (e.g. hoodies or 
caps). 
The picture is also a paid 
advertorial for a chewing gum 
brand.  She also asks followers to 
express their mood in the 
comments with emojis.  
(10.200 comments) 
 

 

 
“Can’t wait to have the swimsuit, you can’t 
imagine how much I want to buy it” 

 

 
“Wooow, I love the swimsuit!! This smells like 
summer” 

 

“I’m gonna buy this swimsuit for sure” 

 

“I already have the hoodie, but I also want the 
swimsuit, and if you make the bikini, I’ll want it 
as well”  

 

 
“Is the swimsuit also gonna be limited edition 
like the hoodie? I hope it is not because I’m 
never able to get one hoodie” 
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Followers expressing their mood with emojis 
on the comments section, as Paula asked 
them to do on the image’s caption   
 

 
 
 
 
 
 
 
 
 
 
 
“{HEEEY LET 

ME KNOW WHICH IS YOUR MOOD WITH 
EMOJIS, THAT I DON’T KNOW HOW ARE YOU 
DOING ++}” 

 
Which videos have the most views? 

● When she does funny things, and makes fun of herself 
● When she dances with her boyfriend (#paulexmoves) 
● When she makes videos dancing with her “twin”. She duplicates herself (#twinsgonu) 
● Twins + boyfriend dancing 
● When she recorded a song to celebrate a million followers 
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Caption style  

● Long captions in spanish.  
● She writes to her followers explaining how is she doing, funny things about the picture, 

announcing new stuff 

 

“This look catches me 🎶| Good night from the 
other side of the ocean!! Here we start the 
second day at #coachella with @rimmellondones 
🙈 {Raise your hand in the comments if you want 
me to dare more with the look today hehe++}” 

 

“March has always been my favorite month♥| But 
this… this one will be fire for my heart (and yours) 
🔥 TELL ME IN THE COMMENTS WHAT IS 
HAPPENING THIS MARCH ++ {Thank you for 
letting me love you so much and devote you my 
time🐭}” 

 
Likes and comments in the first 10 minutes  
25.210 likes in the first 4 minutes → 49.855 likes in the first 10 minutes 
1.262 comments in the first 4 minutes → 2.132 comments in the first 10 minutes 
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How much focus on paid brand collaborations? 
● Approximately 70% of the posts are paid collaborations with brands. 90% if we take into 

account her own brand @paulagonushop 
● Brands are tagged on the pictures, or on the caption. Sometimes hashtags of the campaign 

are included.  
● She doesn't directly specify if the post is an ad using #ad or #advertisement 

 
Topics 

● Traveling 
● Events she attend or activities she does 
● Photoshoots showing outfits  
● Her boyfriend 
● Making fun of herself. For some pictures she post, she also posts the making of, or a bad 

shot on her account without filters @paulagonufails. She tags the fail account, so that you 
can see the bad shot. 

● She always appears in the pictures. No landscapes. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Follower-influencer comments 

● Idolizing the Instagrammer 
● Asking her to come visit them to their city, asking her to read a direct message and answer 
● Answering the questions she asks on the caption 
● Asking where the clothes come from, the program she uses to edit pictures, the makeup 

she uses, how to do her hair styles etc. 
● Fans defending the Instagrammer from trolls and haters 

 
“I adore you ❤ I don’t miss any of your videos and I 
wish you could come to Santander” 
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“Really, how come you are so beautiful, so funny, 
so cute, so everything” 
 
“Paula I can’t love you more, really❤❤” 

 
“I love your clothes and your personality” 

 

“Where is the tee from?, I have one that says AERO 
but is from NY (I am from Barcelona) I know most 
likely you won’t read this comment” 

 

“@Paulagonubitch 2,3 or 4 haters in between 1,6 
millions of followers… I feel sorry for you. Grow up 
and don’t create an Instagram account if you are 
still using a feeding bottle” 

 
“JAJAJAJAJAJA she is hilarious” 

 
Influencer-follower comments 

● TOP 10. For some pictures Paula Gonu makes a Top 10 of comments. So she runs 
through some comments and she selects 10 she likes, and then she posts this TOP 10.  

 
● She also runs through some comments and likes them.  
● She also respond to some follower comments.  

 

Follower: “Hi Paula just seen your video, I feel like a 
teenager because I got emotional with your video, 
and I actually have 34 haha I really like you and you 
make me laugh and forget about my day. A huge 
kiss beautiful, congrats” 
 
Paula Gonu: “Comments like this make me really 
happy, for real 💃 THANK YOU” 

● Someties she uses Instagram Stories to let followers know if she is gonna make a Top 10, 
or like comments or answer comments → “I am getting crazy in the comments on this 
picture xd” This means she is liking and answering comments.  
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Followers comments on paid advertorials 

● Nearly all comments referring the brands are positive 
● Possible brand overshadowing, since even if the picture is her showing the product, most of 

the comments refer to her and not to the product endorsed.  

 “Yesterday I saw your ad on TV”, referring to a 
Rimmel London TV commercial 

 

“The lipstick you are wearing could be the 720? I 
can’t find the 723” referring to a lipstick she was 
promoting 
“@mariagpad_ me neither, and I’ve bought the 720 
and it’s different… none it’s similar to this one. 
Maybe it’s a new color they will release soon…” 

 “Is the pimkie collection sold-out?” referring to a 
clothes collection Paula Gonu designed together 
with the clothes brand Pimkie 

 
“I have it, and everytime I use it, I think of you” 
referring to a hair conditioner from Garnier.  

 

“The other day I bought this lipstick and besides I 
love the color, I also love it because it lasts super 
long. Everytime I use it I think about this picture” 
referring to a lipstick from Rimmel London. 

 
C3.2 Instagram Stories 
Average # Instagram Stories per day: 15-20 
Instant shots vs Edited pictures: 99% unedited instant shots 

● Instagram filters? Yes 
● No-makeup selfies/videos? Yes, she even shares videos in pyjamas 
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How much focus on filler content?: 95% 
How much focus on anchor content? 5% 
How often do they make live videos? 1 per month. Once she spend 24h doing a live video. 
How much focus on paid brand collaborations?  
Mostly her own clothing brand or events and shootings she attends.  
It is not specified if the instagram story it’s an ad or not. Sometimes she tags the brand, other times 
not.  
 
Topics 
Paula Gonu uses instagram stories as a daily Vlog: 

● Showing her everyday, and her intimacies. She shares nearly everything, since she wakes 
up (no make up, pyjamas…) until she goes to bed. She has even cried and shared her 
vulnerabilities on camera. 

● She frequently shows her boyfriend, family, brother and dog 
● She frequently shows unboxings of presents followers send her. And says thank you to 

followers several times.  
● She uses stories to anounce her upcoming events and youtube video 
● Se spent 3 days without posting s single instagram story because she was having some 

issues and needed time for herself. Followers started making up stories hypothesizing what 
could be happening to her. She had to make an instagram story giving explanations and 
denying what people was making up.  

● Making off of some pictures and videos 
● Funny videos making fun of herself 
● Repost of content made by followers. For example she recorded a song, and challenged 

her followers to dance it and put the hashtag #personaguapachallenge. Then she shared 
on her instagram stories some of them 

Showing her vulnerabilities Her mum 

 
She explained that despite she has lots of 
followers, she doesn’t really have so many friends 
in real life. 
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Live video, at home, eating pizza 

 
 
Making fun of herself 

 
 

Sharing #personaguapachallenge from followers Followers waiting for her on an event 
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Ben & Jerry’s Advertorial 

 
 
 
 
 
Rimmel London Advertorial 

  

Unboxing of followers presents Talking from bed, no makeup, just woken up 
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Snap-shots of her hotel room, messy. Her boyfriend also shows up 

 
 
C3.3 Techniques for engagement 

● Give a name to her community of followers. She calls her followers “Personas Guapas” 
which means “Beautiful People”. Which are also her name initials PG, Paula Gonu. With 
her own clothes brand, she sells merchandise that followers wear.  

● Challenges like #personaguapachallenge, were followers are encouraged to dance while 
listening to the new Paula Gonu song, called “Persona Guapa”. The song it’s about having 
self-love and against complexes. She empowers her followers not to care about others 
opinions and to have self-confidence.  

● Interact with followers. She responds and likes followers’ comments, also she does the top 
10. She also organizes multiple meet-and-greets, and parties with followers.  

● Ask followers’ opinions on comments 
● Giveaways. 
● A secondary account with her “fails”, @paulagonufails, to show the not so nice pictures but 

still funny.  
● She loves to make fun of herself, and present herself as an ordinary person with ups and 

downs. She is also a little overwhelmed with fame, but she shares her issues with followers 
instead of pretending that everything is fine and fun.  
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C.4 JESSICA GOICOECHEA - @GOICOECHEA22 
 
C4.1 Profile 

 
 
 
#followers: 957k 
#average pictures per day: 1 
#average likes per picture: 69K 
#average comments per picture: 580 
#average videos per month: 2-3 
#average views per video: 419K 
#average comments per video: 322 
 
 
 
 
 

 
Which pictures have the most likes? 

● Pictures of her face 
● Pictures of her in bikini or with light clothes.  
● Pictures with her boyfriend 
● Pictures posted in special days (e.g. Women Day) 
● Pictures traveling  
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Women Day’s post 

Which pictures have the least likes? 
● When telling that she appears in a magazine cover 
● When she posts consecutively photos that have similar edition and characteristics. 
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Which pictures have most comments?  
● Pictures that generates controversy (e.g. sexual objectification of women) 
● When organizing contests and asking to comment in order to participate.  

 
 
 
Picture in Coachella. Her outfit for the festival was a 
tiny bikini (1.185 comments) 
 
 
 
 
 
 

  
 
 
 

  

 

 

 

 
 
 
 
 

 
“Where are the clothes? @marcatala” 
 
 
“I think this is too much. I’m disappointed with 
you since you are trying to get attention by not 
wearing clothes. Attractive body but…” 
 
 
 
“If I had this body, I would wear this tiny clothes 
even to go buy bread”. 
 
 
 
“You look always gorgeous and I like your 
unique style, but I think this is too much” 
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In the caption she explains that you have to tag 
one of your friends in order to participate in the 
contest.  
(7.544 comments). 

 
Which videos have the most views? 
Videos where she shows her full body, with a sexual component. Some of them are collaborations, 
but some others are just personal videos made by a professional.   

● Video her in bikini→ 253K views 
● Videos with a young fan crying and afterwards she was also crying→ 1.8M views 
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Caption style  

● Short captions sometimes in English and sometimes in Spanish.  
● Sometimes she uses the caption to say thank you to her followers for coming to events 

where she is invited. 
● When doing a brand collaboration, she mentions the brand and uses hashtags of the 

campaign. When she is promoting her own brand  (@goiclothing), she never uses hashtags 

 

 

 

 
 
  
 
 
“I was really looking forward to launch these 
two looks @goiclothing. (Taggins the models 
and photographs)” 
 
 
 
 
 
 
 
“Thank you everyone for coming to the 
reopening of Calzedonia, I’ve loved to meet 
you all!!!” 
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Likes and comments in the first 10 minutes  
3.191 likes in the first 2 minutes → 12.079 likes in the first 10 minutes 
15 comments in the first 2 minutes → 78 comments in the first 10 minutes 
 

  
 
How much focus on paid brand collaborations? 

● Approximately 75% of the posts are paid collaborations with brands. 90% if we take into 
account her own brand @goiclothings.  

● Brands are always tagged on the pictures. Also hashtags of the campaign and tags of the 
brands are included on the caption.  

● She doesn't directly specify if the post is an ad using #ad or #advertisement.  
 
Topics 

● Photoshoots showing outfits and her own brand @goiclothing.  
● Her boyfriend 
● Her dog 
● Traveling 
● Events and activities related to brand collaborations 
● She always appears in the pictures. No landscapes. 

 
Follower-influencer comments 

● Most comments are in Spanish. However, the number comments in English and Italian is 
growing.  

