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ABSTRACT 
 

In recent years, personal branding has received significant interest. The business world 

now recognizes the relevance of controlling and projecting a desired personal brand 

identity through the use of different social media. Once considered a tactic only for 

celebrities and leaders in business and politics, personal branding has become an 

important marketing tool for everyday people. For instance, through the creation and 

maintenance of social media profiles, personal Websites, and blogs, common women 

have converted into recognized fashion bloggers across the globe.  

Up to now, the majority of the studies has analysed self-branding from the blogger point 

of view, never taking into consideration how these brands are perceived by audiences in 

different countries. The purpose of this study is to investigate how a globally successful 

self-branding is perceived by individuals with a significantly different culture.  

The study employs an approach based on “systematic combining”’ grounded in an 

abductive logic. This approach consists in the interrelation of a case study, a theoretical 

framework, and empirical findings collected from 16 semi-structured interviews. 

By Adopting Aaker’s brand personality scale as theoretical framework, this study aims 

to classify the perception of the interviewees based on the five dimensions of the model.  

The findings of the study reveal that a personal brand is not perceived identically by 

individuals with a significantly different culture. Moreover, due to the emergence of a 

new dimension the theoretical framework has been modified. 

The research brings contributions both to the field of self-branding and to the potential 

applicability of the brand personality model to self-branding.  

 

 

Keywords: self-branding, branding, brand personality, self-presentation, fashion 

blogger, Instagram.  

 

 

 

 

 



 2 

Acknowledgments  
 

We would like to express our gratitude towards everyone who has contributed to this 

thesis and made this experience a joyful journey for both of us. First and foremost, we 

would like to show our appreciation for our supervisor, Anna Cabak Rédei, who has 

provided us great support throughout the entire thesis journey. Secondly, we would like 

to thank the participants of the interviews for dedicating us their time and sharing with 

us their opinions, thoughts, and impressions. Finally, we would like to thank each other 

for the continuous encouragement and motivation, the commitment, and the insane 

amount of laughs shared at CBS canteen. 

 

 

 

Copenhagen, Denmark, May 15th, 2018 

 

 

Elisa Borsoi     Letizia Zappa 

 

 

 

 

 

 

 

 

 

 



 3 

Table of Contents 

1. Introduction .......................................................................................... 7 

1.1 The motivation behind the research ............................................ 7 

1.2 Background ................................................................................... 8 

1.3 Problem Statement........................................................................ 9 

1.4 Research Purpose ........................................................................ 11 

1.5 Research Contribution ............................................................... 12 

1.6 Research Delimitations ............................................................... 13 

1.7 Thesis Structure .......................................................................... 14 

2. Literature Review .............................................................................. 14 

2.1 Section one ................................................................................... 15 

2.1.1 Beginning the research: the most suitable theory ...................... 15 

2.1.2 Self-presentation and Impression Management ........................ 16 

2.1.3 The Cyberspace ......................................................................... 20 

2.1.4 Self-Branding ............................................................................ 21 

2.1.5 Fashion Bloggers and the importance of being authentic ......... 23 

2.1.6 Instagram ................................................................................... 26 

2.2 Section Two.................................................................................. 29 

2.2.1 Brand Personality ...................................................................... 29 

2.2.2 The perception of Brand Personality ......................................... 30 

3. The Chiara Ferragni Case ................................................................ 31 

3.1 Who is Chiara Ferragni?............................................................ 32 

3.2 Chiara Ferragni:  Self-Presentation and Impression 

Management .......................................................................................... 35 

3.3 Chiara Ferragni Self-Branding ................................................. 44 

4. Theoretical Framework ..................................................................... 46 

5. Methodology ....................................................................................... 48 

5.1 Research Approach and Design ................................................. 48 

5.2 A systematic combining: an abductive approach to case 

research .................................................................................................. 49 

5.2.1 The Case Study .......................................................................... 50 

5.2.2 The Theoretical Framework ...................................................... 51 

5.2.3 The Generation of Theory ......................................................... 52 

5.2.4 Epilogue ..................................................................................... 52 

5.3 Data collection method ............................................................... 53 

5.3.1 Design of the semi-structured interviews .................................. 54 

5.3.2 Sample and selection of participants ......................................... 56 

5.4 Data Analysis Method................................................................. 58 

6. Empirical Findings ............................................................................ 59 

6.1 Chinese Respondents .................................................................. 59 



 4 

6.2 Western Respondents ................................................................. 65 

7. Analysis ............................................................................................... 70 

7.1 Tables of Comparisons ............................................................... 71 

7.2 Discussion..................................................................................... 73 

7.3 Theoretical Framework: some reflections ................................ 83 

8. Conclusion .......................................................................................... 85 

8.1 Managerial and Theoretical Implications ................................ 86 

8.2 Limitations and future research ................................................ 87 

References: ................................................................................................ 88 

Online References ..................................................................................... 98 

Appendix A .............................................................................................. 102 

Appendix B .............................................................................................. 106 

Appendix C .............................................................................................. 111 

Appendix D .............................................................................................. 113 

Appendix E .............................................................................................. 140 
 

 

 

 

 

 

 

 

 

 

 

  



 5 

List of Figures 

 
Figure. 1. The two components of impression management (Leary and 

Kowalski 

1990)............................................................................................................16 

 

Figure. 2. The Brand Personality Scale model (Aaker, 1997) 

…………………………………………………………………………….46 

 

Figure. 3. Systematic combining by Dubois and Gadde, 

(2002)……………………………………………………………………..52 
 
  



 6 

List of Tables 
 

Table.1. Chinese Sample 

profiles……………………………………………………………………57 

 

Table.2. Westerns Sample 

profiles…………………………………………………………………....58 

 

Table.3. Chinese Personality 

Perception………………………………………………………………...71 

 

Table.4. Westerns Personality 

Perception………………………………………………………………...72 
  



 7 

1.  Introduction 

 

In the following paragraphs, the authors of this thesis will firstly outline the motivation 

behind the research. Then they will provide a general overview by presenting the 

background in which the research will evolve. Finally, the problem statement and the 

research purpose will be explained, followed by the contributions and delimitations of 

the research. 

 

1.1 The motivation behind the research 

 

The concept of personal branding has become increasingly important in the digital age 

(Kietzmann et al, 2011). The business world now recognizes the relevance of 

controlling and projecting a desired personal brand identity through the use of different 

social media (Safko and Brake, 2009; Schwabel, 2009). Self-presentation, a way for an 

individual to convey information to others (Goffman, 1959), is the mechanism that 

allows a person to create and maintain her brand identity. This social performance can 

be compared to a theatre where within each scene of life, the central actor chooses the 

appropriate wardrobe and props to project a desired identity to an audience through 

complex self-negotiations, making adjustments in an effort to maintain a consistent 

identity (Goffman, 1959). 

 

Once considered a tactic only for celebrities (Rein et al, 2006) and leaders in business 

and politics, personal branding thanks to online digital platforms has become an 

important marketing tool for everyday people (Shepherd, 2005). For instance, through 

the creation and maintenance of social media profiles, personal Websites, and blogs, 

common women have converted into popular fashion bloggers. By using fashion and 

beauty products as a way of expressing their identity, they have accumulated a wide 

following and a successful commercial career (Safko and Brake, 2009).  

This thesis reviews the concept of self-branding and the way in which it is concretely 

done. However, the focus of the dissertation revolves around how such practice is 
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perceived by individuals. The authors’ interest arose after observing how personal 

branding is actually very similar to corporate branding.  In fact, both are built through 

awareness, relevant differentiation, value, accessibility and emotional connection 

(VanAuken, 2011). Similar to product branding, personal branding entails capturing and 

promoting an individual's uniqueness to a target audience (Kaputa, 2005).  

Many personal brand experts see the process as akin to product branding, which consists 

in defining a brand identity and then actively communicating it to the marketplace 

through brand positioning (Schwabel, 2009). However, where companies very often 

adapt their branding strategies to consumer culture in order to be successful, personal 

branding shows instead how an individual might gain popularity and be globally 

successful without adapting his self-presentation strategies.  

 

For this reason, this thesis asks for a better understanding on how a personal brand is 

perceived between countries with a significantly different culture.  

  

 

1.2 Background 

 

The way the Internet is used has changed throughout the years. Internet started out as a 

digital medium primarily used to gather knowledge, and it later also became a tool to 

buy products and services online. Now, it has transformed into a medium where users 

are utilising platforms such as blogs and social media to share, create, and discuss 

various topics (Kietzmann et al, 2011). The Internet has become an open system where 

users can concretely create and shape contents.  

In terms of business, to increase brand awareness and reputation the Internet has 

become a valuable tool for companies to communicate directly with their target 

customers. However, in today’s online society social platforms have provided also 

individuals with the possibility to build and manage their own personal brand (Chen, 

2013). 

With the increased utilization of platforms that enable user-generated content, scholars 

have begun to examine the self-presentation of individuals within the new media 

environment (Labrecque et al, 2011). Drawing from Goffman’s (1959) influential work 

on social interactions and self-presentation, Marshall (2010) noted that social media 
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allow individuals to have full control over their self-presentation. By selecting carefully 

which information to share online, anyone can portray the best version of themselves. 

Facebook, LinkedIn, Twitter, and Instagram have been described as ideal platforms for 

self-presentation techniques because they allow people to easily control or manipulate 

information and content (Krämer & Winter, 2008). In most situations, users can take 

their time to choose, adapt, and present information in order to create the desired 

impression (Siibak, 2009). 

As a result, social media has become a breeding field for self-branding. By being 

directly linked to self-presentation, self-branding has empowered people to market 

themselves as brands (Kietzmann et al, 2011). According to Montoya (2002), personal 

branding is about taking control of the processes that affect how others perceive you, 

and managing those processes strategically to help you achieve your goals. Hence, self-

presentation, which entirely revolves around shaping other people perception of 

yourself, becomes a key practice in self-branding (Hearn, 2008). 

 

1.3 Problem Statement 

 

The concept of building a personal brand dates back decades since the term was coined 

by Tom Peters back in 1997 (Hearn, 2008). However, the concept was slow to gain 

traction because the circumstances that required personal branding hadn’t fully formed. 

In 2005, even Fast Company, the magazine that introduced the concept, expressed 

concerns that personal branding wasn’t really ‘a thing’ as the internet was just starting 

to become a phenomenon (Arruda, 2017). However, the convergence of technological 

advances along with rapid changes in the global marketplace, gave personal branding 

the oxygen it needed to live (Kietzmann et al, 2011). As a consequence of these changes 

and of serious downturns in the economy, career-minded professionals started to take 

notice of the potential value personal branding could had into strengthening the ties 

between personal and corporate brands (Hearn, 2008).  

While people were sceptical about branding themselves, in organizations branding was 

already considered vital to strengthen the relationship with consumers (McCracken, 

1986). Today as in the past, corporate branding refers to the carefully crafted 

https://www.fastcompany.com/28905/brand-called-you
https://www.fastcompany.com/28905/brand-called-you
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perceptions of products or services designed to create an emotional response in target 

audiences (Lustig and Koester, 2010).  

 

In addition, since companies had started to become international, the issue around how 

people from different countries perceived the same brand arose (Lustig and Koester, 

2010). Indeed, culture is considered to be one of the most important factors that 

influence the effectiveness of brand communication since cultural differences often lead 

to notorious misunderstandings (Hall, 1976). Recurring market failures when launching 

products in non-Western regions illustrate the importance of understanding cross-

cultural differences regulating international consumers and markets (McCracken, 1986). 

Brands and markets are increasingly global, but marketing strategies are still culture-

bound and therefore require a deep understanding of consumers' perceptions in order to 

be effective (Zeithaml et al, 2002). Research supports the idea that culture affects 

individual perception and cognition by providing sets of values, life expectations, and 

needs, which affect people’s basic sensory perceptions (Markus & Kitayama, 1991).   

 

As corporate branding refers to the carefully crafted perception of products, self-

branding refers to the carefully crafted perception of the self (Schau & Gilly, 2003). 

Both have the aim to shape the emotional response of target audiences (VanAuken, 

2011). However, where companies very often adapt their branding strategies to 

consumer culture in order to be successful, personal branding shows instead how 

individuals might gain popularity and be globally successful without adapting their self-

presentation strategies (VanAuken, 2011). 

 

For this reason, the authors consider interesting investigating if these individuals are 

perceived identically across the world, or if instead people from different cultures look 

at them differently. Also, scholars have analyzed self-branding from the promoter point 

of view (Geurin-Eagleman and Burch, 2016; Schau & Gilly, 2003; Labrecque et al, 

2011) without taking into consideration how these brands are also perceived by the 

audience.  

In light of this, as the research conducted on personal branding seldom takes on the 

perspective of the perceiver and lacks completely the cross-cultural dimension of self-
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branding, there is a gap in the previous research that the authors of this thesis want to 

cover. 

 

1.4 Research Purpose 

 

The aim of this research is to explore how a personal brand is perceived on a cross-

cultural dimension. Based on the purpose, this thesis seeks to address the following 

question: 

 

RQ: Is a determined and effective self-branding communication as implemented in one 

country perceived in the same way in another country with a significantly different 

culture?  

 

The thesis’s final purpose is to understand if the features of a successful self-branding 

are perceived identically in different cultural contexts or if cultural differences affect the 

overall perception of it. The authors do not aim to investigate the reasons behind a 

successful self-branding but they are interested in the way self-branding is perceived 

across cultures. 

 

In order to find an answer to the research question, the authors have chosen to study the 

business of the Italian fashion blogger Chiara Ferragni, famous for being prevalently 

based on self-branding (Keinan et al., 2015). The successful Italian fashion blogger is a 

worthy example of “identity performance”. Just a few years ago Chiara was a 

fashionable Italian law student with a passion for posting photos of her personal style 

online. Thanks to an excellent and ahead of time use of self-presentation tactics, she 

now sits atop two companies worth $9 million.  She is not a model, she’s not an actress, 

she’s not even a traditional celebrity but the 30-year-old is a brand, and a very lucrative 

one (Delislea & Parmentier, 2016). The Italian fashion blogger, by exclusively branding 

herself, has built such a successful business to be crowned “The Most Powerful Fashion 

Blogger in the World” by Forbes in 2016 (O’Connor, 2017). 
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The choice to use a case study has lead the authors to adopt an abductive scientific 

approach. By applying this approach, the authors will improve the explanatory power of 

the case by strengthening the reliance on theory, hence rendering it more generalizable 

(Peirce, 1931). The abduction method allows researchers to focus not only on mere 

observations of empirical facts (inductive), but also to compare such findings to a 

theoretical model (deductive). More specifically, the researchers implemented a 

systematic combining abductive approach. Such method is “a process where theoretical 

framework, empirical fieldwork, and case analysis evolve simultaneously, and it is 

particularly useful for development of new theories” (Dubois and Gadde, 2002). This 

process consists in the interrelation of four components: pre-existing theories, the case 

study, the theoretical framework and empirical findings.  

 

In this research, the authors chose to examine Chiara Ferragni case with Aaker’s Brand 

Personality Scale (BPS) as a theoretical framework. The latter plays a very relevant role 

in the research. It is a five-dimensional model used in brand management to list the 

personality traits of a brand (Aaker, 1997), which was used by the authors to list the 

personality traits of Chiara Ferragni self-branding. The theoretical framework’ function 

was in the beginning to give the authors a path in conducting the semi structured 

interviews, with the aim to translate the perception of the individuals into words. 

Secondly, it functioned as a guideline to interpret and give relevant meanings to the 

empirical findings. 

 

By investigating whether or not the perception of Chiara Ferragni self-presentation 

changes between different cultures, the authors aim to find a more generalizable rule 

regarding the specific field of cross-cultural perception effects on self-branding 

techniques. 

 

 

1.5 Research Contribution 

 

In contrast to previous research on self-branding on social media, this thesis is exploring 

the phenomenon from the perspective of the recipient rather than examining underlying 

motivations of content sharing from the owner account’ point of view. Furthermore, 
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since the recipient’s perception is studied on a cross-cultural level rather than on a local 

one, which is also unusual among the existing literature, the results of this thesis will 

bring some contributions.  

 

This thesis’ aim is to shed light on whether personal branding, just like corporate 

branding, requires to be adapted according to cultural differences. Furthermore, it will 

offer a contribution to marketing, and particularly to self-branding literature, by 

assessing the applicability of brand personality Aaker (1997) scale model to personal 

brands in general. The paper consequently provides useful information by identifying 

the brand personality characteristics of self-branding. 

The hope is that a greater comprehension of cross-cultural perception will provide a 

more structured approach to use when developing personal branding strategies across 

relevantly culturally different countries. 

 

1.6 Research Delimitations 

 

In order to gather empirical data to examine the perception of a personal brand cross-

culturally, Instagram has been chosen among the other social media. The reason for this 

choice comes from the fact that Chiara Ferragni’ entire self-branding activity takes 

place on Instagram. Despite Chiara Ferragni communicating on different social media, 

the Instagram account is the only one directly managed by her. Facebook, Twitter, and 

the official website are all administered by Chiara Ferragni staff (Keinan et al, 2015).  