● Commenting about her charm and attractiveness 
● Asking where the clothes come from.  
● Tagging friends and commenting something about the picture 
● Simply commenting by only using emoticons 
● Criticizing her and her job as an Instagrammer.  
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Tagging friends  

 

 
“@irenefontela new look for end of exams party” 
 
 
 
 
“@caaaar_10 this is not normal” 
 
 
 
 

Commenting her attractiveness  

 

“You look like a 80’s girl taken from a videoclip” 
 
 
 
 
“The best” 
 

 

 
“(emoticons)” 
 
 
“Hot (emoticon)” 
 
 
“(emoticon)” 
 
 
“Omg, you look gorgeous” 

Criticism 
 

 

 
 
 “In my opinion, you can have dreams and 
idols, but dreams and idols with certain 
knowledge. I will always think that is a problem 
of our current society to idolize this kind of 
women, which it would be comparable to be 
with someone only for his appearance. 
Moreover, if young children grow up having 
them as their idols, it is even worse. 1 out of 
100000 will achieve a dream to be an 
Instagrammer, in the same line as becoming a 
football player or a model” 
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Influencer-follower comments 
● She only responds to her personal friends, family or other instagrammers, and not even 

always. 
● She hardly never likes any comment.  

 

 
“@mariapombo beautiful Maria”  
(Another Instagrammer) 
 
 
 
 

 

 
”@riverviiperi Gorgeous” 
 
     @goicoechea22 (replying with a lot of hearts) 

 
Followers comments on paid advertorials 

● Almost all the comments refer to her charm and attractiveness. She might overshadow the 
brand.  

 

Collaboration with Puma Comments only making reference to her and not the 
brand 
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C4.2 Instagram Stories 
Average # Instagram Stories per day: 4-8 
Instant shots vs Edited pictures: 85% unedited instant shots 

● Instagram filters? Yes 
● No-makeup selfies/videos? No, she always looks perfect 
● She posts edited videos on Instastories 

How much focus on filler content?: 50% 
How much focus on anchor content? 50% 
How often do they make live videos? Never. 
How much focus on paid brand collaborations?  
Mostly her own clothing brand @goiclothing or events and shootings she attends.  
Most of the times she tags the brand she is promoting on Instagram stories.  
 
Topics 
Jessica uses instagram stories as a daily Vlog: 

● Showing her daily life but always with a certain distance. She hardly nevers talks on the 
videos.   

● Her trips with friends or boyfriend.  
● Her dog always appears. Sometimes she brings her dog with her in shootings. 
● She never shares her family. 
● Videos on Instastories are always super edited. Normally they are about campaigns or 

collaborations (e.g. Calzedonia).  
● She shares drawings of her fans  

 
 

Her dog When in Restaurants 
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With her boyfriend Sharing drawings of her followers 

  

 
Promoting her brand @goiclothing 

 
Outfit of the day 

  
C4.3 Techniques for engagement 

● Sharing drawings of her followers 
● Friends with other cool Spanish Instagrammers, and show in stories and regular posts the 

events they attend together or trips they go together.  
● Short videos that she looks really attractive. She looks more like a model than an 

Instagrammer.  
● Showing her unconditional love for her dog.  
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C.5 NINA URGELL CLOQUELL - @NINAUC 
 
C5.1 Profile 

 
 
 
 
#followers: 783k 
#average pictures per day: 1-2 
#average likes per picture: 21,5K 
#average comments per picture: 123 
#average videos per month: 0-1 
#average views per video: 151K 
#average comments per video: 116 
 
 
 
 
 
 
 

Which pictures have the most likes? 
● Pictures of her face 
● Pictures with other famous Instagrammers 
● Pictures with underwear 
● Pictures in a gala dress 
● Pictures traveling  
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Which pictures have the least likes? 

● Pictures with a message behind 
● Landscapes or photos of nature. 

 

 

 
Which pictures have most comments?  

● Pictures with unusual and fashion style (and her nipples are visible) 
● Pictures with other famous Instagrammers  
● When she asks followers to guess where is the next destination she is going 
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Picture with eye-catching style. Moreover, 
her nipples are visible and people 
commented on this also. (196 
comments) 
 
 
 
 
 
 

 

 
“Nipples” 

  

 

 
 
 
 
“Look Pei, it’s trendy to have your nipples 
marked” 
 
 
“you’re crossing  borders” 
 
 
“#freethenipplemovement” 
 
 
 

 

 
 
 
Asking to comment in this picture where she is 
going on vacation  
(196 comments). 
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Followers answering where they think she is going.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Which videos have the most views? 
From February to March she didn’t post any video. However, on April she posted two videos. She 
does not talk in none of them, although she adds background music. 

● Video her in bikini→ 174K views 
● Videos about her face → 128k views 
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Caption style  
● Super short captions in English.  
● Sometimes she only uses emoticons.  
● When doing a brand collaboration, she mentions the brand and uses hashtags of the 

campaign. 
 

 

 

 
 

 

  

Likes and comments in the first 10 minutes  
1.467 likes in the first 2 minutes → 6.368 likes in the first 10 minutes 
5 comments in the first 2 minutes → 25 comments in the first 10 minutes 

  
 
How much focus on paid brand collaborations? 

● Approximately 85-90% of the posts are paid collaborations with brands.  
● Brands are always tagged on the pictures. Also hashtags of the campaign and tags of the 

brands are included on the caption.  
● She has started to specify if the post is an ad on the top of the top, the same place as you 

can write the location. 

 “Sponsored by yesiambycacharel” 
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Topics 
● Photoshoots showing outfits 
● Artistic pictures 
● Home decoration 
● Landscapes 
● Pictures with message 
● Traveling 
● Photoshoots showing outfits  
● Concerts and events 

 
Follower-influencer comments 

● Many comments are in English. Her audience is more international.  
● Commenting about her charm and attractiveness 
● Asking where the clothes come from.  
● Tagging friends and commenting something about the picture 
● Simply commenting by only using emoticons 

 

Commenting about her attractiveness Tagging friends 
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Influencer-follower comments 
● She only responds to her personal friends, family or other instagrammers, and not even 

always. 
● She hardly never likes any comment.  

 

 
“@marc_laface is her brother” 
 
 
 
 

 

 
”@mariapombo another popular Instagrammer” 
They are saying that they love each other.  

 
 
 

 
 

Followers comments on paid advertorials 
● Nearly all comments referring the brands are positive. She usually promotes brands 

according to her personal style.  

 

 
“I’ve just tried the perfume and it smells super 
sweets, like the Fantasy perfume” 

 

“Which trousers models is this one? (Referring to 
the Levis she is wearing and promoting” 

 

   

 

“They fit you perfectly” 
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C5.2 Instagram Stories 
 
Average # Instagram Stories per day: 3-6 
Instant shots vs Edited pictures: 100% edited instant shots 

● Instagram filters? Yes 
● No-makeup selfies/videos? Yes, but with filters always 

How much focus on filler content?: 15% 
How much focus on anchor content? 85% 
How often do they make live videos? Never 
How much focus on paid brand collaborations?  
Events and shootings she attends.  
Most of the times she tags the brand she is promoting on Instagram stories.  
 
Topics 
Nina uses instagram stories as a picture gallery: 

● Showing her daily life but always with artistic captions.  
● She hardly never shares her family 
● She never speaks on the videos 
● Most of the videos includes background music  
● Travels 
● She uses stories to promote brands and support paid posts on their feed.  
● She uses stories to announce her upcoming events.  
● All the stories are edited pictures. 

 

Photo frames most of the times Art on her instastories 
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Creative promotions of brands Lyrics of songs as captions 

 

 

 
Landscapes 

 
Outfit of the day 
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Telling followers she’s going on vacation 

 

 

 
 
 
C5.3 Techniques for engagement 

● She defines her account as an Art Gallery. She cares a lot about the quality of the photo 
and also the fit within the style of her profile. .  

● Low interaction with followers. She is starting to ask questions to her followers through 
Instastories 

● She is friends with nearly all the “cool” Spanish Instagrammers, they attend events together 
or they travel together to exotic destinations (paid by brands).  

● When showing brand collaborations she tries to be creative and artistic with the posts. 
Even they are paid posts, she maintains the essence of her style.  
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C.6 MARIA POMBO - @MARIAPOMBO 
 
C6.1 Profile 

 
#followers: 751k 
#average pictures per day: 1 
#average likes per picture: 65k 
#average comments per picture: 294 
#average videos per month: 2 
#average views per video: 391k 
#average comments per video: 311 
 
 
 
 
 
 
 

 
 
Which pictures have the most likes? 

● Pictures with her boyfriend 
● Pictures in bikini 
● Pictures with other Instagrammers. They are also friends.  
● Special events like weddings 
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Which pictures have the least likes? 

● Landscape photos or food photos. 

Basically when she doesn’t appear in it.  
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Which pictures have most comments?  
● When she writes clever captions about topics that followers are also interested in (e.g. TV 

shows).  
● A contest which a requisite for 
participation is to comment on the photo.  
 
 
In the photo caption, she writes a quote 
making reference to a famous Spanish TV 
show (Operación Triunfo). It was not very 
explicit, but when followers realised, they 
started tagging friends.  
(775 comments) 
 
 
 
 
 

Comments translated) 

belen_juncosa: “Look at the comment (laughing 
faces)” 
 
 
clarguezb: tagging other follower 
 
 
 
merchi_cp03: “jajajaja, look the photo caption” 
 
 
_mariiacr_: “Mimi out of my class, you are 
hindrance, bye. Only you know how to may the 
combinations” (obs. this comment is repeating the 
funny caption that Maria Pombo has already 
written) 
 
lafu87: “you say this for Morata jajaja” 
 
belent03: “they are copying us” 
 
 
patricia_mediavilla: “the photo caption jajaja” 
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In the photo caption, she is asking to 
comment and tag friends as a requisite 
to participate in the contest.  
 
(99.900 comments) 
 
 
 
 
 
 
 

Which videos have the most views? 
● When she appears with her boyfriend 
● When she draws something that she is actually wearing in the video (e.g.rings) 

  (1M views) 

   (638k views) 
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Caption style 
● Short captions normally in English, with emoticons, tagging the brands she is promoting 

and the photograph who took the photo 
 

  

 

 
 
Likes and comments in the first 10 minutes  
10.486 likes in the first 4 minutes → 19.217 likes in the first 10 minutes 
70 comments in the first 4 minutes → 105 comments in the first 10 minutes 

 
How much focus on paid brand collaborations? 

● Approximately 75% of the posts are paid collaborations with brands. 85% if we take into 
account her own brand @tipitent.  

● Brands are tagged on the pictures and on the caption. Moreover, hashtags of the campaign 
are almost always included.  

● Recently, for promotion of international brands, she has begun to specify if the post is an 
ad using  the hashtag #ad.  
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Topics 
● Outfits 
● Travelling 
● Her boyfriend 
● Her family 
● Friends 
● Festivals and concerts 
● Photoshoots showing outfits  

● Landscapes (of destination countries) 

   
 

 
Follower-influencer comments 

● Tagging other friends in order to comment the photo together.  
● Commenting about her charm and attractiveness 
● Asking where the clothes come from and the makeup she uses 

 
 
 

leireprieto_ I’m jealous (tagging friends) 

beatriztegui_ (tagging friends) Like you jajaja 

anita_velez Look at the comment (tagging friends) 
 
 
 
 
 
 
 

jaime_crispin9 Beautiful 

manudeluis_ oh my god 

javidiez1 oh god! What a style, elegance, you are the most 
beautiful girl. You have good genes 
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Influencer-follower comments 

● She hardly never replies to fans, but sometimes she likes the comments.   
● She replies to her friends, boyfriend or other Instagrammers 

 
 

 

 
 
 

 
Followers comments on paid advertorials 

● Nearly all comments referring the brands are positive and followers get inspired of the 
outfit. 

● Possible brand overshadowing, since every time she endorses a product, she publish in the 
same post firstly one photo of her and secondly the photo of the product. Then, most of the 
comments refer to her and not to the product endorsed.  

    

glambydc: what shoes are you using? 

mariacurb: where did you bought the jacket? 

paula_docal: where did you bought the boots? 

Replying to @pablocastellano86 (her boyfriend): 
I love you more <3 

Replying to @lauraescanes (another Instagrammer): 
you are intellectually gifted 
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Comments: 

caarlosabad_ beautiful 

alivallaure (lovely face) 

rachelbleu4 Bella 

mariablazquezm love it 

bellabrocks the most beautiful! 
 
 
 
 
 
 
C6.2 Instagram Stories 
Average # Instagram Stories per day: 8-12 
Instant shots vs Edited pictures: 95% unedited instant shots 

● Instagram filters? Yes 
● No-makeup selfies/videos? Normally with makeup 

How much focus on filler content?: 85% 
How much focus on anchor content? 15% 
How often do they make live videos? 1 per month or every two months.  
How much focus on paid brand collaborations?  
Mostly her own clothing brand (tipitent) or events and shootings she attends.  
Sometimes she shares the link that directs you to the brand site. Also, sometimes she tags the 
brand, other times not.  
It is not specified if the instagram story it’s an ad or not.  
 
Topics 
Maria Pombo uses instagram stories as a daily Vlog: 

● She shows her everyday, and her intimacies. She shares nearly everything she does, all 
the events she attends, her trip, when is doing sport, when she is having lunch, etc. 

● She frequently shows her boyfriend, sisters, cousins, sometimes parents and her cat. Her 
sisters are also starting to become popular on Instagram.  

● She uses stories to ask her follower’s opinion doing a poll.  
● She uses stories to explain funny things about her and asking whether their followers have 

the same issues.  
● She frequently says thank you for the followers they support her against her haters. 
● She uses stories to announce her upcoming events and youtube videos.  
● She hardly never edits her stories. However, she uses filters in her face and she normally 

adds captions and locations in the photos or videos. 
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Doing sports with her personal trainer Showing that finally she is eating healty 

  

 
Announcing that she just posted a new pic 

 
Showing her boyfriend and friends 
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With her cousins She is in love with her cat 

  

Outfit of the day Promoting Levis several times 
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Asking followers’ opinion 

 

  

 
She playing with her sister and cousins 

 
       Clarifications of her opinion 

 
 

  
      
 
 
 

Translation: 
“I always upload the best 

photo, the one I looks better, 

with no visible cellulite. Not 

everything is as beautiful as 

it seems. All influencers (and 

not influencers) publish the 

photos which we look our 

best. It’s really important to 

not be obsessed. Perfection 

doesn’t exist!!!”. 
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C6.3 Techniques for engagement 
● Her two sisters have become popular on Instagram due to appearing in Maria Pombo’s 

content. Now they are called the “Pombashian”, a funny Spanishized nickname making 
reference to the Kardashian’s sisters from America. Sometimes when they publish photos 
together they mention this alias. 

● Sometimes she shows followers’ comments on her stories in order to express gratitude 
towards them. Also, she organizes meet-and-greets from time to time, more often in 
summer, to know them.  

● Whenever she is recording content, she starts by saying “Hola Chicos” (Hi Guys) making 
reference to all community, both girls and boys.  

● She asks followers’ opinions on comments. 
● She is friends with many “cool” Instagrammers, and shows in stories and also in her feed 

them and all the events they attend together.  
● She is very consistent with the kind of topics she show on Instagram stories. Her followers 

know that she is a fries lover, that she has a cat as a pet, that she very often organizes 
plans with her cousins, etc.   

● She shows nearly everything about her personal life on Instagram stories. You can follow 
storylines with her friends.  

● She loves to make fun of herself by saying how clumsy she is or how little luck she has 
sometimes. She present herself as an ordinary person with ups and downs.  

● When showing brand collaborations she knows how to make it look casual and 
spontaneous, while making clear that is a collaboration. However, she never talks directly 
about the product, she normally explains the features on a comment.   
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C.7 ANABEL HERNÁNDEZ - @ANABELHERNANDZ 
 
C7.1 Profile 

 
#followers: 281K 
#average pictures per day: 1 
#average likes per picture: 12.3K 
#average comments per picture: 56 
#average videos per month: 3 
#average views per video: 85K 
#average comments per video: 70 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Which pictures have the most likes? 
● Pictures where she attends to the spanish version of the Oscars or other cinema events 
● Pictures with her Grandma 
● Her face 
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Which pictures have the least likes? 

● Brand collaborations. Specially product images where she doesn't appear, or where you 
can’t see her face. 

 
Which pictures have most comments?  

● Pictures where she attends to cinema events → 133 comments 
● Some pictures of outfits followers seem to like → 137 comments 
● Pictures with cool hairstyles → 131 comments 
● Her hace → 120 comments 
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Which videos have the most views? 
Most videos are either  teasers of her Youtube videos or boomerangs  

● Teaser of a morning routine. A little controversial because was a brand collaboration of a 
shampoo and followers expected something else by the teaser 

 
 
Caption style  

● Combination of long and short captions. She also combines spanish and english.  
● When doing a brand collaboration, the caption is longer, she mentions the brand and uses 

hashtags of the campaign. 
 

  

 

“PAAAM! This is a facemask for DIVAS! 
@glaglow 
¿Have you seen the stars and all the glitter? It’s 
so cool! And when you take it off it leaved your 
face clean! ★ FIRMNESS ★ LIFTING ★ TENSE 
#glamglowspain #glittermask #mascarillas 
- 
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Ps: you can buy it at Sephora 😎 

Likes and comments in the first 10 minutes  
127 likes in the first 39 seconds → 2.665 likes in the first 10 minutes 

0 

comments in the first 39 seconds → 8 comments in the first 10 minutes 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
How much focus on paid brand collaborations? 

● Approximately 90% of the posts are paid collaborations with brands. 
● Brands are always tagged on the pictures, or on the caption. Sometimes hashtags of the 

campaign are included.  
● She doesn't directly specify if the post is an ad using #ad or #advertisement. 

 
Topics 
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● Traveling 
● Events she attend or activities she does 
● Photoshoots showing outfits  
● Gym pictures 
● Moto GP 
● She appears on nearly all of her pictures 

 
Follower-influencer comments 

● Idolizing the Instagrammer 
● Asking her to answer comments 
● Tagging friends and commenting something about the picture 
● Asking where the clothes come from, the makeup she uses, how to do her hair styles, gym 

routines etc.  
● Fans defending the Instagrammer from trolls and haters 

 

“Anabel you need to upload more stories, I love 
them. By the way, where is your bag from?” 

 

“@anabelhernandz please I beg you you read and 
answer my comment. PLEASE YOU WILL MAKE 
ME SUPER HAPPY. IT IS MY DREAM PLEASE” 

 

“When you go to the gym, you always do the same 
exercises?” 

 
“Every day you get better olé. Very sublime 
beautiful” 

 

“@anabelhernandz so beautiful, I always love how 
you dress, kisses from Badajoz Extremadura. 
Where is the coat from??” 

 
“I love your grandma! What a lovely women” 

 
“@98omar hahaha I can see you don’t know her at 
all, I have nothing else to say” 

 

 
“When will you make a video with your grandma??” 

 
“Which products will you recommend me for oily 
skin?” 

 
Influencer-follower comments 

● On some pictures she responds to 1-5 comments from followers, and from her fans club 
 



 207 

 

“beautiful!” 
“beautiful! I want to see you” 
 
“It is ideal, huh? you would love it!” 
 
“I have explained on stories that it leaves your skin 
with a lifting effect, and super soft!  ❤” 

 

“@eli_fitness Thank you beautiful! No, 
@jesusdepaula has made my awesome braids” 

 
 
 
 
Followers comments on paid advertorials 

● Generally, comments referring to the brands promoted on pictures are positive. There are 
some exceptions. For example the teaser the morning routine. Followers were expecting a 
real morning routine but it ended being a promotional video of L’Oréal. 

 

 “Anabel I loved the video” 

 “I have never seen somebody waking up with make-
up” 

 
“Start working that fame lasts 4 days” 

 
“No routine… This video is more for promoting 
L’Oréal than a morning routine” 

 

“Beautiful @anabelhernandz the necklaces you are 
wearing are from @bylia_jewels but which is their 
name? I can’t find the one that it tight to your neck. 
Thanks a lot beauty!” 

 “Beauty I love your bikini” 

 
“I'll buy it for sure!!!!” 

 
“How much are you getting paid for this picture for 
us to buy? 3000€?” 

 
C7.2 Instagram Stories 
Average # Instagram Stories per day: 10-15 
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Instant shots vs Edited pictures: 90% unedited instant shots 
● Instagram filters? Yes 
● No-makeup selfies/videos? No 

How much focus on filler content?: 90% 
How much focus on anchor content? 10% 
How often do they make live videos? She never makes live videos 
How much focus on paid brand collaborations?  
Events and shootings she attends, or products she receives.  
Sometimes she makes posts a paid collaboration picture, and then she gives more information 
about the product on instagram stories.  
Most of the times she tags the brand she is promoting on Instagram stories.  
 
Topics 
Anabel uses instagram stories as a daily blog, but she doesn’t share as much content as other 
instagrammers.  

● She shares selected things from her everyday. She shares more content when she is 
travelling. 

● She shows the events, fashion weeks and showrooms she is invited.  
● She frequently shows her grandma and some friends. She would never share something 

about her boyfriend.  
● She uses stories to announce her upcoming events,youtube videos and new posts.  
● Most of the stories and instant snapshots of what she is doing, but she sometimes post 

edited images. 
● She shares her two big passions, MotoGP and her favorite football team Atlético de Madrid 
● She shares workout routines and some of what she eats. 
● She also shares random things that happen to her 

 

Announcing her new post At the gym 
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Promoting Yves Saint Laurent 

 
Promoting Au Revoir cinderella shoes 

  
 

Having fun with friends MotoGP 

  

Moments with family Moments with her grandma 
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C7.3 Techniques for engagement 

● Interact with followers. She responds to some followers’ comments.  
● Giveaways. 
● She always talk to the camera explaining what she is doing and her life pretty much. 
● She doesn’t matter showing the not so nice side of things. She also shares random funny 

things that happen to her.  
● When showing brand collaborations she generally talks to the camera about he product, 

instead of just showing still pictures of it.   
● She shows multiple times her grandma. She has even created an Instagram account for 

her grandma @yayarafalita with 3.582 followers.  
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C.8 CALCULATION OF AVERAGES 
 
In order to calculate the average posts per day, average number of comments, likes etc. we have 
created and spreadsheet listing all the likes/views and comments of all the pictures/videos posted 
from February until April.  
 
This is an example for @dulceida: 

 
 
The complete spreadsheet can be found here: 
https://docs.google.com/spreadsheets/d/1vCCnmFMZHoDkpDGFrFDFspEKRTI_MUDYu4sjRF37
UxY/edit?usp=sharing 
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APPENDIX D - FOCUS GROUPS 

D.1 OVERVIEW OF FOCUS GROUP PARTICIPANTS 
 
Group Name Age Occupation Followers Following 

Focus 
Group  

1 

Elisabet 
Fogueras 

23 Law Student 174 258 

Gemma Garcia 23 Chemist 562 474 

Gisela Rovira 23 Master Student 305 496 

Olga Rossell 24 Nutritionist 365 336 

Laura Ramon 22 Nursery Student 466 386 

Focus 
Group  

2 

Berta Muntané 24 Marketing intern 896 1114 

Mireia Ventura 24 Consultant 483 432 

Claudia 
Medina 

24 Consultant.  3 years experience 
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D.2 FOCUS GROUP GUIDE 
 
0. INTRODUCTION 
0.1 Welcome: 

• Introduce moderator and assistant (My role as moderator will be to guide the discussion…) 

• Introduce the topic 

o The results will be used for … 

o Your were selected because ... 

0.2 Guidelines 
• No right or wrong answers, only differing points of view 

• Yes/No answers are not allowed 

• We're tape recording, one person speaking at a time 

• We're on a first name basis 

• You don't need to agree with others, but you must listen respectfully as others 

share their views 

• Talk to each other 

0.3 Participant presentation 
• Name 

• Age 

• Occupation 

 

1. GENERAL QUESTIONS 
• How often do you check Instagram? Why?  

• For what do you use Instagram? 

o Do you use Instagram mostly to upload pictures and follow other people? 

• How is instagram part of your routine? how often do you look at your feed? 