Instagram is also particularly powerful in growing and scaling a personal brand. This 

social media is based on visual contents and is therefore very effective in presenting 

people's images in a impactful way. Since it is based on images, Instagram is usually 

preferred by those businesses whose target audience responds well to visuals (fashion, 

travel, food or fitness ones for example. Hearn, 2008).  

Another research delimitation involves the choice of the sample. Literature about cross-

cultural perception has often taken into study Western and Eastern cultures. The two 

cultures, due to their evident diversity, represent a consistent object of study for 

academic research (Matsumoto, 1999).   
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In line with most research on cross-cultural differences, the authors of this thesis 

focused on Western versus Eastern perception, but specifically they decided to take into 

account China’s perception among Asian countries. The decision comes from the fact 

that Chiara Ferragni, the thesis’s case study, is very popular in China to the point of 

planning to open 35 physical stores all over the country in the near future (Halo, 2017). 

Since there is proof that her image and brand has already gained some resonance and 

appeal among the Chinese, the authors decided to examine this one country’s perception 

because they judged it more likely to find interesting and relevant results while testing 

the audience perception on her self-presentation.  

 

1.7 Thesis Structure 

 

This dissertation starts from a review of the relevant pre-existing literature that will be 

applied in the analysis. Then, The Chiara Ferragni Case will be presented and analysed 

in light of the literature, followed by the theoretical framework and the reasons behind 

its choice. Subsequently, the methodology chosen for the research will be illustrated. 

The Empirical Findings and the Analysis will then follow. This thesis will conclude 

with some practical and theoretical implications along with limitations and further 

research.  

 

2.  Literature Review 

 

This chapter presents a review of the relevant pre-existing literature that will be applied 

in the analysis. Based on the purpose of this thesis, the review has been structured in 

two sections. The first part has the aim to give the reader insights about what is self-

branding and which are the strategies through which it is delivered. The second section 

is instead focused on brand personality and the cross-cultural perception of it. 
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2.1 Section one 

 

2.1.1 Beginning the research: the most suitable theory 

 

We began this research by looking for a theory of identity to limit the study field since 

the literature is bogged down in a confusion of terminology. The term “self” alone is 

used in at least five different ways within the social science literature: to refer to the 

person, to personality, to the decision maker, as well as to the experiencing subject “I” 

and self-beliefs “me”, as defined in William James’ work (Leary & Tangney, 2003). 

The authors are most interested in this last meaning of the word, but even here an 

abundance of terms exists. Words such as self-concept, identity, the self, and self-

identity are used in contradictory ways with meanings varying considerably among 

authors. For instance, self-concept often refers to an individualized and private sense of 

self definition, including personality, physical characteristics, abilities, and preferences. 

Identity, in contrast, is frequently aligned with the notion of social role. Breakwell 

(1992), for example, defined identity as the internalization of a set of actions and 

thoughts expected from the occupant of particular social positions. Other writers have 

attempted to integrate the concepts of self-concept and identity by highlighting the 

private and public triangulation of the construct (Schlenker & Weigold, 1989). Deaux 

(1992), for example, has argued that self-definition is achieved through social context; 

she therefore uses ‘identity’ as a more inclusive term.  

Given the lack of clarity in the literature, the authors will use both terms 

interchangeably throughout this thesis to refer to an individual’s self-definition.  

In addition to problems with terminology, the history of identity is interdisciplinary by 

nature, drawing on psychology and sociology, as well as philosophy (Jones & Pitman, 

1980). Any theoretical thread may therefore have foundations in one or all of these 

disciplines. On several occasions, similar ideas appear to have developed 

simultaneously in different disciplines.  

The process of taking a theoretical position therefore took considerable time. The 

perspective that emerged as the most suitable was self-presentation theory. This theory 

is alluded to repeatedly, although rarely empirically tested, in the cyberspace literature. 
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It was a particularly appropriate framework for the present research because its 

variables are applicable to the online context, and its central concepts are consistent 

with the postmodern ideas of multiplicity and the contextualized self that have 

characterized cyberspace (Jones & Pitman, 1980). 

 

2.1.2 Self-presentation and Impression Management  

 

The first systematic study of self-presentation was developed by Erving Goffman 

(1959) in his seminal work “The Presentation of Self in Everyday Life.”  

Appropriating metaphors from the theatre, such as actor, role, props, and audience, 

Goffman’s dramaturgical approach described the processes of giving and giving off 

information as performance, a face to face interaction in which situation and roles are 

defined, facilitating smooth social interaction. When an individual plays a part, he 

implicitly requests his observers to take seriously the impression that is fostered before 

them. They are asked to believe that the character they see actually possesses the 

attributes he appears to possess (Goffman, 1959).  

Although Goffman initiated the use of the term self-presentation and highlighted the 

importance of everyday interactions as study object, his focus was primarily on the 

ways actors negotiate definitions of interactions; the processes actors use to create 

impressions of themselves in the minds of others was of secondary importance (Jones & 

Pittman, 1980). As a sociologist, Goffman’s focus was interpersonal rather than 

intrapsychic. It wasn’t until social psychologists became interested in self-presentation 

theory, that the intrapsychic and motivational dimensions of self-presentation were 

examined in detail.  

One researcher who has been instrumental in the development of self-presentation 

theory is Mark Leary. His single most comprehensive work on self-presentation is his 

book, “Self‐Presentation: Impression Management and Interpersonal Behaviour” 

(Leary, 1995). Self-presentation is “the control of information about self” (Schlenker & 

Pontari, 2000). It is the process by which an individual communicates the kind of person 

they are, and the characteristics they possess to influence the impressions that others 

form (Leary, 1995). Although the terms are sometimes used synonymously, self-
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presentation and impression management describe distinguishable processes. 

Impression management encompasses any goal directed activity of controlling the 

impressions that others form on objects, ideas, events, and other people. Self-

presentation is therefore best understood as a subset of impression management 

activities used by an individual to control the impressions others form of himself (Leary, 

1993).  

Leary & Kowalski (1990) conceptualized a two-component model explaining how and 

why people manage their public presentations. What has been called impression 

management involves two distinct processes. The first one involves what they call 

impression motivation and the second impression construction.  

 

Fig.1. The two components of impression management by Mark R. Leary And Robin M. Kowalski (1990) 

 

Under certain circumstances, people become motivated to control how others see them. 

The first stage, impression motivation, describes the variables that motivate self-

presentational behaviour. The motive to engage in impression management, according 

to Leary & Kowalski (1990), includes social or material advantage, self-knowledge, and 

self-esteem maintenance. In addition, the degree to which people are motivated to 

control how others perceive them is affected by a variety of situational and dispositional 

variables. In turn, the latter are determined by the extent to which the desired impression 

will contribute to the attainment of a goal, the value of that goal, and the discrepancy 

that exists between the image the actor wishes others to hold and the image the audience 

already holds (Leary, 1995).  
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What factors determine how relevant one's impressions are to the fulfilment of these 

goals? Of central importance is the publicity of one's behaviour. The more public one's 

behaviour, the more likely one is to be concerned with how it appears to others, and the 

more motivated one will be to impression-manage (Leary & Kowalski, 1990). Another 

factor affecting the goal-relevance of one's impressions involves the individual's 

dependency on the target (Leary, 1993). When a person is dependent on others’ 

judgment, the impressions he or she makes on them are more important, and the 

individual will be more motivated to engage in impression management (Leary, 1993). 

Impressions also become more relevant to one's goals the more contact an individual 

expects to have with a target (Leary & Kowalski, 1990). Studies show that people who 

expect future interactions with another person are more likely to try to control how the 

other perceives them (Gergen & Wishnov, 1965).  

According to Beck (1983), when it comes to the value of the goal, most theories assert 

that motivation increases as a function of the importance of the desired goals. The more 

the outcome is scarce, the more the individual will be motivated to make impression 

management. Other variables that determine the value of creating an impression involve 

the characteristics of the target. Some targets prompt others to monitor and control their 

impressions more than do others (Leary & Kowalski, 1990). All other things being 

equal, people are more motivated to manage their impressions for people who are 

powerful, of high status, attractive, or likable than for those who are less so (Schlenker, 

1980). Thus, impression motivation is higher when one interacts with those who are 

powerful or of high status (Gergen & Wishnov, 1965).  

Finally, the last factor that motivates impression management involves the degree of 

discrepancy between the image one would like others to hold of oneself, and the image 

one believes others already hold (Leary, 1995). When individuals believe that the 

impression others have of them is different from their desired one, they become 

motivated to actively manage their impression (Leary & Kowalski, 1990).   

Whereas the first stage of the model addresses the question of why people engage in self 

presentation, the second stage, impression construction, explains how people engage in 

self presentation. Leary & Kowalski (1990) identified a number of variables that are 

subsumed by five primary factors. Two of these involve intrapersonal variables (self-

concept and desired identity), and three involve interpersonal determinants (role 
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constraints, target values, and current or potential social image).  

An individual’s self-concept or identity is the answer to the question, “Who am I?” 

(Blasi, 1988), “the set of beliefs that a person holds about him or herself” (Leary, 1995). 

Self-presentation of the self-concept is referred to as authentic self-presentation 

(Schlenker, 2003). Because we often want others to know us as we really believe we 

are, but time is limited, self-presentation frequently involves purposefully editing and 

selectively presenting information about oneself that is essentially true (Leary, 1995). In 

order to communicate this often-complex information efficiently, the process frequently 

involves “the over-communication of some facts and the under communication of 

others” (Goffman, 1959). Indeed, nothing in the impression management perspective 

implies that the impressions people convey are necessarily false. Indeed, the images 

people try to project are often consistent with how they see themselves (Gergen, 1968). 

Furthermore, self-presentations are affected not only by how people think they are but 

by how they would like to be and not be (Leary & Kowalski, 1990). All other things 

being equal, people seem to strike a balance between presenting themselves in a 

perfectly candid way and claiming images that only portray them at their best 

(Schlenker, 1985). As a result, public impressions reflect an interplay between the self-

concept and desired-undesired identity images (Leary & Kowalski, 1990).   

Self-presentations are not simply reflections of an individual’s identity and possible 

selves (Leary & Kowalski, 1990). Self-presentation is a process that involves the 

audience as well as the social context (Schlenker, 2003). People tailor their public 

images according to what their significant others like (Schlenker, 1980). The fact that 

others' preferences affect self-presentation does not imply, however, that the 

impressions created are necessarily deceptive (Gergen, 1968). Even when people match 

others' likes, they often do so by selectively conveying accurate views of themselves. 

Impression management in such contexts is tactical, but not necessarily deceptive 

(Gergen, 1968). In addition, impressions are shaped by norm and role constraints. 

People try to make their social images conform as closely as possible to prototypic 

characteristics of the role they are playing (leader, teacher, police officer). As a result, 

people try to ensure that their public image is consistent with the role a particular 

situation demands (Leary, 1995). Finally, the impressions people try to create are 

affected by how they think others may perceive them in the future.  
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Leary’s theory of self-presentation
 
provides variables that permit predictions to be made 

about self-presentation in any given context. The processes that affect impression 

monitoring, motivation, and construction are both intrapersonal and interpersonal by 

nature (Schlenker, 2003). In addition, the Nezlek and Leary (2002) study offers support 

for the validity of the broader conceptual structure of the theory.  

 

2.1.3 The Cyberspace 

 

Self-presentation theory resonates with many contemporary themes in the identity 

literature. One of the most obvious, according to Côté (1996) is the postmodern idea of 

a plural, contextually constructed self. Identity in a postmodern world has been 

described as self-presentation, namely “a matter of impression management, during 

which identity displays are employed to gain acceptance from others who often have 

little knowledge of one’s social background or accomplishments” (Côté, 1996). Unlike 

modernism that supports the idea of a coherent and essentialist identity, postmodernist 

describes it as fragmented and multiple (Côté, 1996). Without a core or unifying entity, 

identities are contextually created, existing only in interactions (Featherstone, 1995). 

The postmodernist’ view is that the world we live is media-centred and consumer-

oriented, and individuals create an identity based on what they are told to be by society 

(Featherstone, 1995). In addition, individuals have become more individualistic and 

willing to develop their personal objectives and goals, and this in turn affects how their 

identity is partly constructed (Featherstone, 2007). 

Responsible for this shift in identity is a complex confluence of factors which include 

the domination of mass-media and computer mediated communication in everyday life 

(Elliot, 2001). Technological improvements have increased our potential social 

relationships and saturate us with identity possibilities. According to Gergen (1996), the 

effect of this social saturation is the creation of fragmented, multiple, and disparate 

identities. Lifton (1993) coined the term “protean self” to describe identity as a multiple 

and fluid self that changes over time and across contexts. The quintessential space for 

expression of postmodern identity is the cyberspace, a “significant social laboratory for 

experimenting with constructions and reconstructions of self that characterize 

postmodern life.” (Turkle, 1996). 
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More specifically, social media sites are today the places which allow a strong and 

careful planning of the self (Kadjer and Bull, 2003). Digital platforms like Facebook, 

Twitter, LinkedIn, or Instagram are reshaping processes of self-expression, identity-

building, and sociality: users self-consciously create their online persona by choosing 

information and materials that others can see and by interacting with each other 

(Marwick, 2013a).  

The use of the term social media emphasizes the socializing aspect of the online arena. 

At first sight, one may think that social media is about socializing and not about self-

presentation. But in order to participate and to interact in online socializing, people must 

represent themselves. Thus, self-representation is a condition of interaction in the online 

space clearly demonstrating that self-presentation remains a central issue in the 

discourse around social media (Herring, 2003). 

 

2.1.4 Self-Branding 

 

The very first connotation of personal branding and self-positioning was discussed in 

Napoleon Hill (2012) book called “Think and grow rich” which dates back to 1937. In 

his book, Hill researched and listed the skills needed to succeed in work and in the 

business world. Here we find the first meaning ever attributed to the word ‘self-

branding’, also commonly known as ‘personal branding’. In order to succeed, to be 

respected by their colleagues, to be valued by their boss or potential employees, 

individuals need to work on their personal image, on their self-brand. 

 

Later on, Ries and Trout (1986) found interest in such topic and examined in depth how 

self-positioning strategy could largely benefit one’s career. Finally, the term ‘personal 

branding’ was popularized by Tom Peters (1997) in his article emblematically entitled 

“The brand called you”. In his contribution, Peters suggests that the only way for people 

to succeed in a highly competitive scenario is to transform themselves into their own 

brand, and that a person’s main job is to be their own marketer. Hence, the term 

personal branding (or self-branding) finds its roots in the area of professional 

improvement and ability to sell own abilities and image in the workplace (Peters, 1997). 
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Anyhow, the term ‘personal branding’ has seen changes in the last decades and has 

come to have a much broader meaning, especially thanks to the advent of the Internet 

and of the 2.0 era (Hearn, 2006). The term does not solely relate to one’s self-

presentation on the work environment, instead it can now be referred to how individuals 

by offering a planned image of themselves market themselves for a lucrative scope 

(Gehl, 2011). 

 

Today, there are a number of ways and channels through which a person can create and 

develop their personal brand but in the last years, social media has become the most 

popular one (Hearn, 2008). Personal blogs, Facebook, Twitter, and Instagram are in fact 

the most used digital platforms where people promote themselves and share information 

about their personal life (Marwick, 2013a). To stand out in the digital landscape and to 

be unique, individuals have to be their own brand (Peters, 1997). Hence, it is very 

important to identify the characteristics that make you distinctive (Hearn, 2006). It is all 

about influencing others by creating a brand identity that associates certain perceptions 

and feelings with that identity. Branding is not just for companies anymore (Peters, 

1997). Successful personal branding entails managing the perceptions effectively and 

controlling and influencing how others perceive and think of a person (Hearn, 2008). 

 

But what does it mean to suggest that the self has become a brand? Self-branding 

involves the self-conscious construction of a meta-narrative and meta-image of the self 

through the use of cultural meanings and images drawn from the narrative and visual 

codes of the mainstream culture industries (Hearn, 2006). 

The function of the branded self is purely rhetorical; its goal is to produce cultural value 

and, potentially, material profit. Different inflections of self-branding can be traced 

across several mediated cultural forms that directly address the constitution and 

celebration of the ‘self’ as such. Work on the production of a branded ‘self’ involves 

creating a detachable, saleable image or narrative, which effectively conveys cultural 

meanings (Hearn, 2008). 

“When you’re promoting brand YOU, everything you do – and everything you choose 

not to do – communicates the value and character of your brand” (Peters, 1997). 

Personal branders must indeed remain in control of their message at all times. Personal 

Branding is about taking control of the processes that affect how others perceive you 
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and managing those processes strategically to help you achieve your goals (Montoya, 

2002). Astute self-branding is seen as a necessary condition to be successful in 

developing an online presence (Marwick, 2013a). By engaging in practices that help to 

develop a strong personal-brand, an individual can ‘stand out while fitting in 

demonstrating an understanding of the rules of the game and displaying greater cultural 

and social capital (Parmentier et al., 2013).  