• Why do you follow fashion Instagrammers you don’t know in real life? do you like the 

pictures or comment? 

o Do you “stalk” Instagrammers without following them? why? 

• Did you followed/stalked/know any of the instagrammers we are analyzing before? which 

one? why? what do you like the most of her? 

 
2. ACTIVITIES 
You have been following the 6 instagrammers for 2 weeks now... 
Can you pick one, and define her in 3 words.  (no repeat between participants)  
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2.1 Activity 1 - TRUST 
• What makes you trust an instagrammer? 

o Which one do you trust the most? why? 

o Which one do you trust the least? why? why you don’t truly believe her? 

o Do you trust the content they share? Do you see them as honest, credible, sincere, 

transparent and real?  

• what about the “behind the scenes” content they share on instagram stories? so you think it 

as more transparent, real, credible? 

• Influencers make a living out from the brand collaborations. Does the amount of 

collaborations affect the credibility and honesty of the influencer? 

• ¿How should an Instagrammer be in order to be considered honest? 

 
2.2 Activity 2- EXPERTISE 
So you might have seen that instagrammers are invited to fashion shows, showrooms, some of 

them have their own clothes brand, or collaborate designing clothes for other brands… So they are 

highly involved in the product category 
• Do you feel that they have expertise in fashion? why? why not? 

• Do you think they are an appropriate source of information and advice? why? why not? 

• In your opinion - what does it mean to have expertise in fashion? 

• Would you consider they create new trends? 

• Have you ever bought an item you saw on an Instagrammer? Or discovered a new brand 

thanks to the instagrammer? 

• Have you ever bought at 21 buttons? 

 
2.3 Activity 3- PHYSICAL ATTRACTIVENESS 
Since Instagram is a visual based platform, where Instagrammers self-present themselves on 

pictures and short videos… 
• which role do you think plays the physical attractiveness of the instagrammer? 

o Do you agree with the statement “Beauty is a greater recommendation than any 

letter of introduction? 

§ first step to get attention? helps to get more followers? 

o why do you think most followed accounts are from physically attractive 

men/women? why? why not? 

o do you think physical attractiveness plays a key role on follower engagement? 
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• Which of the 6 instagrammers is more physically attractive? why? 

• which of the 6 instagrammers is more authentic? why? 

• what do you think is more imp authenticity or physical attractiveness, for follower 

engagement? why why not? 

o Would you rather like a picture where the Instagrammer looks perfect and divine, or 

a picture where it looks not so perfect? 

o What do you prefer profiles where Instagrammers self-presenting themselves 

always perfect, or authenticity, understood as being perceived as real human 

beings, down to earth and close to their followers. ? 

o Instagrammers who self-present themselves not as perfect as one would expect from 

a celebrity, could generate more follower engagement? 

o Do you believe the more physically attractiveness can lead to less authenticity? 

 
2.4 Activity 4- RESPECT 
refers to the quality of being admired or esteemed due to one’s overall accomplishments or personal 

qualities. Celebrities are respected for their acting ability, athletic prowess, appealing personalities 

etc…. 
• Do you use the number of followers as an indicator of respect?  do you follow an 

instagrammer based on that? why? which other factors you take into account? 

o “If has so many followers it is for a reason” - bandwagon effect 

o number of followers vs. personality 

o Have you followed someone because you thought the profile was interesting, but then 

you stopped following it because was too annoying?  

• Do you translate number of followers into an indicator of recognition of her accomplishments. 

Do you consider an instagrammer is an opinion leader?  

• Do you also respect an instagrammer by their personal qualities and standpoints? 

 
• Since instagrammers owe everything to their fans, a common practice among Instagrammers 

in order to strengthen the relationship with followers and their popularity, is to interact with 

followers (comments, likes, meets and greets etc), and be grateful with them. Do you think 

being grateful shows respect? 

• Do you think you could be an Instagrammer? and thus expose your live to public scrutiny? 

do you respect the ones willing to do so? 

• Do you consider being an instagrammer as a real job? do you respect this profession? 

o What do you think about haters?  
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2.5 Activity 5- SIMILARITY 
• DO you think instagram stories showing Instagrammers daily life, and them as “real” people, 

helps followers to feel identified with them? 

• connections between similar people occurs at a higher rate than among dissimilar people. 

Do you feel some kind of similarity with any of the 6 instagrammers we examine? why? why 

not? 

• in a context of oversaturation of information, with loads of influencers sharing content at the 

same time, Do you think instagrammers are using instagram stories as a tool to build stronger 

connections with followers / intimacy? comparing to the pictures on the feed? Why?  

o Instagrammers may increase the chances of being perceived as similar through 

instagram stories.  Since they present themselves as ordinary people doing ordinary 

stuff and, it can be easier for followers to relate to their own situations.  

• which is the relationship with the instagrammers you follow? do you feel you know them more 

than just supercifically? do you feel close to your favorite instagrammers? have you ever had 

instagrammers in your dreams?  

o this connections between followers and instagrammers are called parasocial 

interaction 

• Sice followers feel so close to instagrammers, do you think it has an impact on the 

Instagrammer persuasion power?  

o do you feel different instagrammers influence you in a different way?  

o if you have a close “relationship” with instagrammers you perceive as similar, do you 

think they influence you more than other instagrammers with whom you don’t feel 

attached to? 

 
2.6 Activity 6- FOLLOW UP 
Our conceptual framework is based on the TEARS MODEL which stands for Trustworthiness, 

Expertise, Attractiveness, Respect and Similarity.  
• Which for you is the most important attribute for follower engagement?  

• Could you order from the most important to the least, the 5 attributes? in order to generate 

follower engagement 

• Would you change a letter/attribute in order to better adapt the model to the current online 

reality and focusing on follower engagement 
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D.3 FOCUS GROUP 1 TRANSCRIPT 
 
Main insights of the first focus group conducted on the 21/04/18. The column on the left shows the 

minute and second of each statement made by the participants. Accidentally, Focus Group 1 was 

recorded in two audios separately.  Therefore, the first audio will be referred as A1 and the second 

audio as A2. 

 

0’:00” MAIN INSIGHTS 

A1  

01:43 How often do you check Instagram? and for what? 

01:57 I check Instagram every day and when I have free time.  

02:03 Me too. I check it more times than I would like to. Instagram is like a “drug”, it is super 

addictive.  We would be surprised about the total hours we spend on this application. For 
instance, I realise that I’m always looking on Instagram when there isn’t any new 

Instastories in my feed; I have already seen all of them a few minutes before.   

02:32 It has overtaken Facebook since you find out more relevant news on Instagram. I don’t 

use Facebook anymore. If I would have to rank social platforms, the order would be the 

following: (1) Instagram, (2) Facebook, (3) Twitter. But for sure, Instagram is the app that 

I open more times throughout the day. Even when I’m at work.  

03:14 For what do you use Instagram? For upload your pictures or to see others’ 
pictures? 

03:24 Both. (Talking in a funny way) Well this girl sitting next to me, she only uses Instagram to 

gossip, she never ever uploads any picture.  

03:40 After we will talk deeply about Instastories, but increasingly people post more 

Instastories than regular posts on their feeds.  

03:47 I think this is because Instagram sets a certain picture quality. Because the more quality, 

the more likes on your photo. Meanwhile, on Instastories the quality does not matter that 

much and I feel more relaxed about posting whatever with less pressure. Now, it is 

possible also to save your Instastories, I love it! Moreover, if you want, you can post your 

past Instastories again in your feed as highlights.  
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05:16 Why do you follow fashion Instagrammers you don’t know in real life? Do you like 
their pictures, do you comment on them? 

05:27 I like the quality and how they make the photos, I find them very original and creative. 
Also, I follow them to gossip and to know about their personal life. I only like on 

@dulceida’s photos, some of the others Instagrammers I only stalk their profiles without 

even following them. I feel that they publish exaggerated photos, however, I like to see 

their outfits and get inspired from their looks.  

06:04 Can you pick one Instagrammer each and describe her in three words? 

06:26 @ninauc: her appearance is simple but stylish, and she loves herself.  

@goicoechea22: it comes to my mind the word perfection, perfect life, and also I feel 

she brings a  lot of light 

@anabelhernandz: sporty, a youthful image and energy, and self-confident.  

@paulagonu: annoying; I feel that she has poor self-esteem, mainly for the mental break 
she suffered and she had to stop posting for a while; and also I think she copies other 

Instagrammers, for instance in Coachella she copied @dulceida’s eye make up and now 

she is always using this kind of makeup. 

@dulceida: positively she is a real person and she always show herself as who she is, 

with no mask. On the contrary, I think she exposes her real life too much  

(to be continued on the other audio) 

A2  

00:01 @dulceida: she is very modest also or this is what she tries to reflect to her followers.  

00:18 (TRUST) What makes you trust an Instagrammer?  

00:56 I trust an Instagrammer when she is modest and when she shows her more human side. 

Basically, when she doesn’t try to lie to her followers, when she is transparent about her 

life.  

01:44 You believe more on them when they do similar things as you, when they have a 

comparable life. Also when they don’t show themselves as perfect, for instance, 

@goicoechea22 is unreal, I do not associate myself with her at all. On the other hand, I 

feel that @dulceida is more like me, I feel closer to her. But at the end is if you see 

yourself reflected with her to some extent (keeping distances).  

02:25 What about the “behind the scenes” content they share on instagram stories? 
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02:50 I feel sometimes they are annoying. All of them are using the “dog filter” and it seems 

that they have low self-confidence because they don’t want to show her real face without 

any filter. 

03:10 I like better the ones that they do not share to many instastories. Then, since they are 

not uploading stories all the time, I look forward to them. For instance, I get bored of 

@paulagonu’s instastories, at the end, I don’t even listen what she is saying.  

03:45 Does the amount of collaborations affect the credibility and honesty of the 
influencer? 

04:10 This affirmation may be true when they are collaborating at the same time with brands 

that they are offering similar products. Also, the more times they change their 

collaborations (e.g.last year l’Oreal and the current year Pantene), the less credibility.  

05:00 Sometimes they defend that they are the ones who choose the brand to collaborate with. 

But this affirmation makes me also doubt because in my opinion they choose the 

campaign with the highest deal.  

06:13 (EXPERTISE) Do you feel that they have expertise in fashion? why? why not? Do 
you think they are an appropriate source of information and advice? 

07:11 @Mariapombo, @dulceida and @ninauc know about fashion. But @paulagonu started 

as a youtuber and now she has her own brand thanks to her popularity and not for her 

knowledge about fashion.  

07:51 I don’t think being an expert in this world is something innate, it comes with the 

experience. However, I have to confess that I enter to their profiles to look at what they 

are wearing and copy them. I like @dulceida because she has a clear and distinctive 

style.   

09:21 In general, they have the power to revive old fashion styles or make popular particular 
clothing items. Most of the clothes they wear are soon sold out. I think that now I dare to 

wear new styles thanks to get inspired by her outfits. Now there is a new Instagram 

feature that it enables you to buy clothes items directly from the app.  

10:38 Have you ever bought an item you saw on an Instagrammer? Or discovered a new 
brand thanks to the instagrammer? 

11:00 Yes, you discover new brands thanks to them, but sometimes they are not affordable for 

everyone. At an early stage, they used to wear cheaper and affordable brands such as 

Zara. Nowadays I cannot afford to buy their outfits.  
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11:42 (Physical Attractiveness) Which role do you think plays the physical 
attractiveness of the instagrammer? Do you agree with the statement “Beauty is a 
greater recommendation than any letter of introduction? 

12:15 It’s the first step to get attention and it helps to increase the number of followers. But 

most of them are not very tall and have a sculptural body. So it’s not everything, you also 

need to be self-confidence and natural. @ninauc and @goicoechea22 are the prettiest, 

but they never talk on her stories because they are shy and less extroverted than the 

others. This is one of the reasons why the number of @ninauc’s followers is stuck. All 

the other Instagrammers are growing so much faster and they are reaching her level of 

followers.  

13:25 Everyone (also me) publish the photos that they look their best. You will not upload a 

photo where all your defects can be seen. Also, I always modify a little bit my photos 

before publishing. For instance, I change the saturation of the image to look more 

tanned and the light of the image to look thinner.  