Who is able to reach a high engagement is defined by the literature as Social Media 

Maven. The term refers to figures who emerge from digital platforms and reach a broad, 

even global, level of exposure that defies language barriers. As their virtual presence 

widens over time, they become powerful in their media, influential to their followers, 

and valuable to companies and brands. Also, they have acquired a high degree of 

interest in and expertise about certain products; therefore, they are considered ‘opinion 

leaders’ by other consumers (Rogers, 1983).  

 

2.1.5 Fashion Bloggers and the importance of being authentic 

 

Personal branding has been linked to gendered discourses and, more specifically, to the 

contemporary logic of post-feminism, which celebrates individual independence and 

modes of self-expression rooted in the consumer marketplace (Banet-Weiser & 

Arzumanova, 2012). Banet-Weiser & Arzumanova (2012) noted how post-feminism 

and social media logics are constitutive of a ‘neoliberal moral framework,’ 

characterized by girls’ and young women’s bodily display, cultivation of affect, and 

narratives of authenticity. The contemporary ideals of individualism, creative autonomy, 

and self-branding provide the necessary backstory for understanding forms of gendered 

social media production that have emerged in recent years: mommy blogs (e.g. Lopez, 

2009), hauler videos (Banet and Arzumanova, 2012), ‘Do it yourself’ craft sites 

(Gajjala, 2015; Luckman, 2013), and fashion blogs (Duffy, 2013; Marwick, 2013b; 

Nathanson, 2014; Rocamora, 2012), among others. Of these, we argue that fashion 

blogs occupy a particularly prominent place in the popular and scholarly imaginations.  

 

Marketing scholars have taken a keen interest in the blogging phenomenon since their 

emergence in 2002. According to Rocamora (2012), the term blog comes from the 
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contraction of the words ‘web’ and ‘log’ and that blogs are “Internet sites on which 

individuals regularly publish their thoughts on a particular subject.”  They are a form of 

social media that has become accessible through the introduction of Web 2.0 

(Nathanson, 2014). Blogs are part of a fundamental shift in how we communicate, 

enabling ordinary people to create media and share their creations online (Rettberg, 

2014). The advent of digital media in the 2000s created new ways of communicating 

and doing self-presentation. These mediated interactions are reshaping processes of self-

expression, identity-building, and sociality (Duffy, 2013). 

 

Just as blogging has become an increasingly influential tool in everyday life, it has also 

gained significant influence within the field of fashion. Today, the largest segment of 

the blogosphere consists of fashion blogs (Pham, 2011). A fashion blog is a blog about 

fashion, but the term is generally used to refer to “personal style blogs,” in which 

primarily young women post photographs of themselves and their possessions, they 

comment on clothes and fashion, and use self-branding techniques to promote 

themselves and their personal blog page (Rocamora, 2012).  

 

Pham (2011) argues that even though the number of fashion-themed bloggers is small in 

comparison to other blog forms, their influence is unquestionable. For example, many 

fashion bloggers are now accredited as fashion journalists, are used as editorial subjects, 

photographers, and writers in fashion magazines, as well as brand promoters and trend 

forecasters. They are also courted by designers and receive invitations to fashion shows, 

free clothes, and opportunities to collaborate with fashion brands. Pham also mentions 

that even some designers, such as Marc Jacobs and Dior, have welcome bloggers as 

muses for their work. Meyers (2012) argues that although most bloggers do not have 

professional experience or affiliation within their respective industries, they are carving 

a niche within the industry, which operates outside of conventional media rules. As a 

whole, fashion bloggers have been received into the fashion industry as leading 

influencers.  

 

Blogs are usually presented as spaces in which an authentic personal style can be 

expressed. Analysing the bloggers’ entries, it is possible to recognize how the concept 

of personal style plays a fundamental role and represent the main element on which the 

blogger’s identity is based (Kulmala et al, 2013). The most important tool for the 
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expression of the blogger’s personal style is posting the outfit of the day by matching 

different brands and products (Nathanson, 2014). Bloggers and readers’ attention is not 

focused on specific products and brands, but, rather, on how single pieces of clothing 

are assembled and combined together. In this way, every daily outfit works as a style 

statement expressing and reinforcing the blogger’s personal identity and, at the same 

time, provides inspiration and identification by his followers (Pihl, 2014).  

 

McCullagh (2008) suggests that blogging gives people “a unique opportunity to work 

on their self-identity via the degree of self-expression and social interaction that is 

available in this medium.” Since blogging is an activity that ties the writer to an 

interactive community, writers try to brand themselves in a favourable way (Marwick, 

2013a). In order to create the desired impression, bloggers may use different strategies, 

such as ingratiation, showing competence, social association, and disclosure of personal 

information (Bortree, 2005). Bloggers use their blog to present a desired image to 

readers, omitting information that might lead readers to take the blogger less seriously, 

and instead emphasizing competences. This is in line with the ideology of self-

marketing, defined as Shepherd (2005) as “an individual constructing a product based 

on themselves that can then be marketed as effectively as possible. 

 

A study conducted by Schau and Gilly (2003) revealed that the gratifications are not 

static but evolve over time, and bloggers may end blogs and start new ones to seek 

different gratifications. Different blog hosts offer different platform designs, which in 

turn affects not only blogger behaviour but also blogger gratification.  

Fashion bloggers and their readers often consider blogs to be more authentic, 

individualistic, and independent than the traditional fashion media. One might expect 

that authenticity is less salient in spaces where individuals are expected to promote 

themselves for status and attention. However, even in online environments saturated 

with celebrity culture and marketing rhetoric, authenticity has a significant presence 

(Marwick & Boyd, 2011).  

The question of authenticity has concerned many modern philosophers and theorists: 

namely, the distinction between what something is and what it appears to be (Potter, 

2010). Charles Lowney (2009) writes that authenticity emerges with the individual, with 

how one expresses his or her true self as an agent actor while fully enmeshed in society 
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with its intrinsic layers of role play and performance. The online environment enables 

individuals to actively select content and present different identities, and to ‘‘create an 

aura of authenticity.” Additionally, it has been found that individuals who base self-

esteem on public evaluations are more strategic in their management of online self-

presentation, and fashion bloggers may fall into this category (Khamis & Munt, 2010). 

According to Noricks (2013), the most important way to proactively control your career 

development is based on how the market perceives you. Furthermore, “If you’re 

passionate about something, that’s going to shine through but if you’re being 

inauthentic or trying to sound like you’re someone you’re not when you’re online, 

people are going to pick up on this really fast.” (Noricks, 2013). 

As Duffy and Hund revealed (2015), authenticity is something bloggers strived for as a 

mean that differentiates a ‘good’ fashion blog from a ‘bad’ one. While individual 

definitions and discussions of authenticity varied among bloggers, three common 

themes emerged from Marwick (2013b). First, an authentic blogger is one who reveals 

something about her true inner self. Second, as a “real person,” she extends her honesty 

and transparency to the relationships with her readers. And finally, an authentic fashion 

blogger expresses her personal style regardless of trends, sponsors, or free branded 

goods. Fashion bloggers’ job is not only to buy clothes and to photograph outfits, but to 

create successful online personas while still adhering to the requirements of authenticity 

and participation (Rocamora, 2012). 

 

2.1.6 Instagram  

 

Given the fact that Internet is increasingly turning into a visual medium and more and 

more individuals are using images to express themselves, (micro) blogging has become 

an increasingly way of gaining popularity, and especially fashion blogging has grown 

considerably (Marwick, 2015). Images play an important role in our visual 

communication thanks to smartphones and social media that make it easier to create and 

share a self-representation (Rettberg, 2014). While some bloggers may have made their 

debut on blogs, they are now sharing their content on social networking sites, especially 

Instagram (Rettberg, 2014).  
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Instagram has proven that pictures speak louder than words, exceeding Twitter and 

other social media platforms in terms of users. Founded in October 2010, the success of 

the site is evident given the 500 million monthly active users who on average share 95 

million photographs a day (Statista.com). Indeed, Instagram was named the fastest 

growing app of 2013 and since then, the number of users has increased by more than 

9% in almost every demographic group, compared with Pinterest with a 7% increase, 

Twitter with a 5% increase, and LinkedIn with a 6% increase (Lee et. al, 2015). 

The simplicity and creativity of the platform has allowed both common people and 

firms to exploit it. While people use it to share pictures and experiences, firms, 

especially in the beauty, fashion, and luxury segment use Instagram as a strategic 

marketing channel (Siibak, 2009).  

Users first register an online account and are then able to take, filter, and share photos 

(Lee et. al, 2015). Individuals can select to follow other Instagram users and view their 

shared photos, effectively creating an audience for these images (O’Reilly, 2014). With 

the ability to edit and digitally alter images on Instagram, some have even argued that it 

is much easier to present an idealized version of the ‘self’, particularly in terms of the 

‘selfie’ as Baym and Senft (2015) explore. An additional functionality was added in 

2013, including the ability to share and import videos as well as to share photos with 

other users through direct messaging (Lee et. al, 2015). In August 2016, Instagram 

introduced the so-called ‘Stories’. Instagram has described its new Stories feature as 

something that lets you "share all the moments of your day, not just the ones you want 

to keep on your profile" (Siibak, 2009). The feature basically enables to share multiple 

photos and videos and make them appear together in a ‘slideshow format’ that disappear 

after 24 hours. In addition, users can even add text and doodles to them (O’Reilly, 

2014). Instagram describes itself as the “home for visual storytelling for everyone and 

anyone with a creative passion.” (Heine, 2014). However, for those like Marwick 

(2015), Instagram presents a “convergence of cultural forces: a mania for digital 

documentation, the proliferation of celebrity and micro-celebrity culture, and 

conspicuous consumption” (Arvidsson et al, 2010).  

A research to investigate the motives behind the use of Instagram found that self-

expression was among the most five common motives. Instagram users utilize pictures 

of all sorts of things to present their personalities, lifestyles, and tastes. Photographs are 

much better than texts for self- expression and impression management since the myth 

https://www.statista.com/statistics/483738/leading-fashion-brands-instagram-followers/
https://www.statista.com/statistics/483753/leading-luxury-brands-instagram-followers/
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of photographic truth lends photography a credibility that text can lack (Mander, 2014).
 

The current findings suggest that Instagram has become an empowering, new, self-

presentation medium, especially among the young (Heine, 2014). Fashion bloggers have 

experienced the medium as a successful addition to their popularity as Social Media 

Maven. Having a popular Instagram account is established through various social and 

cultural notions such as authenticity, identity, and the rise of the lifestyle consumer 

society (Rettberg, 2014).
 

One of the reasons why Instagram has become so popular is the fact that images satisfy 

the users’ need to show their lifestyle rather than explaining its characteristics (Zhao et 

al, 2008). These users communicate by presenting themselves in a particular way to 

appeal to specific target communities or types of users. The popularity of an online 

account may be explained through the small identities of individuals which are formed 

through carefully dosed details of behavior. Fashion bloggers who are active on 

Instagram have to strategically create and maintain an online identity (Blommaert and 

Varis, 2015). 

Looking at the self-presentation of ‘influencers’ on Instagram, Abidin (2016a) says that 

Instagram contributes to the “labouring over purposefully staged images to portray a 

particular persona and lifestyle aesthetic.” Marwick (2015) also states that platforms 

like Instagram represent a shift from “photographing others for self-consumption to 

photographing the self for consumption by others.” If we consider this shift, we can see 

how Instagram shapes self-representation in a way that the self can be heavily stylized 

to please a range of audiences, something which bloggers act in accordance to. If we 

view self-presentation on an online context from the perspective of ‘identity 

performance’, Goffman’s (1959) dramaturgical approach remains pertinent. The notion 

of the ‘front’ and ‘back’ stage remains useful when understanding how bloggers’ 

identity co-exist against these two spheres. Goffman’s (1959) theory of ‘impression 

management’ was that individuals frequently adopted a ‘mask’ when ‘performing’ in 

situations where they might be judged, and that in such situations, individuals often 

project a desirable image of themselves: “the mask is our truer self, the self we would 

like to be”.  
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2.2 Section Two 

  

2.2.1 Brand Personality 

 

Since the 1980s, when firms awoke to the financial value of brands, branding has 

attracted considerable interest as it provides the primary point of differentiation between 

competitive offerings (Kotler & Keller, 2015). In addition, the ways in which branded 

products are distinguished from one another have increasingly come to embrace non-

tangible factors. Customers tend indeed to choose a brand over another one based on 

their emotional connection with it, rather than on utilitarian needs. Since marketers have 

started to focus on how firms can build relationships with their customers, they 

suggested active investment in what is called Brand Personality (Fournier, 1998). 

 

The concept of personality is usually attributable to humans; however, this notion can 

also define the characteristics of a non-human being. Guthrie (1997) refers such 

attribution as “anthropomorphism”, which he defines as “the transmission of human 

characteristics to nonhuman things and events”. In the same context, personality traits 

are attributable to brands which like humans may possess distinct personality 

characteristics (Plummer, 1985). As defined by Aaker (1997) then, brand personality is 

“the set of human characteristics associated with a brand”. This definition also 

highlights the fact that brand personality is something perceived by external parties (e.g. 

consumers) through attribution of several traits, rather than being a construct that 

already resides in the branded entity. 

A successful brand knows how to build its distinct personality by facilitating the 

customers’ perception of it in order to then develop a strong binding relationship 

between consumers and the brand (Doyle, 1990). Both from an advertiser and consumer 

view, scholars agree that brand personality is about perception, about personality 

characteristics attributed to brands, about associations and symbolic values, and about 

emotional responses to the brand (Arora & Stoner, 2009).  

The term brand personality is often confused with related brand concepts like brand 

identity and brand image. However, a discussion that is concerned with the nature of 
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brand personality inevitably involves the relation of these two concepts. According to 

Aaker (1997), brand identity is “a unique set of associations that the brand strategist 

aspires to create or maintain”. In other words, brand identity relates more to the sender 

and it defines how the organisation wants the brand to be perceived. On the other hand, 

brand image refers to the meaning that the consumers associate with the product, based 

on experiences, impressions and perceptions of the functional, emotional, and symbolic 

benefits of the brand (Dobni and Zinkhan, 1990), and therefore it resides on the 

receiver’s side. The literature suggests that brand image is rooted in hard and soft 

associations evoked by product attributes, where the former refers to tangible properties 

(e.g. functional or physical), and the latter to intangible properties (Biel, 1992).  

According to Biel (1997), brand personality is based on these soft associations, 

capturing the emotional side of brand image. According to Wee (2004), marketers may 

develop and manipulate critical elements like brand emotional values or brand identity 

to guide the construction of the brand personality. Aaker (1997) development of a 

theoretical framework of brand personality dimensions presents an important step for 

marketing researchers to examine symbolic meanings of brands. Aaker (1997) 

conceptualized brand personality by assessing American consumers’ perceptions of 

commercial brands and developed a 42-trait scale encompassing five underlying 

dimensions of brand personality, namely Sincerity, Excitement, Competence, 

Sophistication, and Ruggedness. 

However, since Aaker carried out her studies on American consumers only, researchers 

started to question the stability of her described brand personality scale across cultures 

showed that cultural differences can influence the way in which a brand personality is 

perceived (Aaker, 1997).  

 

2.2.2 The perception of Brand Personality 

 

Brand personality is created by consumers attaching human traits to a firm after 

collecting information about its characteristics, values, vision and so on. Hence, brand 

personality is the product of consumers’ perception of the firm’s identity. (Arora & 

Stoner, 2009; Hansen & Christensen, 2003). 
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The term perception is defined by Johns and Saks (2001) as a process to create meaning 

and explain the environment by interpreting the messages of our senses. Furthermore, 

they state that the creation of a perception includes three key components: the perceiver, 

the target of perception, and the situation. The perceiver forms perception based on 

previous experiences, needs, motivational, and emotional state while the target of 

perception refers to the element at the centre of focus attention. Finally, the situation is 

the context within the perception is formed. (Johns & Saks, 2001).  

 

In a market that is culturally homogeneous, the creation of a brand personality that is 

perceived similarly by both users and non-users is quite plausible because people share 

similar cultural meanings. In culturally-heterogeneous markets, a brand’s personality 

may not be perceived identically since cultural differences could influence the cultural 

meaning the firm assigned to the brand (Phau and Lau, 2000). It has been proved that 

when presented with a visual stimulus, people who are members of different cultures 

utilize different cognitive mechanisms (Nisbett & Masuda, 2003). Although there are a 

number of factors that influence human behaviour, including genetics and environment, 

culture has a significant importance, especially in explaining behavioural patterns in 

large groups (Hofstede, 2011). Additionally, on an individual level, culture directly 

influences the way information is processed, interpreted, perceived, and judged by a 

receiver. Most research conducted on cross-cultural differences revealed relevant 

dissimilarities on how Western and Eastern perceive same stimuli (Matsumoto, 1999). 