14:01 Do you think physical attractiveness plays a key role on follower engagement? 

14:35 No, you need to further connect with followers. They increase their number of followers 

when they are closer to them and when they tell them about their daily lifes, including 
both accomplishments and failures.  

14:45 There are many beautiful women on Instagram, so being physical attractive is not 

synonym to have success on this platform. For instance, @paulagonu has an account 

where she publish ugly photos of her and making fun of herself. I think this creates more 

engagement than a regular picture where you cannot see any physical defect.  

15:25 I think @mariapombo is  authentic thanks to the content she publish through 

Instastories. She is super natural  while explaining her day routines, her holidays with 

her family and her boyfriend, etc.  

16:34 Would you rather like a picture where the Instagrammer looks perfect and divine, 
or a picture where it looks not so perfect? 

16:42 Not so perfect. It is not necessary to reach the point of perfection, because at the end 

you notice that is photoshop. And also if she looks extremely perfect, then I feel bad 

about myself and I stop following her.  

17:29 Do you believe the more physically attractiveness can lead to less authenticity?º 
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17:45 Yes, the more perfect she shows herself, the more unreal she looks like. This is because 

everyone has defects and in a daily life no one seems as beautiful as they look on the 

photos. With this kind of perfect pictures, they transmit that they are always happy and 

this cannot be possible. It reaches a point where you don’t believe them because 

everyone has a bad day with a bad face. 

19:47 Do you use the number of followers as an indicator of respect?  Do you follow an 
instagrammer based on that? why? which other factors you take into account? 

20:36 Not for having more followers, you have to respect them more. Also, because it is said 
that it exists the possibility to buy likes and followers.  

21:09 Personally, I don’t care about their size of audience. However, for them, the number of 

followers is an indicator of her success.  

21:38 I think the ratio of likes to followers is a better indicator. For instance, @ninauc has not 

many likes taking into account her number of followers.  

23:03 What kind of photos do you like the most on their profiles? 

23:10 Selfies NO. Neither photos where only appears part of their bodies without showing her 

face, like @ninauc.  

23:30 Do you think an Instagrammer is an opinion leader? 

23:34 Yes and more with adolescents as then they try to imitate them: making videos with the 
dog filter, copying their movements. Sometimes I spy on the comments and I’m shocked 

about what followers write: saying how much they love her, that she is their idol,... 

25:01 Yes, it is a reality. I am surprised how they have become opinion leader and they have 

this strong persuasion power because I am wondering whether they have a personal 

effort and merit compared to other celebrities such as athletes or actors. I have the 
feeling that right now we are in the boom of Instagram, but in a few years this bubble will 

explode. .  

26:06 But, how do you explain that nowadays brands prefer Instagrammers rather than 
models? 

26:40 That’s true. I think it’s because the message reaches you more directly, you have the 

feeling that you know more those Instagrammers because you are daily following their 

life. They are closer to you than a model.  
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28:30 Do you think being grateful shows respect? 

28:44 Yes, it is the minimum they can do. Thank all their followers is the minimum they can do 
because they are where they are thanks to them. What I cannot ensure if they are being 

honest when they say it, but at least they do it. But there’s no need to say it every day as 

@paulagonu 

29:19 Do you think you could be an Instagrammer?  

29:44 Personally, I could not be an Instagrammer as I feel a lot of pressure even when I post a 

photo on my profile. You have to be mentally strong to be an Instagrammer. I wouldn’t 

like to expose my life to a public audience where everyone comments on what I’m doing.  

30:39 Do you consider being an instagrammer as a real job? do you respect this 
profession? 

30:45 I respect them of course, following the watchword that “everyone is to do what they like 
in the way they like”.  

What I do not like is that at the end they earn so much money, more than teachers that 

they educate, doctors that they save lives, etc. and this is not fair.  

31:41 Yes, now I considered that it is a real job. However, it took me some time to accept it, it 

was weird at the beginning. For instance, in China now there is a university degree to 
become an Influencer. So maybe it is the future! 

32:46 What do you think about haters? 

32:57 Good if they are respectful, but it is what it is. You have to accept it at the end, you have 

also haters without being an Instagrammer, so imagine. One of the main reasons is 

because people are jealous about their life  

33:26 Do you think instagram stories showing Instagrammers daily life, and them as 
“real” people, helps followers to feel identified with them? 

34:40 @paulagonu is a great example. Instastories content helps on closeness with followers, 

more than a static picture. However, with @goicoechea22 Instastories I do not feel 

closer to her, I think she thinks about it many times before publishing a single 
Instastories.  

36:05 I think nowadays are more important Instastories than posting a photo on your feed 

because with the new Instagram algorithm you only see advertisements on your feed. 
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On the other hand, Instastories are on the top of the screen, so then everyone can see 

it.  

37:12 @mariapombo sometimes shows the before and after editing a photo and it changes a 

lot. But it’s good that they show the reality and how they edit it in order to get a perfect 

picture.  

37:54 Which is the relationship with the instagrammers you follow? Do you consider 
you a fan? 

38:04 No, we are just stalkers. I could be a fan of a model, an actor or a football player but not 
of an Instagrammers. I feel they are normal people as me, but with more followers. The 

“fan phenomenon” has not arisen on me personally. I think if we were younger, we would 

be more fans.  

40:40 Since followers feel so close to instagrammers, do you think it has an impact on 
the Instagrammer persuasion power? 

41:15 Yes, mostly on places they go then you are also attempt to go. For instance, restaurants, 

clubs, theatre, etc. And about clothes the same.  

But they do not influence in my thoughts, mostly only recommendations. 

42:30 (TEARS MODEL) Could you order from the most important to the least, the 5 
attributes in order to generate follower engagement? 

43:30-

54:24 

(They struggled a lot with ordering the attributes. It took a long time and there were 

some contradictions. ) 

Trustworthiness because they have to be real and honest with your followers. Then 
similarity,, you will be seemed closer to them.   

Attractiveness opens the door to the fame, but you need to connect emotionally with 

your followers in order to succeed.  

Expertise is not super relevant because in fashion is not that relevant, everyone with 

time can be an expert. In other fields like fitness, this attribute gains more important.  

The least important attribute is Respect because before I didn’t pay attention on the fact 

that they are being grateful to their fans, so for me it’s not relevant.  
I would like to point out Self-confidence and self-esteem is very important always.  

And that people like to gossip, therefore, the more personal and intimate content, the 

more follower engagement.  
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D.4 FOCUS GROUP 2 TRANSCRIPT  
 
Main insights of the second focus group conducted on the 22/04/18. The column on the left shows 

the minute and second of each statement made by the participants.  

 

0’:00” MAIN INSIGHTS 

01:13 How often do you check Instagram? and for what? 

01:20 Even though I don't really like to admit that, I check Instagram everyday and mainly 

when I'm getting bored and I  have nothing else to do. I'm not an active user myself 

because I don't post many pictures, but I really use it  to gossip and also just to see what 
everyone else is doing. 

01:40 I use it everyday every time. When I wake up is the first thing I check, then at work I also 

have to check Instagram but for work purposes and then at night is the last thing I do 

before going to sleep. 

02:08 Before I used to check the posts throughout the day, but now I focus more on the 

Instagram stories. Because now there's so much content out there and especially now 

that we have this new algorithm from Instagram,I prefer to check out the Instagram 

stories and if I'm interested, then I go to the profile and I check the posts. 

02:50 Are you now more interested on what they post on the Instagram stories, or on 
the content they post on their feed? 

02:56 They are more human on Insta stories than on pictures. On pictures they always look 

super perfect and ideal, I am not saying they don’t look like this on Instagram stories, 

because they always try to record themselves from the best side and with the right  
lightning, but when they talk on instagram stories, I perceive them as more human and I 

believe them more.  

03:28 I don't agree I feel it's ridiculous. When for example I'm checking the Instagram stories 

and some instagrammer starts showing a  lipstick, I even turn off the volume so that my 

boyfriend can’t hear that I'm watching this kind of videos, because I feel it's just 
ridiculous 

03:40 Is it possible that if you like more an Instagrammer you feel it is less ridiculous?  

03:42 For example Nina UC, she doesn’t record herself talking, so for me it’s ok. 
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04:07 But despite you fell the instagram stories are ridiculous, you still watch them. 
right? 

04:09 Yes of course I watch them to gossip 

04:12 So you feel it's ridiculous because you don't want your boyfriend to hear that 
you're watching this stuff? or for other reason? 

04:15 I feel it's just ridiculous the fact of talking to the camera, like to whom are they talking to? 

04:20 I like it because they show their human side. I mean they don't just show lipsticks on 

Instagram stories. For example @dulceida, I didn't like her on the pictures, but then I 

started checking her Instagram stories and also watch her YouTube videos, and I could 

see she seemed like a nice person, human, close, down to earth...And then I decided to 

follow her. 

07:00 So then, for what you mainly use Instagram? 

07:03 I follow many more than this 6, and I follow them for inspiration, to get ideas from the 

clothes they are wearing. I also like to see the places they go and the restaurants where 

they eat. 

07:36 Yes, I am also interested on thet the restaurants and cafes they go to.  

08:00 Honestly I don't use Instagram for checking influencers I I just care about what my close 

friends are doing, and maybe it's like the 2% of the content I see on Instagram is coming 

from Instagrammers.  

08:10 Ok, but this 2% of Instagrammers you follow, why do you follow them? 

08:13 I started following @ninauc because I felt she was a really nice girl and just to check out 

what she was doing. I also follow @alexisren, she has a perfect life and I follow her just 

to see how perfect is her life and to dream about having her life too. Also to see how fit 

they are and to motivate myself for going to the gym. But they don’t inspire me much. 

08:55 I don't totally agree because they actually inspire me. But the ones that inspire me are 

the ones that I feel they  are more similar, well...not 100% similar to me, but because 

they are more natural and “normal” despite they have thousands of followers. For 

example @goicoechea22 I'm not going to check the restaurant she's going because she 
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doesn't catches my attention. But I check the restaurants @ninauc goes, Because she's 

from Barcelona, she's our age and we have something in common. She's closer to me. 

09:30 Which of the 6 Instagrammers we are analyzing did you followed before? 

9:40 I followed and unfollow them several times. For example I started following @dulceida 

Because I thought she was a nice girl. But then she started showing all her travels and 

her perfect life and I decided to stop following her. But then after while I followed her 

again. I also followed @ninauc. But don't really want to follow Instagrammers that are 

famous because of they have been dating a famous football player or famous actor... I 

don't really want or I don't really feel like following them. 

11:02 Why you follow and unfollow them? 

11:10 Because they have idealized life and I'm working sitting at my office, looking at a 

computer, and I just get tired of their super cool lives and I just stop following them. And 

despite @dulceida has earned her fame, it annoys me this ideal world and then I stop 
following them.  

11:34 I only follow @mariapombo. I have never followed @ninauc or @dulceida but I stalk 

them  from time to time. I followed @paulagonu for a long time, when she started, and I 

have to admit that I saw all her Instagram stories but then I realized that she was mainly 

focusing on younger teenagers so I realized I was not her target and then I stopped 
following her, because I was no longer interested. But @mariapombo like her especially 

because on her instagram stories she shows herself as a normal/common person. 

13:35 I like much better Instagramers that doesn't show all the time they have a perfect life, 

and instead, they also show pictures or stories with their family or their friends. These 

kind of content, entertains me much more than idealized lives.  

14:08 What makes you trust and  Instagrammer? 

14:15 In my opinion if they are natural human and close, I don’t like if they believe they are 

divas just for having thousand of followers. Also I don't like if they are promoting stuff all 

the time because I don't feel it's credible if they are promoting different lipsticks every 
week. 

14:35 Which one do you trust the most? Which one do you trust the least? why? 
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14:42 The one I trust the most is @mariapombo, I also trust @ninauc because she only 

collaborates with brands she truly like, I feel she is selective when doing collaborations, 

and this gives me trust. @Anabelhernandz I feel she is zero credible, because she is not 

my style, maybe it is not so related with this, but as she is not so similar to me, I don’t 

trust her so much.  