 

3. The Chiara Ferragni Case 

 

This thesis main focal point regards how the individual personality is perceived cross-

culturally within self-branding. In order to investigate this, the authors decided to 

analyse “Chiara Ferragni Case” in the hope that it will be generally representative for 

the broader study field of self-branding. The authors retained interesting to investigate 

if Chiara’s personality was perceived in the same way all over the world. In this 

chapter, the case will be analysed in light of the literature as a practical example of 

how self-presentation and impression management are used to build a personal brand 
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on Instagram.  

 

3.1 Who is Chiara Ferragni? 

 

The following section is retrieved from the Harvard Business Review “The Blonde 

Salad Case” (Keinan et al, 2015).  

 

Chiara Ferragni is an Italian fashion blogger and business entrepreneur. Born in 1987, 

from a young age Ferragni developed a strong interest in fashion and photography. She 

initially gave voice to her passion by sharing her outfits on popular social media like 

Lookbook.nu and Flickr, and from the very beginning Chiara´s pictures gained an 

extremely high number of views. As a result, in 2009, together with her then boyfriend 

and future business partner, Riccardo Pozzoli, she launched her own fashion blog: “The 

Blonde Salad”. Every single day she posted a picture of her outfit together with a small 

caption about what she was doing in her routine life. In one month, The Blonde Salad 

reached an average of 30.000 visitors per day. From that moment on, Ferragni started to 

gain official recognition and acknowledgment by the fashion world while monetizing 

her own image.  

 

In 2010, Ferragni received the first invitations to collaborate to advertisement 

campaigns and at the same time, she also started selling advertising banners, making 

online profits on the blog. Consequently, Ferragni and Pozzoli started to focus on 

raising the blog’s awareness around the world not limiting the audience to Italy 

anymore. Ferragni took part to fashion weeks worldwide and documented the events 

daily, making the blog contents much more international and positioning herself as a 

worldwide fashion icon. 

 

By March 2011, the blog had reached 70.000 daily visitors and Ferragni decided to 

officially turn the blog into a company: The Blonde Salad company. 

In the same period profits started coming from content engagement and product 

placement and every blog post embedded a link to the collaborating companies’ 

websites. This engaged visitors and drove them to the companies much more than 
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simple banner ads used to. A careful selection was needed when choosing who to 

collaborate with since the brands had to reflect Ferragni’s lifestyle and had to make 

Chiara look natural to her followers. The aim was to build stories together with the 

brands, stories that followers were “living” through Ferragni’s eyes. All of this 

contributed to bring value to The Blonde Salad Brand and to Ferragni as a celebrity. 

 

In 2012, Ferragni started to create “capsule” collections for brands, but even though 

these brought profit, positioning efforts were needed. Thanks to collaborations such as 

Louis Vuitton, Dior, and Chanel, and by nurturing relationships with similarly 

positioned brands, Chiara Ferragni image began to be associated not just to fashion but 

to high-end top brands.  

 

By 2013, Ferragni had become an international celebrity. She was appearing very 

frequently in fashion press and events, and she earned the reputation of “most popular 

blogger” in terms of number of daily followers spread all over the world. In the same 

period, Ferragni and Pozzoli created another company: The Chiara Ferragni Collection, 

a “small designer collection with a strong brand identity”. The brand manufactured high 

quality made in Italy shoes. In one year’s time the new company had already made 4 

million USD of revenue, with the shoes being sold through the online store and in more 

than 200 stores in 25 different countries worldwide. While the blog had recently reached 

the record of 140.000 daily visitors, in 2013 the number decreased. As a matter of fact, 

in the same year, Instagram, the photo sharing application developed by Sysrom and 

Krieger, had gained a massive popularity and had already became the most used media 

in the fashion. Instagram was a very effective tool as it allowed followers to view 

thousands of contents, clothes and outfits in just a minute by scrolling down the feed.  

 

As seen before in the dedicated section, Instagram offers users the chance to publish 

pictures and videos. Chiara Ferragni immediately understood the value of the social 

media and started synchronizing the blog to her Instagram account. Consequently, the 

blog visitors shifted immediately to the new channel, and in one year Ferragni’s account 

had already reached 3 million followers. 

 

The impressive reach and efficacy of the Instagram account brought to the restructuring 

of The Blonde Salad brand: the blog was turned into a proper lifestyle-fashion 
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magazine, separated and independent from Ferragni and was also expanded into an e-

commerce integrated platform where followers could directly purchase exclusive 

limited edition clothes from selected brands.   

In the meantime, in 2016, when sales from the Chiara Ferragni Collection reached 10 

million USD, Ferragni and Pozzoli opted for a differentiation strategy: the line now 

included to not only shoes but also t-shirts, jumpers, trousers and so on so forth. The 

duo also focused on the geographical expansion of the collection by not limiting it only 

to Europe and the USA, but also to booming markets. 

 

By that point, one of the main area of focus for Ferragni and Pozzoli was to carefully 

manage all the three brands that had come to exist by 2016: 

 

● The Blonde Salad Lifestyle Online Magazine and E-commerce 

● The Chiara Ferragni Clothing Collection 

● Chiara Ferragni the influencer and celebrity partner of luxury brands 

 

In the last couple of years, The Blonde Salad website came to be worth 7 million USD, 

83% more than its 2016 value (Colombo, 2017). In September 2017, Ferragni was 

recognized as the “Most powerful Fashion Influencer” according to Forbes (O’Connor, 

2017) Ferragni net worth was estimated to be 12 million dollars in June 2017 and once 

again, the American business magazine recognized her as The Most Powerful Fashion 

Blogger in the World” by Forbes in 2016 (O’Connor, 2017). In January 2018, Ferragni 

reached 12 million followers on Instagram and she also became CEO of the company, 

officially becoming a powerful businesswoman (Colombo, 2017). However, most of the 

profit currently comes from the clothes collection. 

Since 2017, it started being sold not only online and in retailer stores, but also in pop-up 

stores spread all over the world, from South America to Asia (Halo, 2017). In 

September 2017, the first official brick and mortar Chiara Ferragni Collection store was 

opened in Milan, followed by the first Chinese stores in Shanghai and Chengdu. 

Between June 2016 and June 2017 CFC witnessed a 235% revenue growth and the 

current plan is to proceed with the stores expansion, specifically in China where 

Ferragni has closed a deal with Riqing group and where she intends to open 35 stores. 

(Halo, 2017) 
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3.2 Chiara Ferragni:  Self-Presentation and Impression 

Management 

 

According to Noricks (2013), the most important way to proactively control your career 

development is based on how the market perceives you. Through her personal blog before 

and since 2013 from her Instagram account, Chiara has built her popularity just by 

engaging in a careful self-presentation of herself. As Blommaert and Varis (2015) stated, 

the popularity of an online account may be explained through the small identities of 

common individuals which are formed through a careful detailed dose of behaviour. 

Fashion bloggers like Chiara who are active on Instagram have to strategically create and 

maintain an online identity.  

In order to understand how Chiara Ferragni strategically delivers a planned image of 

herself, let’s first review what impression management and self-presentation consist of. 

The former includes manipulating the impressions of objects, ideas, events, and other 

individuals while the latter is the control of information about the self (Schlenker & 

Pontari, 2000). Self-presentation is therefore best understood as a subset of impression 

management activities used by an individual to control the impressions others form of 

himself (Leary, 1993). While probably in the beginning of her career Chiara was interested 

in self-esteem and identity development reasons, her motivations then shifted towards 

social and material advantages instead.  

When she started to blog in 2009, she posted on a regular basis (usually once or twice per 

day) and her posts consisted of life updates and outfit descriptions of what she chose to 

wear for the different events happening in her life. Almost immediately Chiara started 

receiving comments from many people in Europe for whom checking The Blonde Salad 

had become a daily morning routine together with reading the news before starting work. 

The blog became a part of people’s breakfast. The 9:00 am sharp daily appointments built 

followers’ loyalty. Fans’ addiction nurtured on her ability to dialogue directly to them and 

making them feel Chiara’s friends. After just one month of blogging, The Blonde Salad’ 

readership had grown to 30,000 daily visits (Keinan et al, 2015). Compliments, praise, and 
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indications of liking served Chiara to enhance her self-esteem. As proven by previous 

studies, people often try to make impressions that will elicit esteem-enhancing reactions, 

particularly when they expect feedback from others (Leary, 1995).  

Yet, it has been found that individuals who base self-esteem on public evaluations are 

more strategic in their management of online self-presentation and fashion bloggers fall 

into this category (Khamis & Munt, 2010). Through the choice of the outfit not only could 

Chiara show which brands she was wearing on, but she could also express her true self. In 

fact, according to Kadjer and Bull (2003), fashion blogs offer a particularly promising 

window into understanding how fashion bloggers think about their representations of self 

in online space. Through the way single pieces of clothing are assembled and combined 

together, every daily outfit works as a style statement expressing and reinforcing the 

blogger’s personal identity and, at the same time, provides inspiration and identification by 

his followers (Pihl, 2014).  

However, after gaining popularity and shifting from the blog to Instagram, the need to 

increase likeability and to be perceived as an expert in the fashion field both from readers 

and companies arose. The shift in Chiara’ motivations as well as in the communicational 

channel (from the blog to Instagram) supports what found by Schau and Gilly (2003). 

Based on their research, in fact, personal websites constantly evolve and bloggers may end 

blogs and start new ones to seek different gratifications.  

According to the literature, conveying the right impression increases the likelihood that 

one will obtain desired outcomes and avoid undesired ones. Some of the outcomes are 

interpersonal in nature, such as approval, friendship, assistance, power, and so on, while 

others are material. An example is being viewed as competent in a specific field since it 

may result in a raise in salary or in better working conditions (Rosenberg, 1979). 

Specifically, for Chiara, social and material advantages are interrelated. The more 

followers she gains, the more appealable she appears to brands and the more competent 

people see her by collaborating with well-known brands, the more they will be willing to 

follow her and being influenced by her. This is a cycle process that allows Chiara to make 

money out of it. Ferragni is aware of how important her self-presentation as fashion expert 

is to make profit; hence social and material perks are for sure drivers shaping her 

impression management. Bloggers use their blog to present a desired image to readers, 

omitting information that might lead readers to take the blogger less seriously, and instead 
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emphasizing competences (Shepherd, 2005).  

Another factor that determines how important one's impressions are to the fulfilment of a 

goal is to what extent a person is exposed to a public audience (Leary & Kowalski, 1990). 

Chiara Ferragni counts 12.6 million followers on Instagram and very often she appears in 

news and tabloids. Being constantly watched obviously pushes her to carefully manage her 

self-presentation; her actions, the places she goes to, the outfits she wears, even the people 

she is seen with must fit the image she has been creating of herself in the last decade. 

Overall, the more public one's behaviour, the more likely one is to be concerned with how 

it appears to others, and the more motivated one will be to impression-manage (Bradley, 

1978). Publicity affects impression motivation because public behaviours are more likely 

to be relevant to the accomplishment of one's goals than are private behaviours (Leary and 

Kowalski, 1990). 

What’s more, Chiara is also dependent on her ‘target’: the 12,6 million followers. Another 

factor affecting the goal-relevance of one's impressions involves the individual's 

dependency on the target (Leary, 1993). When a person is dependent on others for valued 

outcomes, the impressions he or she makes on them are more important, and the individual 

will be more motivated to engage in impression management (Leary, 1993). It is important 

to remember that Chiara depends on her followers a lot, it is her ability to influence people 

with her image that permits her to run the business.  

Other variables that determine the value of creating an impression involve characteristics 

of the target (Schlenker, 1980). By virtue of their personal or social attributes, some targets 

prompt others to monitor and control their impressions more than do others (Schlenker, 

1980). Chiara recognises the value her followers have to her. Like any business, to 

compete Chiara needs to satisfy her target’s needs and deliver to them valuable contents to 

maintain a stable and durable competitive advantage. Without her followers, Chiara would 

not exist. People tailor their public images according to what their significant others like 

(Schlenker, 1980). The fact that others' preferences affect self-presentation does not imply, 

however, that the impressions created are necessarily deceptive (Gergen, 1968). Even 

when people match others' likes, they often do so by selectively conveying accurate views 

of themselves. They select from a myriad of possible self-images those that are most likely 

to meet approval or other desired reactions. Impression management in such contexts is 

tactical, but not necessarily deceptive (Gergen, 1968). Even though we can imagine that 
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Chiara makes a selection of the contents she shares on Instagram, this does not mean that 

the fashion blogger is presenting a false image of herself. It could be assumed that she is 

simply selecting in a very attentive way those aspects of her personality that more than 

others attract the interest of the audience. 

Once a person is motivated to create an impression on others, the issue becomes 

determining precisely the kind of impression one wants to make and how to make that 

impression. People attempt to create impressions not only of their personal attributes, but 

also of their attitudes, moods, roles, status, physical states, interests, beliefs, and so on 

(Jones & Pittman, 1980). First of all, self-concept and the delivery of a desired image of 

the self are clearly important for Chiara. She has her own idea about how she wants to 

appear publicly and post by post she tries to embed it. According to Duffy and Hund 

(2015) and Marwick (2013b), blogger narratives and Instagram images revealed that 

bloggers utilized four interrelated tropes to guide perception about themselves, namely the 

destiny of a passionate work, the glam life, the carefully curated social sharing, and the 

honest engagement with brands. The authors have found this subdivision useful to give to 

the reader a clear idea of how Chiara creates and shapes her identity on Instagram.  

Discourses of ‘passion' have been used to rationalize under-compensated labour in both the 

fashion and new media sectors, illuminating how producers derive value from their 

creative activities irrespective of monetary compensation or material rewards (Ross, 2009). 

Bloggers also invoke the narrative of career passion, despite the fact that they also earn a 

presumably sizable income from their digital media brands (Ross, 2009). Also, Chiara 

attributes her passion for fashion to her successful career as she explained: 

"When I started... I was doing it just to share because I love sharing my photos. But that 

was about it. My intention was to create something that people loved to look at, and they 

could find inspiration from, and that was it. It was just great to think that my followers 

from other social platforms would finally be able to come to a space that I created myself 

entirely.” (Keinan et al, 2015). 

In the FAQ section of her then blog and now inspirational platform, Chiara wrote that her 

mum is for sure the source of her inspiration. From a very young age Ferragni’s mother 

encouraged Chiara and her sisters to follow fashion trends. She used to make her daughters 

play with her clothes while framing every moment in pictures. As a kid, Chiara couldn’t 
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appreciate the idea of posing for her mum's portraits but growing up she understood what 

her mum did was beautiful and important. At some point, she started to feel the need to 

build her own customizable place, where she could express herself (The Blonde 

salad.com) 

“When I founded theblondesalad.com in 2009 I couldn’t have imagined I could reach such 

a wide audience. But it was such a natural course that perfectly matched my passions: 

fashion, travelling and photography.”  (Sowray, 2015). 

These narratives of passion and creative expression suggest that individuals come upon 

blogging unintentionally, as an escape from the banality of unrewarding professional lives. 

Indeed, the version of passionate work offered by Chiara is noteworthy for its seemingly 

destined nature. By emphasizing an almost mystical inevitability of their fashion blogging 

careers, bloggers demonstrate what happens when the self is a project of continuous labour 

matured into the social media age (Gill, 2010). Passion is no longer just a driver or a by-

product of new media work, but also a means of rationalizing individualized success 

(Ross, 2009). Implicit in this concept, however, is the notion that one need only to look 

inward and fuel oneself with passion to find success; those who are not successful are 

simply not passionate enough (Duffy and Hund, 2015).  

Despite the central role of consumerism in providing fodder for blog and Instagram 

content, Chiara is meticulous in her efforts to show that what she is doing is indeed work, 

albeit a highly pleasurable form. It is not rare to find on Chiara’s official Instagram 

account pictures that portrait her together with some people of her staff while having a 

brunch or a coffee together. Normally under these pictures Chiara notes “working on a 

new project. So excited to share all the news with you guys.” While the visual display 

locates her in the consumer sphere, the textual referent clarifies that she is there on 

business, as a cultural producer. 

Furthermore, at the end of 2017 Chiara while pregnant, became the CEO of her own 

company The Blonde Salad Crew publishing a post with the aim to really change the 

perception of those who had been sceptical in considering what she had been doing a real 

job. For Chiara is not just a matter of outfits and taking pictures with the right light 

anymore, but about being a full-time business woman instead.  
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Taken together, bloggers’ spectacular images of ‘predestined passionate work’ romanticize 

the project of the fashion blogger while concealing the drawbacks of production: 

flexibility, self-management, and the “always-on” persona, all of which represent the kinds 

of immaterial labour that increasingly characterize cultural work in an era of advanced 

capitalism (Lazzarato, 1996). Another way of concealing the negative drawbacks of the 

job is through their staging of ‘the glam life,’ characterized by global travel, invitations to 

exclusive events, and access to luxury goods. By depicting this lifestyle on their Instagram 

accounts, bloggers as Chiara engaged in what Marwick (2013b) has described as 

“aspirational production,” an attention-seeking practice whereby an individual presents 

herself in a high(er)- status social position.  

Ferragni has a tendency towards having a ‘luxury Instagram account’ (Marwick, 2015), 

which functions as a platform for showing her audience what kind of style she has. It is 

perhaps not surprising that designer goods are also central to bloggers’ staging of ‘the 

glam life’; Chiara’s Instagram displays a compendium of Valentino pumps, Chanel 

handbags, and Céline sunglasses, luxury goods offset, and the occasional thrift store 

purchase. In many cases, these products are ‘gifted’ from designers as part of a mutual 

incentive structure that mobilizes the activities of social influencers. The practice of 

‘tagging’, or linking to a branded product in one’s blog or Instagram feed, stands as public 

recognition of a commercial gift.  

Travel photos are a habitual presence on Chiara’s Instagram. The cityscapes or beaches 

provide stunning backgrounds for Chiara photo-shoots. Chiara also post artfully arranged 

food photos and restaurant location check-ins. The act of ‘tagging’ particular restaurants 

also speaks to the extent to which leisure activities becomes another opportunity to shape 

the contours of one’s personal brand (Duffy and Hund, 2015). Finally, Chiara presents her 

glam life by sharing the way she lives between Milan and L.A., the holidays and supercars 

she can afford too. For instance, Chiara did a survey on Instagram (feature available 

through the Instagram Story) to ask to her followers which cars she should buy among 

two. This kind of game really helps Chiara to engage with her followers by making them 

feel involved in her life decisions. By giving them the tool to decide which car she should 

buy, she also gives the perception that she really cares about her follower’s opinion. 

However, this lifestyle that includes networking, global travel, and frequent event 
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attendance is artfully displayed on social media, obscuring the work that goes into 

obtaining and maintaining the production of the self-brand (Duffy and Hund, 2015).  

Despite their careful presentation of ‘the glam life,’ most of the bloggers also share 

elements of their personal lives with readers, ostensibly an attempt to depict themselves as 

‘authentic’ (Duffy, 2013). Authenticity is seen as something bloggers strive for in their 

own blogging and as something that differentiates a ‘good’ fashion blog from a ‘bad’ one 

(Duffy and Hund, 2015). Lionel Trilling (1972) definition of authenticity as passion and 

interiority is crucial to fashion blogging’s appeal. In this case, readers expect to learn 

something about the inner life of the blogger. By honestly revealing personal information, 

bloggers increase the likelihood that their readers will form a personal relationship with 

them (Marwick, 2013b).  

What stands out from Chiara’s Instagram in fact is that she posts more private moments 

than she used to do on the blog. This change can be explained by the fact that different 

blog platforms offer different designs that can affect blogger behaviour as they can better 

satisfy the blogger’ needs of self-presentation (Schau and Gilly, 2003). On Instagram, 

Chiara shares numerous pictures with family’s members, her boyfriend, and friends. Under 

these pictures, Chiara writes simple sentences as any other common girl followed by few 

repetitive hashtags. For example, every time the picture depicts Chiara with someone of 

her family she uses #FamilyisEverything as personal hashtags or #LeoncinoMio 

(#MyLeoncino) to refer to her son. Other typical hashtags are #AmericanDays, 

#MilanDays, #ParisDays to update her followers on her whereabouts since she is always 

travelling around the world. In other words, bloggers share more candid images of their 

lives, letting their guard down and presenting themselves as ‘more human’ in ways that 

temper the glamour lifestyles discussed above (Duffy and Hund, 2015). 

When Ferragni posts about her personal life, engagement climbs, whether it’s photos with 

her mother or sisters or close-ups of her makeup. A video she posted in November 2017 

during her first ultrasound in L.A. garnered almost 5 million views, and a selfie showing 

her engagement ring received more than 600,000 likes. A series of Mother’s Day images 

Ferragni shot with her mother in partnership with Louis Vuitton in May 2016 were also 

popular (Strugaz, 2014).  
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When in August 2016 Instagram introduced the so-called Stories, Chiara could foster her 

way to communicate and being even closer to the audience by sharing literally every 

moment of her life in real time. The standout fashion Instagrammer regularly uses 

Instagram Stories to share links to the clothes and accessories she’s wearing. This tactic 

appeals to her fashion-focused followers, who are eager for details about her daily outfits, 

while simultaneously driving traffic to the websites of the large fashion brands she partners 

with. At the same time, she shares more intimate moments from her everyday routine to 

give viewers a sense of her life beyond fashion, keeping her millions of fans coming back 

for more.  

 A very funny story she shared with the followers was when she showed for the first time 

the opening of her store in Milan. She was pulling the door and in the meanwhile turning 

her head to look at the camera. However, when she turned her head back to enter the store, 

she bumped the door with her sunglasses. From being a serious and awaited moment, it 

passed to be a very hilarious one. Chiara promptly shared the funny misadventure with her 

followers by publishing it on her Instagram account. Her spontaneity was quickly paid-off 

since in a few hours the video became viral, reaching more than 1 million views and 

receiving thousands and thousands of lovely comments from her fans (Strugaz, 2014).  

"There isn’t a strategy behind my Instagram Stories activity," says Ferragni. "This is 

because I have the same approach to social media of my generation. The mantra is: 

Sharing is caring. Never record a IG Story twice, it has to be honest and in real time. Be 

yourself, have fun and your followers will have fun following you." (Chan, 2017) 

Through this new Instagram feature Chiara also shared in real time the first ultrasound she 

did in America. Millions of people could see the little Leone and take part to the emotional 

moment with Chiara.  By doing this the Instagrammer is able to create a connection with 

her followers who can relate to her.  Privacy is not something she craves. Even when she is 

made fun of she puts a brave spin on it: “Bad comments are a way to improve yourself.” 

(Keinan et al, 2015). Against the haters, Chiara explained why she likes sharing everything 

with people exactly under a picture of her ultrasound. What she wrote can be defined as a 

sort of ‘Manifesto of Chiara Ferragni’ (SkyMag.com). In the post, she stated she reflected 

a lot before sharing that photo since she did not know how people would react to it and if it 

would be ‘too much’. She said that in the end she published the post anyway because 

pregnancy was the best experience she had ever lived and her philosophy was: “what is 
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Instagram if not a platform to share happy moments, inspire and being inspired?” Chiara 

then added that from the very beginning she had always used social networks with this aim 

assuming that probably this was the main reason why people enjoyed and still enjoy 

following her.  

“I like to share whatever with the world and this is my strength.” (Sowray, 2015) 

Finally, also link to the concept of ‘authenticity’ comes the last trope. According to 

Marwick (2013b), while all bloggers acknowledged the reality of dealing with brands, 

there is a strong belief that brand engagement should not overshadow honesty or personal 

preference. If a blogger engaged with brands simply for money, her integrity and 

credibility could be compromised. Chiara indeed has always been transparent in how she 

operates her business.  

 

"You can totally work with brands. People love seeing that, but you have to build stories. 

You have to build credibility, and those brands have to really be the perfect fit for 

yourself.” (Keinan et al, 2015). 

When Chiara shares stories about her collaborations with brands (clothes, hotels, cars) she 

also embeds the companies’ website links in the text. This really engages her followers 

who are likely to click on the link leading to the brand’s website and to purchase. It is no 

longer just a link, but a part of an experience that Chiara is sharing with the users. This 

proved to be very successful and attractive to brands (Keinan et al, 2015) Yet, differently 

from the most bloggers, Chiara does not post content in exchange for money, but she 

partners with brands acting as ambassador. This means she might host an event on behalf 

of a brand and publish a certain amount of Instagram posts planned in agreement with the 

brand. From the very beginning, Chiara was very selective when choosing the brands to 

work with because the stories she wanted to tell about these brands had to reflect her own 

lifestyle. She did not want to be just another shop window (Keinan et al, 2015). 

The way in which Chiara does impression management is directly linked with the kind of 

tool she has chosen. More specifically, social media sites like Facebook, Twitter, 

LinkedIn, or Instagram allowed a strong and carefully planning of the self (Kadjer and 

Bull, 2003). However, since Internet is increasingly turning into a visual medium and 
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images are playing an increasing role in our visual communication, Instagram has become 

the preferred and most efficient platform to create and share a specific self-representation 

(Rettberg, 2014). Chiara shifted to Instagram in 2013 leaving forever her personal blog, 

The Blonde Salad. Multiple are the fashion bloggers who have experienced the medium as 

a successful addition to their spread of popularity as Social Media Mavens. Instagram has 

actually proved that pictures speak louder than words by increasing its number of users in 

almost every demographic group more than 9% compared with Twitter with a 5% 

increase, and LinkedIn with a 6% increase (Lee et. al, 2015). 

Photographs are much better than texts for self-expression and impression management 

since the myth of photographic truth lends photography a credibility that text can lack 

(Mander, 2014). One of the reasons why Instagram has become so popular is the fact that 

image prominence provides for the users’ preference of showing their lifestyle rather than 

explaining its characteristics (Zhao et al, 2008). Having a popular Instagram account is 

established through various social and cultural notions such as authenticity, identity and 

the rise of the lifestyle consumer society which is exactly what Chiara constantly does. 

Through a close observation, one can notice that a meticulous planning, which is part of 

the marketing strategy of this personality, underlies the perfect digital appearance. Chiara 

spends a lot of time publicly exemplifying her lifestyle by showing her activities, such as 

working, attending events, eating, spending time with her son, joking with her boyfriend 

and so on. She uses this strategy to gain maximum attention and to provide a relevant 

context for herself and her work. Chiara is using Instagram to strategically manage the 

perceptions of her “persona” and in turn of her job, transforming it from a series of isolated 

projects to a streaming feed that transforms the artist’s identity into a recognizable brand.  

 

3.3 Chiara Ferragni Self-Branding 

 

Chiara Ferragni has built a successful self-branding by taking control of the processes that 

affect how others perceive her, and managing those processes strategically to help her to 

achieve her goals. Engaging in practices that are conducive to develop a strong personal-

brand is essential for that.  By engaging in practices that help to develop a strong personal-

brand, an individual can ‘stand out while fitting in’, demonstrating an understanding of the 
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rules of the game and displaying greater cultural and social capital (Parmentier et al., 

2013).  

After almost a decade from launching her blog ‘The Blonde Salad’, Chiara has collected 

numerous achievements that have lead Forbes to crown her as the “world’s most powerful 

fashion influencer” in 2016 (O’Connor, 2017). She owns a shoe line, The Chiara Ferragni 

Collection, and since October 2017, she has also become the CEO of her blog The Blonde 

Salad (Polato, 2017). The latter has been definitively turned into a company in 2014 and 

converted in 2016 into an online lifestyle magazine and e-store that sells exclusive capsule 

collections (Keinan et al, 2015). For her incredible success, Chiara has been studied as a 

business case at Harvard University and has been nominated queen of Instagram for her 

millions of followers (Sowray, 2015). Her business is worth $7 million, three times what it 

was worth in 2015 and 83% more of its 2016 value (Polato, 2017). The Blonde Salad has 

more than 500,000 unique visitors every month and brings in more than $1.5 million in 

advertising and referred sales. However, most of the influencer’s revenue still comes from 

Chiara Ferragni Collection, her shoe line (Sowray, 2015). 

Engaging in a careful self-presentation, as explained in the previous paragraph, she has 

been able to present herself as an inspirational and reliable person in people’s eyes. 

According to Hearn (2008), successful personal branding entails managing the perceptions 

effectively and controlling and influencing how others perceive and think of a person. It is 

all about influencing others, by creating a brand identity that associates certain perceptions 

and feelings with that identity (Peters, 1997). Work on the production of a branded ‘self’ 

involves creating a detachable and saleable image which effectively circulates cultural 

meanings (Hearn, 2008). Chiara can definitely be defined as a Social Media Maven since 

the term refers to figures who emerge from digital platforms and reach a broad, even 

global, level of exposure. As their virtual presence widens over time, they become 

powerful in their media, influential to their followers, and valuable to companies and 

brands. Also, they have acquired a high degree of interest in and expertise about certain 

products; therefore, they are considered ‘opinion leaders’ by other consumers (Rogers, 

1983).  
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4. Theoretical Framework 

 

In this chapter, the authors will present the theoretical framework and the reasons behind 

its choice.  

As mentioned above, in order to investigate individuals’ perception of a personal brand on 

a cross-cultural dimension, the authors will use the Chiara Ferragni case. Among all theory 

regarding branding, Aaker’s Brand Personality Scale (BPS) model resulted to be the most 

suitable to answer the authors’ research question. By applying this model, the researchers 

will improve the explanatory power of the case by strengthening the reliance on theory 

hence rendering it more generalizable (Peirce, 1931).  

In 1997, Aaker developed a five-dimensional model named Brand Personality Scale, a 

definite measurement for the personalities of corporate brands. Aaker analyzed the 

perception of American consumers regarding commercial brands which resulted into the 

development of 15 attributes and 42-trait scale, containing five brand personality 

dimensions: Sincerity, Excitement, Competence, Sophistication, and Ruggedness. Each of 

the five dimensions of Aaker’s BPS is based on the Big Five model (Goldberg, 1990) of 

human personality used in psychology to measure personality traits (Agreeability, 

Extroversion, Consciousness, Emotional Stability, and Openness). Sincerity shares many 

attributes with Agreeableness. Excitement is defined with energy and positivity as 

Extraversion. Competence denotes reliability and achievement that characterize 

Conscientiousness. However, the last two Aaker’ dimensions Sophistication and 

Ruggedness do not match Emotional Stability and Openness respectively. In her research, 

Aaker found out that these two traits were never associated to brands. She instead observed 

that individuals associated aspirational images of wealth and status to brands and hence 

she substituted the two missing traits with Sophistication and Ruggedness (Aaker, 1997). 
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Fig.2. The Brand Personality Scale model by Aaker, (1997) 

 

Even though Aaker’s model is applied only to define the personality of brands, the authors 

of this thesis believe that it can also be used to understand how the overall personality of a 

person is perceived within self-branding. The reason comes from the fact that in this 

analysis individuals who practice self-branding are not studied as human beings but as 

brands instead. The authors in fact decided to “brandized” Chiara Ferragni since according 

to the literature, personal branding refers to an individual who by delivering a planned self-

presentation of herself becomes the brand itself (Peters, 1997). In this way, Aaker’s 

framework has not been altered. By turning the individual into a brand, the BPS model can 

still be applied.  

Aaker’s attributes list used to anthropomorphize the brand will allow the researchers to 

analyse and categorize, in an objective way, an individual personal brand on a cross-

cultural dimension.  
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Another reason to choose Aaker’s scale is for its linguistic accessibility. Since the 

personality in self-branding is investigated cross-culturally, the authors had to find a model 

that allowed a generalizability of the traits that had to be assessed. The most important 

issue for the aim of this study is to make sure that the measuring tool contains no potential 

for cultural bias. Spotting perception of brand personality is all about the describing 

adjectives, and the model guarantees that members of different cultural societies recognize 

the same meaning to the same traits (Aaker, 1997).  

Treating the person as a brand and not as a human being also justifies why the authors do 

not use psychological models to study the personality. Even though they are based on 

human personality scales, which would be appropriate to study a persona’s personality, 

they have not been validated in the context of brand (Dolich, 1969). The reason is that 

where some dimensions of human may be mirrored in brands, others might not. As a 

result, the validity of such brand personality scales is often questionable (Aaker, 1997). 

Consequently, the authors of this thesis have not considered the psychology personality 

models as worthy tools to investigate the personality perception in self-branding.  

 

5. Methodology 

  

In this chapter, the authors will illustrate the methodology chosen for their research. 

The chapter will introduce the research approach, the research design, the data 

collection method, and the data analysis utilized. 

  

5.1 Research Approach and Design 

 

The authors agree that for the nature of the research the most suitable philosophical 

position is subjectivism. Since subjectivism states that the truth is subjective and 

dependent on the subjects’ mind and experience, the authors found it to be in line with 

their research aim.  In fact, the purpose was to investigate individuals’ perception of 

reality which by definition is affected by personal values, beliefs and experiences 



 49 

(Bryman, 2012). Following this reasoning, the authors opted for a phenomenology 

epistemological stance. According to Langdridge (2007), phenomenology is “the 

discipline that aims to focus on people’s perceptions of the world in which they live in 

and what it means to them; a focus on people’ lived experience.” More specifically, the 

theoretical perspective adopted was the hermeneutic one. The reason behind this choice 

lies in the fact that interpretations are all we have and description itself is an 

interpretative process; and hermeneutic phenomenology puts emphasis on the 

importance of understanding texts. “From identification of the experience of 

phenomena, a deeper understanding of the meaning of that experience is sought. This 

occurs through increasingly deeper and layered reflection by the use of rich descriptive 

language.” (Smith, 1997).  

 

For the thesis scope, the research approach implemented to investigate the words, the 

expressions, and the descriptions of the individuals was the qualitative one which is also 

in line to what Maykut and Morehouse (1994) said. According to them, phenomenology 

is academically considered the source of all qualitative research. Thanks to qualitative 

research it is in fact possible to explore several aspects of the social world including the 

understandings and experiences of the participants (Mason, 2002). Such experiences 

along with needs and cultural background were extremely important in this research to 

understand the role they played in the participants’ perception. Finally, this research 

focused on brand perception and qualitative methods are usually utilized to brand-

related matters. (McDaniel & Gates, 1991). 