15:20 I trust in @dulceida Because she already has her own business and I feel she 

collaborates with brands she truly likes because she already has another source of 

income, so to speak.  

16:20 what about the “behind the scenes” content they share on instagram stories? is it 
more credible than the pictures on the feed? 

16:25 Yes. For example @dulceida, on her Instagram stories she shows a lot of before and 

after pictures, or pictures where she doesn't look so nice. She doesn't mind showing 

herself not so perfect, like also @paulagonu does.  

17:12 I’ve never bought something they were showing. I don’t think I am influenced by them.  

17:18 In my opinion they don't influence me in something in particular, but for example if I start 

seeing a lot of pictures from different Instagrammers with a specific kind of bag, then 

maybe I would say “oh it's cute and I'm going to buy it”,  and then I would look for a 
similar bag, but not necessarily the same brand they are promoting.  

17:28 Also when they share restaurants if they look good then I will just save them 

somewhere, like saving the picture on Instagram. Later on when I want to go out for 

lunch, I would check this restaurant and if I like it, maybe I would go there  

17:45 Have you discovered any fashion brand thanks to Instagrammers? 

17:52 Yes, I’ve discovered new brands, and I’ve been close to buy.  

18:42 Does the amount of collaborations affect the credibility and honesty of the 
influencer? 

18:57 Yes. Because I know that they have been paid for showing this products and it makes 

me doubt. For example now there's a shampoo that a lot of Influencers are promoting at 

the same time, and I'm not going to buy this shampoo.It makes me doubt if everybody 

loves it or not.They are not showing the  product in a natural way, they are showing it as 
if it was a TV advertisement. 
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19:46 If they make a lot of collaborations of the same thing, for example only makeup, it makes 

me doubt and I ask myself like okay, “but which is actually your favorite brand?”. But for 

example if they promote clothes, makeup,perfumes then this is more credible because 

they are different things. I don't believe when they promote the same product but from 

multiple different brands.  

20:19 Do you feel that they have expertise in fashion? why? why not? 

20:42 Yes. But it depends a lot on the Instagrammer. In my opinion @goicoechea22 and 

@anabelhernandz are not stylish. But I understand, that there is people who matches 

with their style so for their target, they definitely are fashion experts.  

22:38 @paulagonu dresses really casual, with jeans and a t-shirt. The other ones, like 

@ninauc has a more sophisticated style, and you can see she spends time in curating 

their outfit. Paula gonu instead, she wears really casual clothes.  

22:52 do you believe that in order to consider an Instagrammer as an expert, needs to 
dress like with an “elevated” style? Not with clothes you would wear on your 
everyday? 

23:02 Definitely yes. And the brand they wear doesn’t affect my perception. I can consider 

them as a fashion reference wearing Zara for example, it doesn’t need to be an 
expensive brand. It's all about the clothes they choose and how they combine them. But 

I do believe that @paulagonu can be a reference on fashion for teenagers, since I have 

a teenager sister and all her friends dress like Paula, and they love it. It influences.  

23:55 I do believe @paulagonu it’s a reference in fashion for her target. It's not just a T-shirt 

and a pair of jeans, is a T-shirt a little bit bigger, with certain messages, the shorts are 
shorter on on the back... I mean I do believe it's fashion trend, and @paulagonu 

influences it.  

24:30 I also will consider as more expert in fashion, if the clothes they wear are not brand 

collaborations. Usually if they tag the brand it’s because they are promoting it and got it 

for free. Also if they tag a brand I don’t know, then I check the profile of the brand, and I 
see other influencers on the pictures, then it is clear is a paid collaboration. 

25:00 Do you feel it’s difficult to differentiate when it is a paid collaboration and when it 
is not? 

25:07 Yes, I think they should indicate it crearly. Some instagrammers use the #ad, but 

spanish instagrammers don’t use it so much.  
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25:45 @Ninauc most of the times she doesn’t tag where the clothes come from, and this 

makes me believe that it is not a paid collaboration.Otherwise there's no interest from 

brands to give them clothes. And you compare it with other instagrammers that are 

constantly tagging Brands and it's clear that what they show are paid collaborations. 

26:46 Honestly I don't spend so much time thinking if it's a paid collaboration or not. I assume 

some of the clothes they show will be a collaboration, but I don't really spend much time, 

like I don't really care because it's something I take for granted.  

27:04 It also depends on the context of the picture if you see a picture that is super staged, 
then you know it's a paid collaboration, but maybe if it's a picture more casual with their 

brothers or sisters or whatever, then maybe this is not a collaboration. 

27:20 Well I don't totally agree with you because it's also hidden. Most of the times, the brands 

when they specify to Instagrammers  what they have to do when wearing the clothes, 

they also say that they want them to do it the more casual as possible, so that followers 

don't realize it’s paid. 

29:26 Do you believe Instagrammers are replacing traditional media? like fashion/gossip 
magazines or TV programs?  

29:50 100% now I just use Instagram and Netflix as sources of entertainment. Before I used to 

buy fashion magazines but now I don’t know exactly why, but I no longer buy them. Now 

I just check Instagram and this already fills my free time. So I would rather buy a book 

and read it than buying a fashion magazine, because the content I already have it online. 

You can get to know what it's going to be trendy this year without needing to buy a 

fashion magazine.I already to get these kind of information from Instagram. 

30:48 Which role do you think plays the physical attractiveness of the instagrammer? in 
terms of attention and follower engagement? 

31:08 I think that a beginning physical attractiveness is really important, in order to get 

followers and just to get famous. But now this is not so important. And it's more 
important to show yourself as natural and authentic. For example yesterday I was 

checking some bikinis online at Oysho, and I saw that they had some stretch marks on 

the legs, I mean the models were not perfect and I think that now there is a movement 

“anti-perfection”. Before there was more photoshop than reality. And I truly believe that 

now it's not so important to be beautiful and super hot, and it's more important to be 

natural and real. Especially in order to generate engagement, because you see yourself 

reflected on them. 
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32:10 I agree with this. But still, if I follow them is because they are somehow aspirational. And 

you don't follow somebody that it’s ugly or not so nice body, or maybe they don't have 

style, or you don't like their clothes.So I still believe that physical attractiveness is quite 

important in generate attention.  

32:45 But for example, @dulceida doesn’t have the perfect body. But she is funny, has 

style...And the end, many factors affect to the overall perception of the instagrammer.  

33:30 All the followers from @goicoechea22 are for her physic. But if you take a look the ones 

with more followers are @dulceida and @paulagonu, which for me, athe the ones less 
physically attractive.  

33:50 Do you agree with the statement “Beauty is a greater recommendation than any 
letter of introduction? 

33:56 Definitely yes. Being physically attractive opens you doors, and helps you to get 

attention. However, it is not enough. For example @goicoechea22 I will never follow her 

despite she is super beautiful, I will just stalk her from time to time.  

34:50 I also believe she is super beautiful, but I don’t like her personality. She is not a 

reference of how I would like to be. But instead, @mariapombo she is beautiful but not 
impressive, but she is more like I would like to be and resemble.  

35:45 Each Instagrammer has their own branding, and they sell what they can. I am sure that 

in real life @goicoechea22 is super nice, but she knows that she has so much followers 

thanks to showing her body, and thus this is the content she creates. If for instance, 

@goicoechea22 starts behaving like @paulagonu, she would lose followers.  

36:38 So all in all, in terms of follower engagement, what is more important? what is this 
“something else” they need to have besides physical attractiveness? 

37:28 I think it is all about having charisma, creating engaging content, and each Instagrammer 
has something that differentiates from the others.  

37:50 Im my opinion, they need to be funny, close and their their outfits it’s a plus. In order to 

follow them, for me it is enough if they are funny and close. They don’t necessarily need 

to have a good fashion taste or be physically attractive. For me it’s much more important 

if they entertain me and make me be interested on their content,  and also if they show 
themselves as they really are, and they seem like nice persons. 

38:16 For example, I do believe @ninauc is gorgeous and has a super nice body, and she is 

the one that has the best taste in creating outfits. But she doesn’t give me any reasons 
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for following her. I would never be a fan o her. She is beautiful and everything, but she is 

not funny, she is quite serious, and she also carefully controls all her content. And I 

understand this in some way because its her job, her profile it’s a more professional one. 

Her account is just an image account, I can’t get to know who she truly is just by the 

content she shares.  

38:54 So, would you say that an account where you get to know the Instagrammer, is 
more engaging than an “just image” account, like you said about @ninauc? 

38:58 Definitely yes. At first she catches your attention and you follow her, but over time you 
get bored of her.  

39:36 In my opinion, Instagram stories really helps you to see how Instagrammers truly are. 

For example @mariapombo did an Instagram story having dinner with her boyfriend, and 

you could see they were a really cute and funny couple, normal and close. They didn't 

believe they were celebrities. This helps me see that they are just normal people and 

more similar to me, not like @goicoechea22 for example.   

40:25 So @goicoechea22 and @ninauc are image accounts. And @mariapombo,@dulceida 

and are more similar and show themselves as they truly are. And @paulagonu goes by 

her own, by how she presents herself and by her target. But @paulagonu is super 

engaging for her target, she is super funny and close and shares a lot of her personal 

life.  

41:25 @paulagonu it’s a good example for teenagers, and if I had kids, I would prefer them to 

follow @paulagonu than @goicoechea22. From @goicoechea teenagers get illnesses 

and eating disorders.  

42:00 Do you use the number of followers as an indicator of respect?  do you follow an 
instagrammer based on that? 

43:00 I respect them because I feel it must be really difficult to get where they are now. It’s 

seems like something stupid, but at the end they put a lot of hours and effort on their 
posts. So professionally, I respect them, but I don’t admire them, I would not like to work 

as an Instagrammer. I admire Penelope cruz and her accomplishments way more, 

because I feel it is more or less easier to become an Instagrammer. Even though they 

put a lot of effort on their posts, I don’t admire it. 

46:10 It depends, I don’t feel represented by @goicoechea22, and even though she has nearly 
1M followers, I will never respect her.  
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46:45 I respect @dulceida because I know the story behind her. If I know the story behind 

each Instagrammer makes me follow then, and also affects the respect I have for them. 

For example, @dulceida started with a blog and has been many years working hard in 

order “be someone”, and this makes me respect her a lot. If I don’t know the story 

behind, so if I don’t know how they have  become famous, I don’t respect them less, but 

I value less their work. 

47:50 But at the end, the number of followers is a good indication whether they are doing a 

good job or not.  

48:20 For example, @ninauc, I will check her posts once in a while, just to check up what she 

is doing, and despite I like her outfits, I am not following her everyday, because she 

doesn’t suggests anything special to me, she doesn’t engages me.  

49:20 There are some Instagrammers I don’t like, or I am somehow jealous of them, and 

despite I sometimes stalk them, I don’t follow them because I don’t feel they deserve my 

following. But, at the end it is because I don’t respect them, like for example 
@goicoechea22. I already know she is super beautiful, but I don’t want to see her all the 

time on my feed.   

50:00 Do you think being grateful with followers shows respect? 

50:30 Yes, for sure. But some of them it is too much, they start saying they love their followers. 

It is not possible to love them if she doesn’t know them. But it is true that they owe 

everything to their followers and saying thanks it’s a way to show respect. (Appendix D4, 

50:30) 

51:10 But maybe because we are not her target segment. For example @paulagonu says a lot 
“I love you”, and it also depends a lot on their personality. Some of them control much 

more what they share for example @ninauc, and @paulagonu it’s a little no filter in this 

sense and that is why she shows much more her emotions.  

51:45 @ninauc its super grey, she doesn’t show any emotions. Her profile is totally profesional, 

you can see this is her job not her personal life.  

53:10 What I don’t like about this super thin instagrammers is that they post pictures with huge 

meals and hamburgers and I am sure they haven’t even smelled it. I believe 

@paulagonu and @dulceida eat the hamburgers, but I am sure @ninauc and 

@belenhostalet they don’t eat them. It is just for the picture.  
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53:40 Since there is so much skepticism regarding if a picture is photoshopped or not, 
do you believe Instagram stories plays a key role in trusting more the 
Instagrammers? 

53:52 Yes, as I said before lately I only check Instagram stories. The video it’s quite difficult to 

retouch. I prefer to get to know them from Instagram stories, rather than from the perfect 

shot on the beach. 

54:17 Which role play the captions of the pictures? do you read them? 

54:20 @mariapombo normally write captions that are more or less funny, and @paulagonu she 

is hilarious. I do believe the captions are important. I would like  a picture on them on the 

beach with a funny caption, but if it’s the same picture with no caption, I would not give 

like. So if the caption is funny, increases the chances for giving a like.   

58:28 Do you consider being an Instagrammer as a real job? 

58:40 I don’t consider it as a real job, but I am sure they consider it because they spend time 

taking the pictures and stuff. But I would never compare and Instagrammer with a real 

job. Even if it is a baker.   

58:57 In my opinion I do respect them, but they are not a reference for me. (Appendix D4, 
58:57) 

1:00:08 In terms of similarity, since on Instagram stories Instagrammers show their 
everyday, does it helps you to feel identified with them?  

01:00:26 In some way yes, but I don’t have their same lyfestyle, so I don’t feel 100% identified. 

For example I can feel identified with some problems they might have, like if they 

complain about having a spot on their face. But when they explain they can’t find the 

right outfit for coachella… then I don’t feel identified. So some things they share help me 

feel identified with them, but other stuff even makes me see how perfect is their life, and 

makes me feel hate and envy. That is why I follow and unfollow Instagrammers.  

01:01:02 I don’t like when they start showing their idelized lives. 

01:01:32 However, with no doubt Instagram stories helps to see behind the scenes, what is their 

daily lives. 

01:01:40 The instagrammers I follow are the ones are more close and similar to me, not similar 

about everything, but similar about similar things we like. And also if I can use the 
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content they share for my own benefit, like for example clothes inspiration, new 

restaurants, new hotels, new vacation destinations... 

01:02:01 which is the relationship you have with the instagrammers you follow?  

01:02:18 It’s like I know them, but because I check their pictures and Instagram stories everyday 

and they have public lives.  

01:02:32 I feel I know more about @dulceida or  @mariapombo, than @goicoechea22 because 

she works on another league, she doesn’t let you truly know her. As we were saying 
before there are image profiles and more lifestyle profiles. I was checking 

@anabelhernandz stories and she is super close, she always talks on the camera 

explaining what is she doing, and this definitely helps me to get to know her and  

01:03:10 I truly believe, all of them should use Instagram stories if they want their followers to 

know how they truly are. I believe @ninauc doesn’t show this kind of instagram stories 
and hides parts of her life, to keep it more private or to not show how her life truly is, 

because she wants to keep with her sophisticated image.  

01:03:35 I was checking growth in followers over time, and for example @paulagonu and 
@dulceida are growing exponentially and @ninauc’s growth it's a little stagnant. 
why do you think this is happening? 

01:03:44 Because we like to gossip. And for example I would like to see more about 

@belenhostalet and her boyfriend, and more funny things she does. In some Instagram 

stories she pretends she doesn't know she is being taped and I don’t like it. So 

@paulagonu and @dulceida have more followers because prefer  to see what are they 

doing, how is it going with their boyfriends, with their brothers, grandma… This kind of 
content generates way more engagement. 

01:04:40 Since followers feel so close to instagrammers, do you think it has an impact on 
the Instagrammer persuasion power?  

01:04:46 Yes, if an Instagrammer that is more close to you shows you something new, you will 

believe it more. So if I like them, they will persuade more and I'll be  more willing to 

accept what they show. It’s like if a friend recommends you something, you will believe 

her more because she is your friend. And as we said before, @mariapombo is like if I 

knew her in real life, because I know nearly everything about her, unconsciously she is 

like my friend -even though she doesn’t know who I am-, but she will influence me way 

more than @goicoechea22, that I don’t like her. 
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01:05:45 If I like an Instagrammer, I won’t judge her when she is promoting something, for 

example. She gives me more credibility. So the more you like an instagrammer, the less 

you mind if she is promoting stuff, and you believe her more.  

01:06:34 However, what they show and promote, needs to be according to their image. I won’t 

believe if they go to McDonalds, but I will believe if they have a healthy smoothie.  

01:06:49 Which component of the TEARS model is for you the most important attribute for 
follower engagement?  

01:07:03 I think similarity and trust. Attractiveness opens you doors, and helps for attention, but 

then over time when you get to know more this person, your opinion about them can 

change. The good thing about Instagram stories is that you can get to know the person 

behind the pictures. Before,just with the pictures you could not actually know her, you 

could only judge her for her pictures and decide if she was attractive or not.  

01:08:39 In my opinion similarity and attractiveness. But not just physical attractiveness, but 

attractiveness in terms of being aspirational. I feel someone that has the same office life 

as mine, it’s not worth for me to follow her, because it is not aspirational and thus not 

engaging for me.  

01:09:00 could you order from the most important to the least, the 5 attributes?  

01:09:06 Trust, similarity, attractiveness, respect, expertise 

01:09:17 similarity, attractiveness, trust, respect, expertise 

01:09:23 similarity, attractiveness, trust, respect, expertise 

01:09:45 You mentioned several times during the focus group, that is really important for 
the instagrammers to show themselves as they truly are. We call it 
Authenticity.The original TEARS model doesn’t include it, would you include it? 
would you change something from the original model? 

01:10:45 Yes, I would add authenticity. In my opinion, it is super related with trusts, I will believe 

someone if this person is true to herself, and this gives me more respect because they 

show their lives as they really are, and don’t try to make it look nicer. 

01:11:26 So in relation to the other attributes, how important would be Authenticity?  
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01:11:37 For me in the second position. Similarity, authenticity, attractiveness, trust, respect, 

expertise.  

01:11:38 Would you change a letter/attribute in order to better adapt the model to the 
current online reality and focusing on follower engagement 

01:12:24 I would add authenticity, but I would not take away any attribute, because all of them are 

important.  

 

 

D.5 FOCUS GROUP 3 TRANSCRIPT  
 
Main insights of the third focus group conducted on the 22/04/18. The column on the left shows the 

minute and second of each statement made by the participants.  

 

0’:00” MAIN INSIGHTS 

00:52 How often do you check Instagram? and for what? 

00:56 Every day. To see the pictures of the people I follow, look for inspiration. For me it is an 

entertainment tool.  

01:16 I have been using it for a long time, and I use it a lot. And I use it everyday, all the time. 

First I used it as an extension of Facebook, and now I use it to show what I like and to 

share pictures of my cat, the countryside. At the beginning I really liked instagram 

stories, but now I am a little bored about them. I mostly follow accounts of interior design 

and architecture for inspiration, but of course I also use Instagram for gossiping, the 

same way I also used Facebook for gossiping.  

02:10 I also use Instagram everyday. I mostly use it to gossip about people I know, what they 

do everyday… Before I used to follow more influencers, but now less and less, and I 

care less about them. So I still follow Instagrammers, but I am more bored about them. I 

barely check their pictures, I check much more Instagram stories, their daily life.  

02:50 I also check Instagram everyday. Before I used to also check facebook, but now since 

nobody is sharing anything, it is boring. I check instagram mainly to see what my friends 

are doing. My finger starts browsing on Instagram without me noticing. It’s hard not to 

use Instagram.  
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03:20 Why you said that you feel Instagrammers are becoming boring? 

03:23 Because they have less and less to offer. We’ve seen nearly everything, what else are 

they going to do to catch my attention?. At the beginning was exciting, but now I think 

they don’t know how to reinvent themselves. I mean it is also normal, because we are 

oversaturated with content, it is really difficult to be innovative. I get bored because is all 

the time is the same.  

03:55 Which of the 6 Instagrammers we are analyzing did you followed before? why? 

04:00 All of them except @anabelhernandz. And @ninauc I follow and unfollow her several 
times, because sometimes I feel she is boring. And I follow them to follow their daily 

lives, what they do, where are them...I follow them more to gossip rather than fashion 

inspiration.  

05:00 why do you follow and unfollow them? 

 05:04 If they post a lot of Instagram stories over time I get tired of it, and I decide I don’t want 

to see more stories, and thus I unfollow her. It’s all about the frequency and quality of 

stories, that I feel they are too annoying and I get tired of them. But then after a while not 
following them, I wonder what are they doing, and so I follow them again.  

05:25 Some of them appear of the “explore” section, even if I don’t follow them. And so I get to 

know about their lives despite I don’t follow them. So from time to time I get up to date 

with their lives despite I don’t follow them everyday. And also, since most of them are 

friends to each other, just by following one Instagrammer, you also get to know about the 
life of other Instagrammers.  

06:03 What makes you trust and  Instagrammer? 

06:07 The more authentic and natural they are, the more credible. And I can determine if for 

me an Instagrammer is authentic from their Instagram stories. On stories you can see 

how they express themselves, with whom they go, where she goes. And then I can 

identify if they are real or not. @mariapobo I feel she is really natural and in real life she 

is the same as she shows on Instagram.  

06:50 Which of the 6 instagrammers do you trust the most? 

06:54 @mariapombo, by how she shows herself on Instagram stories. She not only shows the 

nice stuff, she is natural. She makes the same kind of stories my friends would do. I 

don’t perceive she pretends to be something else, she shows how she is and that’s it.  
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07:22 do you feel you maybe feel you are more similar to her? 

07:27 Yes, yes. Well her life is more interesting than mine, but I feel she is very familiar, she 

always shows her family. You can see she gets along well with a lot of people. I also feel 

@dulceida is like @mariapombo. She has a lot of friends, and this means in some way 

that she is a nice person.  

08:54 Which one do you trust the least? 

08:57 @goicoechea22 or @ninauc because they are fake. I don’t believe them, you can see 

they are playing a role and what they do doesn’t come from the heart.  

09:23 I feel @anabelhernandz is super natural. She is really down to earth.  

10:04 I feel @paulagonu is the one that plays the bigger role, and everything she does it’s 

controlled. She is super perfectionist.  She knows how to get followers, and it is what she 

does.  

11:00 But @paulagonu also has her fail account @paulagonufails and I feel this gives her 
more credibility. Maybe she did this to show a more real side of her, but I also think she 

does this in purpose.  

11:30 Maybe I see @paulagonu this way because I am not her target. For her target segment I 

am sure she is super trustworthy, otherwise she would not have so many followers. The 

target are teenagers, they are younger, more innocent, and they she her as an 
inspiration. I mean, @paulagonu fans are crazy. She organises events and parties with 

followers, and they get crazy. I feel they see her as a friend.  

12:32 what about the “behind the scenes” content they share on instagram stories 
compared with the pictures on their feed? so you think it as more transparent, 
real, credible? 

12:45 Definitely yes. And also their Instagram stories are consistent with the pictures on the 

feed. For example @ninauc instagram stories are more artistic, like her pictures. And 

@dulceida and @paulagonu instagram stories are more about their life. their friends… 

Instagram stories is an extension of their feed. 

13:35 Influencers make a living out from the brand collaborations. Does the amount of 
collaborations affect the credibility and honesty of the influencer? 

13:44 In my opinion no. I would also take advantage of it and gain money, if I had so much 

followers.  
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13:54 Well, in my opinion when they promote different beauty products, and according to them 

all the products are so good, I don’t believe it. Once I bought a cream for the eye bags, 

because she was saying on the story that it worked amazing for her. I used it for some 

days, and then I realized it didn’t worked at all. After that I have never ever trusted her 

again, because I tried one of the products and didn’t worked as she promised.  

15:55 There are some influencers who clearly state that they only collaborate with certain 

brands. I do believe this Instagrammers, because I trust they won’t promote random 

brands. @dulceida for example, she has so much followers and decision power that she 

only collaborates with the brands she wants. But I understand that the Influencers that 

are just starting, they collaborate with multiple brands because they don’t have so much 

decision power. This affects on the credibility and trustworthiness. Instagrammers with 
more followers that have other sources of income, will just recommend things they truly 

like, compared with instagrammers that are just starting and have less followers.  But I 

also agree that if one week they recommend something, and the next week they 

recommend something else, I ask myself “what is happening here?”. You don’t know 

what to believe and this makes them less trustworthy.  