Even though qualitative research is commonly supported by inductive reasoning 

approach, the choice to use a case study lead the authors to adopt an abductive method 

of research. The motivations behind this choice will be extensively explained in the next 

session. 

 

5.2 A systematic combining: an abductive approach to case 

research  

 

Currently, in social research the well-known inductive and deductive scientific methods 

are the most commonly used to investigate the real world (Laudan, 1981). 
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In the inductive method “plans are made for data collection, after which the data are 

analysed to see if any patterns emerge that suggest relationships between variables.” 

(Gray, 2013). On the other hand, in the deductive approach, the researchers test 

hypothesis and existing theory by deriving from it observational predictions (Cattell, 

1966).  

 

However, these two methods are better thought of as restrictive methods that can be 

implemented to meet specific research goals (Nickles, 1987), and not a wider range of 

research goals. As a result, the authors chose to adopt an abductive method, namely a 

mix of the deductive and inductive approaches. More specifically, the researchers 

implemented a systematic combining abductive approach. Such method is “a process 

where theoretical framework, empirical fieldwork, and case analysis evolve 

simultaneously, and it is particularly useful for development of new theories” (Dubois 

and Gadde, 2002). This process consists in the interrelation of four components: pre-

existing theories, the case study, the theoretical framework and empirical findings.  

The roles of these components will be discussed and explained in separate sections.  

 

5.2.1 The Case Study 

 

Since the authors aimed to explore the perception of a personal brand on a cross-cultural 

context, to empirically investigate the research question they needed to refer to a real 

case. Specifically, the Chiara Ferragni case was judged to be the most representative 

example of self-branding. In fact, the Italian fashion blogger by exclusively branding 

herself, has built such a successful business to be crowned “The Most Powerful Fashion 

Blogger” by Forbes in 2016 (O’Connor, 2017).  

 

Even though case studies are applied extensively in a wide range of subjects such as 

psychology, sociology, and management they are not always recognized as proper 

scientific methods (Yin, 1994). This is because case studies develop little support for 

scientific generalization and they tend to be too situation specific (Yin, 1994). A 

stronger reliance on theory would help to reduce the scarce reliability of the case study 
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though. For this reason, the authors propose the systemic combining abduction method 

to improve the explanatory power of the case and to strengthen the reliance on theory 

(Peirce, 1931). The abduction method allows researchers to focus not only on mere 

observations of empirical facts (inductive), but also to compare such findings to a 

theoretical model (deductive).  

Researchers constantly go back and forth from empirical observations to theory, 

expanding their understandings of both (Dubois and Gadde, 2002). 

 

The authors first collected empirical findings regarding cross-cultural perception of 

Chiara Ferragni self-branding, and then interpreted such data with Aaker’s Brand 

Personality Scale. Hence, the authors used: a study case, empirical findings, theoretical 

framework, and pre-existing literature to go back and forth to build a theory regarding 

cross-cultural self-branding. An abductive approach is fruitful if the researcher’s 

objective is to discover new things (Dubois and Gadde, 2002). Self-branding has in fact 

never been studied before on a multicultural level, hence any finding about this topic, 

should be regarded as ‘new’.  

 

5.2.2 The Theoretical Framework 

 

Another component of great importance in the systematic combining process is the 

theoretical framework which functions as a reference as well as a guideline when 

entering the empirical world. (Bryman, 1995).  

 

In this research, the framework selected was Aaker’s (1997) Brand Personality Scale. Its 

function was in the beginning to give the authors a tool to investigate the empirical 

world with the aim to translate the perception of the individuals into words. Secondly, it 

functioned as guideline to interpret and give relevant meanings to the empirical 

findings. The systematic combining process allows a constant evolution of theoretical 

frameworks, as empirical findings may inspire changes. According to Burke (1992) 

there is more than one way in which empirical data and theory can be combined.  
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5.2.3 The Generation of Theory 

 

In the systematic combining process, background literature, also called “technical 

literature”, is necessary (Bryman, 1995).  The researchers though cannot be able to 

review “all the literature” as the need for theory is continuously generated throughout 

the research process (Dubois and Gadde, 2002). The authors began from a literature 

background but such literature did not allow to fully comprehend the relation between 

self-branding and perception. Hence the authors felt the need to progressively add new 

supporting theory.  

 

According to the systematic combining process, the generated theory that derives from 

research must be considered in the light of the theoretical framework. However, the 

researchers should not be constrained by assumptions drawn from previously developed 

theory (Dubois and Gadde, 2002). The authors did follow Aaker’s framework to analyse 

the results, but they also modified it according to their empirical findings, hence 

avoiding to be restrained by it. 

 

5.2.4 Epilogue 

 

Systematic combining as suggested in this thesis is thus closer to an inductive than a 

deductive method since the interrelation between theory and empirical findings is 

stressed more heavily than in the deductive approach. On the other hand, the abductive 

approach is similar to the deductive one since it consists more in the development of 

existing concepts rather than in the generation of brand new theories.  “We stress theory 

development rather than theory generation” (Dubois and Gadde, 2002). 

One relevant difference, compared with both deductive and inductive approaches is the 

role of the framework. In the abduction approach, the original framework can be 

modified, either as a result of empirical findings, or as a consequence of theoretical 

insights gained during the process (Peirce, 1931). This approach creates a breeding 

ground for the development of new theories derived from the mix of established 

theoretical models and new findings arose from the confrontation with reality (Peirce, 

1931).  
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Fig. 3.  Systematic combining by Dubois and Gadde, (2002). 

     

    

5.3 Data collection method 

 

As mentioned above, the authors opted for a qualitative research method since 

the aim of this thesis is to investigate how Chiara Ferragni’s personality is perceived 

and to what personality traits she is associated with. Specifically, the perception was 

studied on a cross-cultural level. For this reason, the authors chose to collect 

observations and insights through semi-structured interviews. This method consists in 

an “interview guide”, a list of questions that needs to be followed for every interviewee 

(Bryman, 2012). From homogeneous questions the researchers get more easily 

comparable data, and this was needed to compare potential cultural differences.  On the 

other hand, this method still leaves space to spontaneous and insightful discussions 

(Henry and Fetters, 2012).  

 

The kind of questions asked were broad enough to let respondents also motivate the 

reasons behind their answers and this allowed the interviewers to grasp the participants’ 

motivations and cultural way of thinking. Furthermore, the semi-structured interviews 

featured photo and video elicitation in order to present the participants an unbiased and 
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neutral presentation of Chiara Ferragni. It was in fact very important that each of the 

participants underwent the same exact stimulus, without being influenced by the 

interviewers’ words. In order to put at ease the respondents and enhance their will to 

freely express themselves, the interviews took place in study rooms where the social 

setting was very informal and relaxed. 

 

Considering other research methods, the focus group technique was not chosen because 

the authors were not interested in sparking any kind of conversation between 

participants. They wanted instead the respondents to reflect and answer without being 

influenced by anything other than what was showed them. Also, focus groups may put 

respondents under social pressure and lead them to share only what they think are 

socially acceptable opinions (Smithson, 2000). The authors wanted their respondents to 

be as comfortable and as open as possible in order to gather truthful answers about their 

perceptions.  

 

All the interviewees, after being fully informed about the research process, gave 

informed consent about their participations: they agreed to their voices being recorded 

and their answers to be featured on the thesis. However, since personal identity was not 

relevant for the aim of the research, participants were anonymised.  

 

5.3.1 Design of the semi-structured interviews 

 

The interviews took place in the span of two weeks (from the 27th of March to the 10th 

of April 2018) and each one lasted around 1 hour and a half with thirty minutes 

dedicated to video and photo elicitation. The first week was dedicated to Chinese 

participants, the second to Western ones. 

 

As the semi-structured interview method requires (Bryman, 2012), the authors had 

designed an interview guide (see Appendix A) to follow during each session. The guide 

was split into three parts: 

 

1) A set of introductory questions 
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2)  A photo and video elicitation 

3) A set of in-depth questions 

 

The first set of questions varied according to the sample interviewed. The Chinese 

respondents were asked questions about their background, the length of their stay in 

Denmark, and their knowledge and utilization of Instagram.  Firstly, the authors needed 

to be sure the interviewees had not lived for a long time in the West because according 

to the literature, living in a foreign country for a consistent period of time can affect 

how an individual perceive the world (Nisbett & Miyamoto, 2005). Questions about the 

social media were needed to get an overview about the sample Instagram usage and 

their familiarity with the world of fashion bloggers. The interviewers did not ask to the 

Western respondents how long they had been in Denmark as what the researchers were 

interested in was a sample with a “western mind-set”. Country specific features were 

not taken into consideration in the research. Also, as for the Chinese, questions 

regarding the App usage and their familiarity level were asked. 

 

In the second section, since the purpose was to provide an overview of Ferragni’s self-

presentation, the selection of video and photo contents was decided ahead by the authors 

to present the exact same contents to both the samples. Firstly, the interviewees watched 

Ferragni’s Instagram stories: the “best moments” of 2017, her pregnancy updates, and 

her business career achievements (See Appendix B). Subsequently, The Chiara Ferragni 

Collection Instagram account was also showed (See Appendix B). Finally, a selection of 

pictures that featured the same themes of the videos was also presented (See Appendix 

B). 

 

The interviewees who already had Instagram application on the phone watched the 

Instagram contents from their devices while the ones who did not have the mobile app 

were given the authors’ phones. The participants who had headphones used them, the 

ones who did not were given a pair. It is worth noticing that the participants were 

guided in this process in order that the familiarity with Instagram app could not 

influence at all the participants’ perceptions. The interviewees just had to click on the 

accounts and on the videos and were often helped by the researchers in doing this.  
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Finally, in the third section, the same in- depth questions were asked to all participants 

regardless of their cultural origin. Since the aim of this part was to gather reflections on 

Chiara Ferragni as a woman, on her behaviour, and on her life, the researchers asked 

general-open questions regarding Chiara’s behaviour, her life approach, her relationship 

with others, and her job. By using this kind of questions, the authors avoided 

influencing the sample’s perception and in turn they gained much more spontaneous 

responses. 

 

5.3.2 Sample and selection of participants 

 

In this research, the authors chose non-probability sampling method, where not all 

members of the population have the chance of participating in the study. More 

specifically, the researchers utilized two different types of non-probability sampling. 

Firstly, participants were selected according to a purposive sample. Purposive sampling 

dictates the selection of units (people, in this case) with direct reference to the research 

question of the thesis. Research questions often provide the criteria to what different 

kinds of people need to be observed (Bryman, 2012).   

 

Different criteria were used to select participants. First of all, people from Western 

countries and China were selected. The reasons for this choice are explained in the 

introductory chapter called “Research Delimitations”. Sample sizes in qualitative 

interviews can be relatively small, from 5 to 25 (Kvale and Brinkmann, 2009) and 

precisely eight individuals from each cluster were selected for this research. At this 

point of the participants’ selection, the researchers utilized the second type of non-

probability sampling method, the convenient sampling. This type of sampling allows to 

select members from a population who are conveniently available to participate to the 

study. The Western sample was constituted by a French, a Swedish, a Finnish, a 

Germany, a Danish, a Greek, a Portuguese, and a North American.  People from these 

countries were readily available to participate to the study. 

 

Another criteria was the selection of individuals who had never been exposed in any 

way to Chiara Ferragni’s figure before. In fact, the authors wanted to test the 
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spontaneous perception of individuals during their first encounter with Chiara Ferragni 

to avoid any perception bias due to a different degree of familiarity. Finally, women 

between 20 and 35 years old were selected. This age and sex group more than any other 

follows fashion influencers on social media, as proven by Pew Research Center in 2018 

(Smith & Anderson, 2018). Hence, these were the people more indicated to be 

observed. Also, the sample had to show an interest and pre-existent knowledge of the 

fashion blogger phenomenon in order to be able to look at Chiara as a person but as 

someone performing self-branding.  

 

 

Table. 1. Chinese Sample profiles 

 

 

 

 

 

 

 

Chinese Sample City Age 

Interviewee 1  Nanjing 22 

Interviewee 2  Shanghai 24 

Interviewee 3  Beijing 26 

Interviewee 4  Shanghai 22 

Interviewee 5 Xi’an 24 

Interviewee 6  Beijing 32 

Interviewee 7  Shenyang 28 

Interviewee 8  Shanghai 20 
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Western Sample Country Age 

Interviewee 1 France 21 

Interviewee 2 Sweden 26 

Interviewee 3 Finland 27 

Interviewee 4 Germany 24 

Interviewee 5 Denmark 31 

Interviewee 6 Greece 23 

Interviewee 7 Portugal 24 

Interviewee 8 North America 25 

 

Table. 2. Western Sample profiles 

 

 

5.4 Data Analysis Method  

 

First of all, the authors transcribed the interviews in order to find significant connections 

and patterns between the respondents. Then as earlier explained, for the nature of the 

abductive approach, the theoretical framework played a key role also in the data 

analysis phase. All the data derived from the interviews were analysed in the light of 

Aaker’s (1997) scale. The analysis of the data was based on the methods of convergence 

and divergence as the authors looked for similarities and differences within the cross-
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cultural samples. According to Ryan and Bernard (2003) this is an optimal method to 

review qualitative data and draw conclusions. 

 

 To analyse the data and find similarities and contrasts, the researchers opted for the 

‘three major components of qualitative data analysis’. Such model consists in ‘data 

reduction’, ‘data display’ and ‘drawing and verifying conclusions’ (Miles & Huberman, 

1994). While being careful not to lose potentially relevant information, the authors first 

reduced the amount of data by collecting adjectives and traits emerged from the 

interviews, according to their belonging to Aaker’s dimensions. Subsequently, the data 

were condensed in a matrix that mirrored Aaker’s model (see Appendix C). 

Finally, the authors were able to draw conclusions always referring to Aaker’s model, 

even though this did not limit the researchers from developing and refining the 

framework according to unanticipated empirical findings.   

 

6. Empirical Findings  

 

This chapter will illustrate the empirical findings resulted from the semi-structured 

interviews. The perception of the respondents will be presented and supported by direct 

quotes. This section will be divided in two different parts. One focused on the outcome 

of Chinese interviews, the other one will instead shift to the Western respondents. The 

answers of the participants will be observed in light of the theoretical framework earlier 

introduced. 

 

6.1 Chinese Respondents 

 

In the first place, the authors interviewed the Chinese sample (see Appendix D). The 

first set of the questions regarded the participants’ background, the length of their stay 

in Denmark, and their knowledge and utilization of Instagram. 
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When asked how long they had been living in Western countries, all the participants 

confirmed they had been living in Europe no more than two years’ time. Most stated 

they moved to Europe to pursue their studies and some had also travelled around the 

West for some time. Regarding the use of Instagram most of the respondents confirmed 

they knew it before leaving China but they had started to use it after moving to the 

West. The respondents explained that Instagram, along other social media are blocked 

in China because of the ‘Great Firewall’, the Chinese Internet censorship system. 

However, they explained that in China they have other social platforms with very 

similar Instagram features like WeChat and Weibo. It is worth noticing that two of the 

interviewees had never signed up on Instagram before, hence they used it for the first 

time during their interview. These two respondents were exchange students and did not 

find reasons to download the app for such a short period of time since in China no one 

utilizes it.  

 

“I know it and I started using it four years ago, exactly when I was on exchange actually.” 

Chinese perception: interview number 3 (March 27, 2018) 

 

 “Yes, I know the app but I could not describe it. Never signed up and never used it since in 

China nobody uses it basically.” 

Chinese perception: interview number 5 (March 28, 2018) 

 

“I know Instagram since also in China the most obsessed use it regardless the censorship while 

I started to really use it once arrived in Denmark. Here everyone uses it so I signed up too. In 

China, we have Weibo which is very similar to Instagram, on it people share pictures and 

videos and you have the likes and you can comment.” 

Chinese perception: interview number 7 (April 2, 2018) 

 

The respondents who confirmed they used Instagram, further explained whom they 

follow: close friends, various brands accounts related to fashion, design and food. Some 

also follow bloggers, popular celebrities and influencers accordingly to their various 

interests. However, some underlined that even if they follow western fashion bloggers 

and think they are interesting, they are not inspired by them. The reason for this is that 

their body is very different and they don’t relate to them.  
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 “First thing I do is following friends [...] I follow the accounts that are about my interests, for 

example travelling, cooking, food culture [...] fashion accounts.” 

Chinese perception: interview number 6 (March 30, 2018) 

 

“Fashion bloggers [...] some brands also luxury brands, which is one of my interest, things I 

love.”  

Chinese perception: interview number 3 (March 27, 2018) 

 

 

“I just follow these girls because they are beautiful, I usually follow Chinese fashion bloggers 

because they look more similar to me and I can be inspired by them.” 