17:05 do you believe that several collaborations with multiple brands affects their 
consistency? 

17:11 Yes for sure. For example this one I bought the cream from, she always says she has 

been using the cream for a month, but she is promoting sooo many creams at the same 

time, that it is impossible you get 80 different creams and you use them all at the same 
time.  

18:50 when you see brand collaborations, do you question if they are telling the truth? 

19:00 When they tag the brand, I know 100% they are being paid. When they are not getting 

paid they also clarify it. But this makes me question everytime they don’t clearly  say it is 

not a collaboration.  

20:00 It depends a lot on the product they are promoting. If it is food for example, I don’t mind if 

it is a collaboration or not. They are showing me a product they may or may not me 

interesting for me. Then it’s me who decides if I wanna go to the restaurant or not.  

20:30 Yes, I also believe it depends a lot on the product they are promoting. For example with 

clothes collaborations, you can see how the clothes fit and I  can make a clearer idea 
whether if I am going to like it or not. But for example creams, I don’t believe it because it 

is a kind of product that is more difficult to prove they sat the truth before buying.  
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21:20 Do you feel that they have expertise in fashion? why? why not? 

22:13 Depends on the Instagrammer. For example @dulceida she has been so many years on 

this “fashion world”, she has done so many collaborations, attended to so many events, 

fashion shows.. so she clearly knows more about fashion than us.  

22:30 I also agree. Because she has been a lot of years on fashion, so she has more 

knowledge about fashion.However, I don’t like her style, but this is my personal opinion. I 
am sure she is a reference in fashion for many of her followers.  

23:36 They are experts on their own style, specially @dulceida and @paulagonu.They are so 

focused on their own style, that they only know about their style. But @mariapombo for 

example I consider her style is more “high fashion”, and makes me believe she knows 

more about fashion. Maybe I am wrong, but I consider as more experts the ones who 
have a more sophisticated style.  

24:55 I don’t totally agree. Because if an instagrammer is wearing affordable clothes, that I can 

actually buy, this inspires me much more than if they are wearing a super expensive 

bag, that I can’t afford.  

25:19 In my opinion, it doesn’t matter the brand they are wearing. They can wear Zara, but 

they can combine the clothes in a more “editorial way”, more sophisticated.  

26:24 do you believe Instagrammers generate new trends? 

26:28 Yes, for sure. In fact, @mariapombo more than once has said that after wearing one 

item, it was sold out.  

26:48 have you ever bought clothes because an Instagrammer was wearing them? 

26:51 Yes. I use a lot 21 buttons. If I see clothes I like, I check them on 21 buttons, and if they 

have a reasonable price, I buy them.  

27:24 have you discovered new brands thanks to Instagrammers?  

27:27 Yes I have.  

27:53 which role do you think plays the physical attractiveness of the instagrammer? 

28:06 In terms of engagement, I don’t think physical attractiveness plays an important role. For 

example I don’t believe @dulceida and @paulagonu are attractive and they have 
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millions of followers. Followers don’t follow them for how they look. They follow them 

because they expose a lot their personal lives.  

28:44 In my opinion, to gain followers and become influencer, if you are beautiful and 
physically attractive, you have way more chances to achieve this fame, that if you are 

not attractive. But being physically attractive is really important to start, then when you 

achieve the fame, then attractiveness it is not so important.  

29:43 I started following @goicoechea because she is attractive. But it is true that now I am 

curious about her life. 

29:55 What recently happened to me is that I started following an Instagrammer because I 

thought she was really attractive and I also liked how she dresses. Then I started seeing 

Instagram stories from her, I realized she was stupid, and I unfollowed her.  

30:10 It is clear that there needs to be something else in order to generate engagement. 

Otherwise, there would be way more Instagrammers.  

30:25 In order to generate engagement the most important is to sell your life. It gets to a point 

that I “need” to know how are their friends doing, this is quite shocking. It’s like a TV 

series, you know all their friends and all the people in their lives. It is also super 
interesting if there is some hidden gossips. Like are they angry with each other? are they 

still dating? I follow Instagrammers mainly for this. This hidden gossips must always 

remain.  

31:48  It is way more important to be true to yourself, than the physical appearance. For 

follower engagement. And Instagram stories plays a key role. Instagram stories are 
more real, you see live content, it is not so edited. They haven’t thought about the 

perfect sentence to say. It is more spontaneous.  

33:35 Do you use the number of followers as an indicator of respect?  

33:44 Yes. For sure, check @dulceida and @paulagonu, they are the ones that put more effort 

and the ones that have more followers. The number of followers influences me when 

deciding if following an Instagrammer or not. I mean they have so much followers is for a 

reason.  

34:09 When I find someone that for example has 300K followers and I didn’t know her, I show 

interest to find out why she has so many followers.  
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35:20 There is also a lot of underestimation towards instagrammers. But despite they don’t 

possess an extraordinary quality, like for example singing, they have grace in managing 

their lives and communicating it to people.  

35:30 Do you consider being an Instagrammer as a real job? 

35:32 Yes, why not? We have a conception that working means to be 12h in front of a 

computer. No. There are million different jobs.  

36:00 I do believe there is effort behind each profile.  

37:10 Does it generates more engagement if you know the story behind each 
instagrammer? 

37:30 I admire @paulagonu for example. I remember when she did her first video, and now 
she has millions of followers. But for example I know @mariapombo is the ex girlfriend of 

a football player and is the one I like the most. But I do take into account where they 

come from.  

38:08 Some Instagrammers deserve it more than others.  

38.15 In my opinion, if I like the content, I don’t mind if the person has been 10 years writing a 

blog. Or if they become famous from one day to another. And the end what I value is the 

final result.  

39:04 Do you think being grateful shows respect? 

39:10 Yes, but I never feel identified when they say thanks. I feel they are not saying this to 

me.  

39:23 Sometimes it tires me, I see it like unnatural. Sometimes is too much.   

39:46 I feel it is a way to show that their followers are also part of their lives. I am sure that for 

the teenager followers of @paulagonu it is super important when she says thank you. I 

am sure followers feel they are part of the “personas guapas” family.  

40:10 On the live videos, you can see how followers react, and they become crazy when there 

is some interaction coming from the Instagrammer.  

41:30 this interaction with followers, do you believe it’s important? do you think that it is 
the key of @paulagonu success? 
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41:40 Yes, for sure, this is her key for success. She gives everything for her followers. 

Everything followers asks her to do, she does it. She has even made a song for their 

followers.  

43:50 DO you think instagram stories showing Instagrammers daily life, and them as 
“real” people, helps followers to feel identified with them? 

44:00 Yes for sure. I feel you gain way more followers if you make Instagram stories, than if 

you just post pictures on your feed.  

44:30 Do you feel some kind of similarity with any instagrammer?  

44:35 Yes. For example @mariapombo is quite similar to us, in terms of education, her 

environment...I feel she could be one of us.  

45:20 which is the relationship you have with the instagrammers you follow? 

45:30 I kinda feel it is a reality show. And the problem here, is that you feel you truly know 

them.  

45:50 I feel more similar to the Instagrammers I follow because of what they share on 

Instagram stories. I feel the more similar they are to me, the more closer they are.  

46:17 In my opinion, I follow them either for one of this two reasons. Because they are similar 

to me, or because they have a different and cool life.  

46:30 I feel I know them more than just superficially. Honestly I know more about the 

influencer’s life, than about my friends lives. I know more their friends, than your friends. 

I know more her grandma than yours. 

46:50 do you think it has an impact on the Instagrammer persuasion power? 

46:53 Yes of course. Even if you don’t feel identified with them, if they offer you something 

super intimate, this is not something that anyone offers. And you just need to tap your 
phone to get more and more, and they are giving all this intimate content for free. 

47:16 Do you think instagrammers are using instagram stories as a tool to build 
stronger connections with followers / intimacy?  

47:20 Yes definitely. I think it's a way to empathize. This is why you need more of their content, 

because you empathize and wonder what is happening with this person?  
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47:38 For example, @dulceida made public she was a lesbian, then everybody wanted to 

know who was her girlfriend, when are they going to get married, when, how is the 

dress… She also knows how to generate expectation in order to have people waiting for 

them to post something.  

48:48 In terms of engagement, what do Instagrammers do that do you feel it is more 
engaging? 

48:52 Generate empathy, and build connections with followers making they feel they are part 

of the Instagrammer life, without actually being part. In this sense, @dulceida is way 
more engaging than @ninauc. If I explain you everything I do, you will feel more 

attached to me because you will know all my life. And this is exactly what Instagrammers 

do.  

49:12 They are also super constant and regular on their publications. They are generating new 

content all the time. 

45:35 Do you feel if Instagrammers show themselves always perfect, you perceive them 
as less authentic? 

49:38 Yes, it happens to me. @goicoechea22 I see her extremely superficial.  

50:03 If they are always perfect, they don’t generate such strong connections, but I still follow 

them because they are so perfect that I like to see them in terms of visual aesthetics. But 
of course, it is not the same connection I have with @mariapombo for example. It is 

different. 

50:23 In my opinion, I admire @goicoechea, but I empathize with @mariapombo. Meaning that 

you empathize with the one that has stretch marks, but you also admire the one that has 

perfect legs. I feel this is the equilibrium.  

50:45 Which component of the TEARS model is for you the most important attribute for 
follower engagement?  

50:50 Trust and similarity. I feel the more truthful and similarl they are, the more engaging and 
more attachment with them.  

51:18 could you order from the most important to the least, the 5 attributes?  

51:20 Trust , similarity, attractiveness, expertise, respect… I am not sure because for me trust 

and respect go together. If I trust somebody, I respect him/her. And if I don’t trust, I don’t 

respect.   
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52:54 I first followed an Instagrammer for her physical attractiveness, not because I respected 

her.  

53:08 Attractiveness is the first impression. But in order to keep following an instagrammer in 
the long term, the most important is Trust, and attractiveness is something secondary.  

53:45 would you include a new attribute? would you change something from the original 
model? 

53:52 I feel expertise is the least important 

54:25 I am missing empathy, because you build connections based on empathy.  

54:52 I trust somebody if he/she is true to him/herself, if I can identify that she is not playing a 

role.  

55:10 Each of them needs to have something that catches your attention. Like charisma, 

grace, authenticity, naturally.  

55:40 So in relation to the other attributes, how important would be Authenticity?  

56:18 Trust, charisma and authenticity I will put them on top of the list as the more important.  

56:30 I don’t notice so much if I respect an instagrammer or not. I mean, if I follow them for a 

while is because I respect them in some way. 

56:45 Well, I also follow because I hate. I follow @goicoechea22 because I hate her. To 

criticize.  
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D.6 FOCUS GROUPS PICTURES 
 
Pictures of the setting for the second and third focus group conducted on the 22/04/18. 

 

Before the focus group started:  

 

During the focus group: 
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Picture after the first focus group conducted on the 21/04/18: 
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APPENDIX E - RECORDINGS 
This appendix provides public links to download the recordings from the conducted interviews and 

focus groups. The transcripts of these recordings can be found on appendix B and D. 

 

E.1 India White Interview Recording - (English)  

https://drive.google.com/open?id=1kxDMdYhhc88Gfq15_6I03JrgnLLVEZO0 

 

E.2 Anabel Hernández Interview Recording - (Spanish)  

https://drive.google.com/open?id=1MsKX2JAgYHMa4wC7gOf5S9ZeBysOIbMO 

 

E.3 Focus Group 1 Recording - (Spanish)  

A1 → https://drive.google.com/open?id=1esIx13taBPcKhbRxkRADmQ4HDnrGeUHj 
A2 → https://drive.google.com/open?id=1E-ty50AdkoqQ1AIPmaGrIX5eGM49XXXx 

 

E.4 Focus Group 2 Recording - (Spanish)  

https://drive.google.com/open?id=1mlQYKRXrN9h8O6luqgJ7AxkOh4vYGtiz 

 

E.5 Focus Group 3 Recording - (Spanish)  

https://drive.google.com/open?id=1ZiHRl9I8s847eorQ6B_PvdVKT-1U7F_v 
 
 
 