Chinese perception: interview number 7 (April 2, 2018) 

 

After these preliminary questions, the participants were asked to use their phones and 

look at videos and pictures both from Chiara Ferragni official Instagram account and 

also from the Chiara Ferragni Collection one. None of the participants had problems 

using the mobile application to watch the contents. The two interviewees that had never 

tried Instagram before, were given the interviewer’s phone to render the process quick 

and easy.  

 

After the video and photo elicitation, the interviewees, guided by a set of questions, 

expressed their own first impressions and opinions regarding Chiara Ferragni and the 

contents they had just watched.  

The questions had the aim to make the respondents reflect about the fashion blogger and 

her personality as much as possible. Being the questions open, the interviewees had the 

chance to express themselves freely, with no restriction or boundaries on the topics they 

covered. This favoured the outcome of the interviews, and the answers collected offered 

an in-depth picture of the respondents’ perception of Chiara. As announced in the 

theoretical framework, such perception was analysed by applying Aaker’s (1997) BPS. 

The attributes and the adjectives the participants used to describe Chiara fit four out of 

five of Aaker’s dimensions, namely Sincerity, Excitement, Competence, and 

Sophistication. The only cluster that did not surface was the Ruggedness one, as none of 

the participants used any of the traits typical of that dimension.   
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The results will be presented according to the traits that emerged for each Aaker’s 

dimension. 

 

The Sincerity cluster was confirmed by all the participants. When describing Chiara, the 

interviewees all stated she was honest, down to hearth, and cheerful.  

To express their thoughts the interviewees made use of a plethora of words. Every 

respondent found Chiara to be a “honest” person, who looks very “real”, “natural”, and 

even “spontaneous”. They claimed she “is not lying” and “not polished” while showing 

moments from her daily life. The reason for this, according to the sample, lies in the 

type of stories and pictures Chiara posted. In such stories, she does not modify her 

strong Italian accent, she shows her baby bump, and she sings not even on key. Also, 

the fact that she shares constantly personal videos was a proof of her being authentic. In 

this context, the sample often cited moments from the videos “Best of 2017” and “Leo” 

(see Appendix B) where Chiara shows much of her routine and family life. 

 

“I don’t think she is much faking it. For me it’s not. When she is posting, she is not polishing 

her Italian accent and showing baby bumps, so I guess she is natural.” 

Chinese perception: interview number 6 (March 30, 2018) 

 

“She does this in a very natural way, it does never look like she is selling you something.” 

Chinese perception: interview number 8 (April 2, 2018) 

 

“She is much more spontaneous since she doesn’t hide her Italian accent, these stories do seem 

really authentic, you can see she hasn’t planned them in advance[...] She is also sometimes 

stumbling on her words and sings not on key, with the wrong words.” 

Chinese perception: interview number 7 (April 2, 2018) 

 

“In those videos she was showing all the parts of her day so she must be honest, I can’t believe 

someone would be able to lie for so long!” 

Chinese perception: interview number 4 (March 28, 2018) 

 

The respondents also found Chiara a down to earth girl, who cares deeply about her 

family. The interviewees remarked how she shares a lot of family time moments. The 

boyfriend, the sisters, and Chiara’s parents appear indeed very frequently in the 

Instagram stories.  
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The Chinese respondents were positively surprised to see so many contents dedicated to 

family and friends since they compared Chiara to Chinese fashion bloggers. They in fact 

explained how the latter usually don’t share private moments of their lives and prefer to 

share fashion-related contents only.  

 

“All these lunches with the Italian family, she is always sweet with them, she shows she cares”  

Chinese perception: interview number 3 (March 27, 2018) 

 

“She has a boyfriend and she shows this a lot. [...] so many videos about her family stuff. [...] 

where she shows she’s grateful to her family. It is rare to find these values in someone who 

would think is quite material.” 

Chinese perception: interview number 5 (March 28, 2018) 

 

“Most influencers I follow in China share fashion pictures only so they limit their account to 

just work and don’t share much about their private lives.” 

Chinese perception: interview number 1 (March 27, 2018) 

 

Finally, the sample also underlined how Chiara seems to be a cheerful person, very 

friendly and sweet, always surrounded by people she shows to love. Many mentioned 

the videos referring to her birthday party and her nights out with friends. 

 

“She likes to stay with people, she’s a group person.” 

Chinese perception: interview number 6 (March 30, 2018) 

 

“During family reunions, you can tell it’s real, you can see she loves her friends and family” 

Chinese perception: interview number 2 (March 27, 2018) 

 

The second dimension that emerged was Excitement. Six out of the eight interviewees 

underlined how Chiara looked “enthusiastic”, “cool”, and very “young”. In general, 

they found her attitude towards life and her job “positive” and full of “energy”. They 

emphasized how she never stops moving and doing different things. The sample often 

referred to the videos called “Best of 2017” (see Appendix B) where the influencer 

shows her life full of events, trips, and parties. 

 

“She is always shouting, jumping around, being so energetic, positive” 



 64 

Chinese perception: interview number 2 (March 27, 2018) 

 

“She is cool. I mean, during the story you see she has turned 30 years old and she has already 

achieved so much! She does whatever she wants or go wherever she wants.” 

Chinese perception: interview number 4 (March 28, 2018) 

 

 

“She is this independent woman, with such an exciting life. Also, she looks like this teen girl, 

she behaves like that, always going to parties, laughing. I have the feeling I’ve never seen her 

that serious during the videos.” 

Chinese perception: interview number 5 (March 28, 2018) 

 

“She is happy and excited all the time. She really transmits positive vibes” 

Chinese perception: interview number 8 (April 2, 2018) 

 

Another dimension that surfaced was Competence. Out of the eight respondents, seven 

agreed on defining Chiara an “ambitious” and “powerful” woman in career. Almost 

everyone recognised that constantly keeping her audience update with her Instagram 

activity is a job de facto. On one hand, they stated that her ability in promoting herself 

and her brand is impressive, on the other hand they acknowledged her fashion expertise 

and capability in choosing the right brands to collaborate with. Some of the interviewees 

also added that once upon a time, in China, fashion blogging was not considered a job 

while nowadays it has gained much more recognition. Chiara was also recognized as 

smart and focused on achieving her goals. Also, the participants attributed Chiara’s 

habit of owning very expensive items to her job. No one of them recognized this display 

of material goods as a ‘show-off’ but instead as a mandatory part of being a fashion 

blogger. Most of the comments from the sample were related to the videos “Business” 

and the Chiara Ferragni Collection account (see Appendix B).   

 

“I think she is smart and ambitious and has her own idea to achieve career goals.” 

Chinese perception: interview number 2 (March 27, 2018) 

 

“She's totally a fashion expert. I think it is her job and she surely knows how to do it. [...], you 

shouldn’t forget this is a real job.” 

Chinese perception: interview number 4 (March 28, 2018) 
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“There has been a lot of hard work behind. Lots of efforts, struggles.” 

Chinese perception: interview number 8 (April 2, 2018) 

 

“She is a very powerful woman [...] As I said, sharing her life is her job and you can see she 

really works hard to achieve what she wants.” 

Chinese perception: interview number 1 (March 27, 2018) 

 

Finally, another dimension that emerged in six interviews was Sophistication. The traits 

used to describe Chiara referred to her physical traits as well as her social position.  On 

one hand, the sample described her physical traits with adjectives such as “beautiful”, 

“elegant”. When describing such physical traits, the respondents showed to be mostly 

fascinated by her face shape and features, like her big eyes, tiny nose and white skin 

colour. On the other hand, they used adjectives such as “fancy”, “glamour” to refer to 

the social class Chiara belongs to. These kinds of attributes were associated by the 

interviewees to the ‘Best of 2017’ video. 

 

“She is so beautiful, this shining skin tone with the blonde hair.”  

Chinese perception: interview number 2 (March 27, 2018) 

 

“With the fancy clothe, she even looks elegant and charming.” 

Chinese perception: interview number 4 (March 28, 2018) 

 

“She is beautiful with those big eyes and amazing hair, so glamorous but of course it is easy 

when you are rich and you can spend so much money in your self care.” 

Chinese perception: interview number 5 (March 28, 2018) 

 

 

6.2 Western Respondents 

 

The authors then proceeded to interview the Western sample (see Appendix E). These 

interviews followed the same pattern that was adopted for the Chinese ones, with the 

exception in the first set of questions asked. For example, no questions regarding their 

stay in Denmark were asked since this was not relevant for the research. Also, since 
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Instagram is broadly used in Western countries, more questions were asked about the 

media usage. More specifically, all the respondents confirmed they currently used or 

had been using the App for a long time. Similarly to the Chinese sample, the 

respondents mostly follow friends, bloggers, celebrities and specific accounts based on 

their own interests. Some interviewees follow design brands, while others follow food 

and travel-related accounts. Finally, a few of the respondents stated they follow 

‘Youtubers’ that are now only posting on Instagram. 

 

“(I follow) people who are doing something interesting, in tech or in business [...] I also follow 

Isabella Lowengrip, a Swedish blogger entrepreneur”  

Western perception: interview number 3 (April 5, 2018) 

 

“I mainly follow friends and bloggers. [...] about different topics like food, travel, fitness and 

design.” 

Western perception: interview number 6 (April 10, 2018) 

 

“Food blogs, cartoons, for some reason i really like cartoons on Instagram, a few musicians 

and then lingerie brands. [...] I follow this one UK fashion blogger and more lifestyle-

Youtubers, a bit of fashion, makeup, house design.” 

Western perception: interview number 1 (April 3, 2018) 

 

“I follow some friends, also some restaurants and cafes. Then some design brands. 

 I follow these two fashion bloggers now that I think about it. Cool accounts, they show really 

cheap outfits and how to best get them together.” 

Western perception: interview number 8 (April 10, 2018) 

   

 

After this first questions, also the Western sample was asked to look at the same videos 

and pictures that had been shown to the Chinese. Only one out of the eight interviewees 

didn’t have Instagram app installed on the phone anymore, and therefore used one of the 

interviewers’ device. After the photo and video elicitation, the questions followed the 

same pattern used in the Chinese interviews since the aim of the research was to 

compare the perception both cultures had of Chiara Ferragni self-branding. As for the 

Chinese, also the Western answers were analysed with Aaker’s (1997) BPS model.  
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The adjectives used by the sample reflected three of the five dimensions: Excitement, 

Competence and Sophistication. The Sincerity and Ruggedness dimensions did not 

emerge, while very interestingly the interviewees used some attributes that could not be 

classified in either of Aaker’s clusters. More specifically, none of the respondents 

described Chiara with traits typical of the Sincerity dimension. Instead, they claimed 

that the influencer was not honest and sincere but a perfected and pre-planned figure. 

Hence, for this reason the authors saw the need to classify such negative attributes in a 

cluster called Malignity. 

 

The respondents described Chiara as a “planned”, “constructed”, “perfected” girl. Most 

of the interviewees used such adjectives from the very first question about Chiara’s 

spontaneity, and they never changed idea throughout the interview. They stated the 

fashion blogger is always wearing make-up, even in the hospital. Also, they added she 

is constantly planning every content she is posting beforehand and that all pictures and 

videos are strategically orchestrated. The interviewees attributed Chiara’s behaviour to 

the type of job she is doing. Being an influencer, according to these six respondents, 

forces people to act in a carefully premeditated way. According to them, most of the 

pictures and videos posted on Instagram are marketing and self-promoting escamotage, 

hence these contents will never be natural and sincere but always driven by interests. 

Even the choice of publishing the pictures of the new-born child were interpreted by 

these respondents as a clever marketing tool.  

In this part of the interviews the participants often referred to the “Best of 2017” and 

“Leo” (see Appendix B) videos because some noticed that straight after giving birth, 

Chiara was already dressed up in fancy clothes and with makeup on.  

 

“The first thing that comes to mind is: fake. Maybe too strong but at least perfected. Everything 

seems to belong to reality but perfected. She is so beautiful you wouldn’t believe that.” 

Western perception: interview number 1 (April 3, 2018) 

 

“I think she really acts while she is filming the stories, she plans a lot. I guess she is a bit 

different when the camera is off.” 

Western perception: interview number 3 (April 5, 2018) 
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“She has to always look perfect but at the same time she is always ‘on camera’, filming every 

moment of her life...this is why I think she will never be spontaneous with that camera pointed 

on day and night.” 

Western perception: interview number 7 (April 10, 2018) 

 

“I do perceive her as a constructed person. She seems to be someone who does believe in what 

she is doing. But not spontaneous, always with makeup on, hairstyle on point and well dressed.” 

Western perception: interview number 5 (April 6, 2018) 

 

 Although the above listed adjectives and sentences are fundamentally derogatory, the 

interviewees reiterated many times they held in high esteem Chiara. In this instance, the 

traits belonging to the Competence cluster emerged and were confirmed by all of the 

participants, none excluded. On one hand, the interviewees recognized that Chiara’s 

self-branding efforts must absolutely be considered as a job. Then, they also added it is 

a “full-time” job since fashion bloggers need to always update their fans about their 

lives and never stop sharing. Some also stated to be really impressed by Chiara’s 

business achievements. In doing this they used adjectives such as “successful”, 

“talented”,” determined”, “ambitious” and “smart”.  

 

Also, the participants attributed Chiara’s habit of owning very expensive items to her 

job. No one of them recognized this display of material goods as a ‘show-off’ but 

instead as a mandatory part of being a fashion blogger. 

In this part of the interview, the respondents referred to the “Best of 2017” and 

“Business” videos where Chiara shows her business achievements (see Appendix B). 

 

 “[...] she really does know what she is doing. I think she is smart, she is exploiting it, I estimate 

her professionally speaking.” 

Western perception: interview number 5 (April 6, 2018) 

 

“She is an achiever, to have reached this point she must be really really ambitious. I got that 

she is the sponsor of a lot of brands and she even created her own. You need to be super 

determined to get there.” 

Western perception: interview number 7 (April 10, 2018) 
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“ I mean, it has to be a tough job what she does anyway, [...] She must be smart in the 

ways she built her brands. You don’t become famous if you are just beautiful, or you’re 

smart or you have a great team and also to have that you have to be strategic” 

Western perception: interview number 2 (April 3, 2018) 

 

Another dimension that emerged and was confirmed by the majority of the interviewees 

(six out of eight) was Excitement. The respondents attributed to Chiara adjectives like 

“energetic”, “bubbly”, “glowing” for the way she lives her life.  The respondents 

referred especially to the ‘Best of 2017’ video (see Appendix B), noticing how Chiara 

appears as a smiling person, always surrounded by friends and often dancing and 

singing. Also, the respondents often made a correlation between Chiara’s personality 

and Chiara Ferragni Collection. Due to the sequin texture, the shoes were often 

compared to the blogger’ personality as they both ‘sparkle’. Sweatshirts and t-shirts 

were not recognized as a mirror of Chiara, as these clothes are very casual and sporty 

and very different from the instagrammer’ personal fashion style. 

 

“She seems very happy, a positive person...always so full of life.”  

Western perception: interview number 8 (April 10, 2018) 

 

“[...] they were glittery and sparkly just like her, always so happy and sparkling as a person.” 

 Western perception: interview number 2 (April 3, 2018) 

 

“[...] the clothes are all very young, fresh, made for an active life that is what she has.”  

Western perception: interview number 7 (April 10, 2018) 

 

Finally, four of the interviewees classified Chiara as an “high-class” person, conferring 

her the traits belonging to the Sophistication cluster. They manly based their judgments 

on the material items showed by the Instagrammer: her very expensive accessories, the 

travel locations she frequents and so on so forth. The Western respondents used 

adjectives such as “beautiful” and “elegant” since all agreed in saying Chiara was very 

good looking. Particularly, the sample focused more on body shapes such as “tall” and 

“thin”. 

 

“So elegant always with the pearl collar and Cartier bracelets.” 

Western perception: interview number 3 (April 5, 2018) 
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“She surely has a lot of money and she travels a lot, she is very classy and posh.” 

Western perception: interview number 1 (April 3, 2018) 

 

“I think she is one of those really charming women. They are these perfect women, so girly and 

skinny and tall” 

Western perception: interview number 8 (April 10, 2018) 

 

7. Analysis 

In this chapter, the empirical findings emerged from the comparison between the Chinese 

and Western perception of Chiara Ferragni are analysed. The comparison is structured 

based on the conceptual framework and it is discussed in relation to the existing theory. 

Finally, this chapter ends with a reflection about the conceptual framework which has 

been adapted for this thesis. 

As largely explained in the literature review, in agreement with Gehl (2011), this thesis 

starts from the concept that individuals, by offering a planned image of themselves, can 

market themselves for a lucrative scope. This phenomenon called self-branding finds one 

of its expression among the fashion blogger’s category. Instagram, for its ability to edit 

and digitally alter images (Heine, 2014) results to be the prefered social media to present a 

strategic and idealized version of the ‘self’ (Baym and Senft, 2015).  

The purpose of this study was to explore how a personal brand is perceived cross-

culturally. To serve this purpose, Aaker’s (1997) BPS was applied. Accordingly, we now 

discuss the empirical findings in relation to the conceptual framework and previous 

research. 
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7.1 Tables of Comparisons 

 

To provide an overview of the empirical findings, the two following tables have been 

created. The tables contain findings from the two samples obtained through the semi-

structured interviews. Specifically, by looking at the keywords it is possible to see which 

dimensions of Aaker’s BPS were used to describe the personality of Chiara Ferragni. 

 

 

 

Table. 3. Chinese Personality Perception 

 

 

Aaker’s Dimensions Chinese  

Sincerity spontaneous, natural, honest, family ties, 

real, unplanned, sincere, loyal to herself 

Excitement  energetic, positive, cool, young, 

optimistic, exuberant, popular, unique 

Competence   hard-working, smart, powerful, achiever, 

fashion expert, trustworthy, ambitious, 

reliable, competent 

Sophistication rich, fancy, shining skin tone, glamorous, 

big eyes, sophisticated, upper class, 

elegant, charming 

Ruggedness / 
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Table. 4. Westerns Personality Perception 

 

Table3 and Table4 show how Chinese and Westerns perceived a personal brand 

differently and assessed its personality with different traits. As a matter of fact, in the 

Chinese sample the dimensions that emerged were Sincerity, Excitement, Competence, 

and Sophistication. By contrast, from the Western interviews only the Excitement, 

Competence, and Sophistication clusters surfaced while Sincerity dimension was 

replaced by the Malignity one. In both samples, the Ruggedness wasn’t found.  

These findings confirm the existing literature by showing that brand personality is not 

consistent globally, but it is affected by culture instead. The influence of culture may be 

one plausible explanation for the emergence of dimensions that differ from those in 

Aaker’s Dimensions Westerns 

Malignity planned, fake, perfected, constructed, 

‘camera on’ look, make-up girl, unreal, 

superficial, material, actress, deceptive. 

Excitement  exuberant, happy, energetic, bubbly, 

glowing, unique, joyful, vivacious, 

young, outgoing, sparkling. 

Competence  full-time job, entrepreneur, smart, 

capable, reliable, competent, talented, 

ambitious, hard-working 

Sophistication classy, rich, elegant, long legs, thin, 

charming 

Ruggedness  / 
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Aaker’s (1997) study. In the case of self-branding, some dimensions like Ruggedness 

were found to be less relevant while a new dimension, the Malignity, emerged.  

The outcome of the present research is also consistent with the theories in the consumer 

behaviour literature (McCracken, 1986) that suggest that the creation of certain 

meanings in relation to brand personalities may be culturally specific. Finally, these 

thesis findings further reinforce recent research in cultural psychology in which the 

symbolic use of brands appears to differ considerably across cultures (Aaker,1997). 

 

7.2 Discussion 

 

Although the differences between Westerners and Chinese are just a few, the way in 

which Chiara Ferragni does personal branding is not perceived identically across 

cultures. As a result, differences in perception have lead interviewees to assess her 

personality in a diverse way, demonstrating that a personal brand is affected by culture.  

As widely explained in chapter two, Chiara Ferragni on Instagram engages in precise 

impression management techniques to deliver a self-presentation that helps her to 

achieve social and material advantage. As Leary & Kowalski (1990) stated, the motive 

to engage in impression management is determined by the extent to which the desired 

impression will contribute to the attainment of a goal.  

Successful personal branding entails managing the perceptions effectively and 

controlling and influencing how others perceive and think of a person (Hearn, 2008).  

Chiara’s ability to be a globally successful Social Media Maven is proved by her 12.6M 

followers on Instagram, her multiple collaborations with luxury brands, and the 

numerous fashion magazine covers dedicated to her. However, the identity she presents 

to the audience is perceived differently on a cross-cultural dimension, as the empirical 

findings demonstrate.   

The main difference between Chinese and Westerners regards the Sincerity dimension 

that in Aker’s Scale model (1997) comprehends adjectives like family-oriented, honest 

and real. When looking at Chiara’s Instagram stories and pictures, the impression the 

two samples got was the opposite. Chinese interviewees described Chiara with attributes 
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like spontaneous, family tied, natural, real, and honest (see Table. 3.) satisfying the first 

Aaker’s dimension. When asked to explained why, the Chinese all agreed in relating 

Sincerity to the fact that Chiara, very often, shares intimate and inner moments of her 

private life. The love she gives to her boyfriend and son as well as the gratefulness 

towards her parents were for Chinese worthy elements to describe Chiara as 

“authentic”. Also, Chinese agreed that Chiara does not plan so much in advance her 

Instagram stories based on the way she speaks and behaves in front of the camera. 

What expressed by the Chinese results to be in line with most of the studies regarding 

authenticity in commercial spaces like fashion blogs (Marwick, 2013b; Chittenden, 

2010). Authenticity is seen as something bloggers strive for and something that 

differentiates a ‘good’ fashion blog from a ‘bad’ one (Duffy and Hund, 2015). One 

might expect that authenticity is less salient in contexts where individuals are expected 

to promote themselves for status and attention. However, even in online environments 

saturated with celebrity culture and marketing rhetoric, authenticity has a significant 

presence (Marwick & Boyd, 2011). In an attempt to be perceived as sincere and 

authentic, bloggers share with readers something about their own personal life. By 

honestly revealing personal information, bloggers increase the likelihood that their 

readers will form a personal relationship with them (Marwick, 2013b). By revealing 

details about her private life and providing an image of a woman who takes care of the 

others, Chiara is able to be perceived as sincere, at least among the Chinese.  

However, the emergence of the Sincerity dimension in China is not in line with previous 

research. Chu & Sung (2011) evaluated Aaker’s BPS among the Chinese and the 

Sincerity cluster did not emerge. The emergence of the Sincerity dimension in this study 

may be explained by the way Chinese perceive a visual stimulus. According to Nisbett 

& Masuda (2003), Asians tend to engage in context-dependent and holistic perceptual 

processes by creating a link between the object and the context. In addition, studies have 

proposed that differences in perception derive from differences in social structure and 

social practice (Nisbett, 2003). In line with one of the key cultural dimension identified 

by Geert Hofstede (2011), China is a collectivist society where the individuals view the 

self as part of a social context that emphasizes tradition, family, interdependence, and 

harmony. They tend to think of themselves in terms of their group memberships and 

relationships with others in the society as a whole, and focus on social norms and family 

integrity (Triandis, 2001). 
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Since Chiara is an individual who engages in a lot of relationships during her daily life, 

especially with her family and friends, it is possible that these aspects contributed to the 

rise of adjectives like family-oriented, real, honest, and natural. As a collectivistic 

culture, Chinese are widely believed to value positive affect and relationship among 

others (e.g. friendship and harmony), which implicitly reflect Confucian traditions of 

interdependence (Hofstede, 2011). If one lives in a complex, interdependent social 

world with many role prescriptions, one needs to attend to relationships and to the 

context (Nisbett, 2003).  

On the other hand, it was surprising to see how among the Westerns the perception of 

Chiara was the opposite: planned, unreal, and fake (see Table. 4.) were the traits used to 

describe the way she behaves in front of the camera. The reasons of the disappointment 

derive from seeing Chiara wearing make-up and a party dress right after having given 

birth. More in general, the fact that the blogger was every time looking perfect, wearing 

fancy clothes, and with perfect hair was described as “too perfect to be truth”, namely 

unreal and deceptive. These findings further support what emerged from other research. 

If perceivers do not regard the images that people project as reasonably accurate 

constructions of reality, they will dismiss such individuals as manipulative, and 

deceptive (Schlenker, 2003). Social norms require individuals to act natural in sharing 

their behaviour (Marwick and Boyd, 2011). At times, people who share blatantly 

unrealistic images are punished for doing so. Fake behaviour puts the individual 

authenticity at stake. ‘Fake’ often refers to those who are trying to be authentic too hard, 

or to those who are not understanding the social conventions of the particular category. 

Cultural and individual differences exist in the acceptance of deceptive self-

presentation. Studies revealed that Western cultures put an emphasis on consistency and 

lack of hypocrisy (Triandis, 2001). Acknowledgement and exploration of this cultural 

difference appears, however, to be missing from the self-presentation literature. 

Also, the involvement of families and friends was interpreted differently. If for Chinese 

it was considered an element of authenticity, for the Westerns it was defined as a 

marketing strategy. The constant display of the boyfriend (who is a famous Italian rap) 

and the baby was seen as way to enhance the engagement and attract those segments of 

users, like mothers and couples with a new-born that now could relate to her.  
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In the Western sample, the cluster of Sincerity was replaced by a new one: The 

Malignancy dimension (see Table. 4). The interviewees were more focused on the 

subject of the investigation leading them to be more critic and disappointed. Unlike 

Asians, Westerners tend to engage in context-independent and analytic perceptual 

processes by focusing on a salient object independently of its context. Nisbett & 

Masuda (2003) presented two animated vignettes of scenes that differed in various small 

details to American and Japanese subjects. Some of the changes were made in the 

attributes of the salient, focal objects, and other changes were made in the background 

and in the location of the objects. Consistent with this research findings, Westerns 

detected more changes in the focal objects whereas Asians detected more changes in the 

context and in the relationships between the objects.  

Moreover, the Malignancy dimension is the only not congruent with the American 

brand personality dimensions theorized by Aaker (1997). The reason why in Aaker’s 

BPS there are not any negative attributes is explained by the fact that previous research 

on brand personality focuses on classifying personality characteristics of brands 

following a similar methodology to human personality assessment. Human personality 

tests usually attempt to assess personality characteristics of the subjects themselves via 

self-report questionnaires (Schuerger, 1992), and obviously, the subjects are unlikely to 

identify themselves with negative traits such as malevolence, irresponsibility or 

selfishness. Due to the tendency of the subjects to give socially desirable responses, 

self-reporting leads to results which may be biased. As a consequence, several 

researchers describe this as a major flaw in personality studies (Schuerger, 1992). 

However, assessment of brand personality dimensions should be different, as this 

procedure does not involve a self-assessment of the subject, but is rather similar to the 

personality assessment of a third person (Kaplan et al, 2008).   

As previous studies in place branding assert (Kaplan et al, 2008; Ekinci and Hosany, 

2006), Malignancy refers to characteristics such as unreliability, ingratitude, 

opportunism, malevolence, or deception and, in other words, to the “dark side” of 

human personality on self-branding personality. As shown in Table 2, these are the 

types of adjectives also used to describe the individual’s personality in personal 

branding.  
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The reason why the Malignancy dimension didn’t emerge among the Chinese is 

consistent with the idea that East Asian cultures value interdependence, conformity, and 

harmony (Markus and Kitayama, 1991). As Markus and Kitayama (1991) observed, 

culture has been identified as an environmental characteristic that influences consumers’ 

cognition, emotion, and motivation. To maintain positive interpersonal relations, 

Chinese people are usually less critical in face-to-face situations. They tend to abide by 

accepted norms and values to ensure support of their behaviour and decisions (Briley et 

al., 2000). Therefore, the absence of negative attributes in the Chinese brand personality 

structure may reflect the core Confucian value of interdependence and harmony in 

China. 

The three dimensions of Excitement, Competence, and Sophistication emerged in both 

the samples. Specifically, for Chinese, the result confirms Chu & Sung (2011)’ 

investigation mentioned above. This similarity between the two samples is not very 

surprising because these traits are some of the most common used to characterize brands 

in today’s business environment, also cross-culturally (Ekinci & Hosany, 2006). 

According to most of the previous studies exploring the application of the Brand 

Personality Scale, Competence, Excitement, and Sophistication traits were the most 

commonly found in brand personality ratings (Aaker ,1997). 

Going on with the analysis, it was interesting to discover that both samples recognised a 

good level of Competence to Chiara. Adjectives like hard-working, reliable and 

competent (See Table 3 and Table 4) were chosen to explain if Chiara is actually good 

in her job. Interviewees from both samples did not have doubt in saying that Chiara 

knows very well how to be a fashion blogger. 

This acknowledgment of fashion blogging as a real job witnesses a real shift in 

perception since when the phenomenon of bloggers started, it was far from being 

considered a valid employment. The Urban Dictionary.com, an online dictionary which 

consists of entries written by active online users of the platform, reported the following 

quotes: 

“Fashion bloggers are a kind of species of fashionistas that dedicate their lives to their 

fashion blog, a place where they post pictures of the latest runway trends that no one 

can ever afford (including themselves) or pictures of themselves in slutty poses wearing 
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things they considered fashionable, such as a fur coat with neon green booty shorts and 

high heels”.   

“Fashion bloggers come in different personas, the most common cases include the 

stupid 14-year-old rich girl, and the 25-year-old single girl who can't afford shit. 

Though most fashion bloggers are female, the male form has not been unheard off, 

though in most cases the specimen is gay” 

“Watching a girl walk down the street with a studded leather jacket and fake ray bans 

sunglasses. 'Ooh, bang on trend' (sarcastically)  

-” Yeah, definitely a fashion blogger” 

“This person doesn't really commit themselves to the trends that they copy out of rush 

and oyster mags, but let’s their 'blog do the talking' about their unique style.” 

As these definitions show, the overall attitude towards fashion bloggers is rather cynical 

and the term is often used derogatively. Fashion bloggers are described like silly and 

superficial girls, who pretend to be fashion experts while matching together clothes that 

have nothing to do with fashion. Also, they are girls who show items that they can’t 

even afford wrongly believing that just wearing designer clothes can convert them into 

reliable fashion bloggers. What happens instead is that people look at them as mere 

replications of magazines’ models while they would prefer a girl with an original and 

unique style.  

Next to that, it must be taken into account that these entries were written in 2009 and in 

2010, which may have been too early in time to grasp the influence successful fashion 

bloggers may actually have. Scholars have indeed pointed out that these definitions are 

not a valid description of professional fashion bloggers anymore, and studies have 

shown how complex it is to become a successful fashion blogger (Pham, 2011; 

Marwick, 2015). Chiara thus in this sense has been able to change the perception people 

had originally about fashion bloggers by displaying contents that actually give value to 

her job. By not just devoting her Instagram account to outfits contents related but also to 

life and career achievements, Chiara has been able to stand out from the crowd and 

gained the respect of people. As both the samples confirmed, Chiara is meticulous in her 

efforts to show that what she is doing is indeed work, albeit a highly pleasurable form. It 
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is also possible to argue that if Chiara ‘perception had been studied in 2009, the year 

when she started to blog, the opinions would have been more negative and denigrator. 

While this was happening in the West, the Chinese interviewees confirmed a similar 

shift in attitude towards fashion bloggers. They underlined that also in China, when 

fashion blogger phenomenon had just started, most people did not consider it a job but 

instead denigrated it. However, the interviewees added that influencers and bloggers 

later gained the reputation of acknowledged businesses. As a matter of fact, the internet 

consultancy Analysis International stated that influencers and bloggers in China is a 

booming industry and it is estimated to be worth 7.7 billion in 2017 (Zhang, 2017)  

In particular, the two samples appreciated the way Chiara engages with brands. All the 

interviewees agreed in recognising Chiara’s competence and reliability. Differently 

from most fashion bloggers, she seems to be very independent in the choice of brands to 

collaborate with. The respondents explained that since Chiara is already very popular, 

she really promotes just what she likes without being influenced by the compensation 

behind the collaboration. This further reinforces what Marwick (2013b) stated. A 

blogger who engages with brands simply for money, can compromise her integrity and 

credibility. 

Interestingly, although Western participants repeatedly defined her “unreal”, “planned”, 

“not honest at all” they confirmed the fashion blogger is capable in nurturing her 

relationship both with brands and followers. These findings are not in line with 

Marwick (2013b), who relates authenticity to fashion bloggers when these show an 

honest engagement with commodity goods and brands. What emerged from the Western 

interviews is, in fact, that an honest and transparent engagement with brands is not 

related to the honesty and authenticity of the bloggers, but instead to their business 

skills and competence. Westerns separated the choice of Chiara to appear always perfect 

from her capacity to be competent in what she does. According to them, the fact that she 

was seen as overly perfected and constantly wearing make-up, did not influence her 

reliability on a business level.  

Indeed, nothing in the impression management perspective implies that the impressions 

people convey are necessarily false. The images people try to project are often 

consistent with how they see themselves (Gergen, 1968). Furthermore, self-presentation 
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is affected not only by how people think they are but by how they would like to be and 

not be (Leary & Kowalski, 1990). All other things being equal, people seem to strike a 

balance between presenting themselves in a perfectly candid way and posting images 

that only portray them at their best (Schlenker, 1985). For inner reasons, Chiara does 

not feel confident to show herself with messy hair and without makeup. She prefers 

giving the image of a woman, who even when she is breastfeeding the baby, wears 

fashion dresses. As a result, public impressions reflect an interplay between the self-

concept and desired-undesired identity images (Leary & Kowalski, 1990).   

Westerners understand that Chiara is primarily a woman with her weaknesses as anyone 

else. The respondents said in fact that even if they are not as popular as Chiara, they 

would never post a picture on Instagram without makeup on.  

Dindia (2000) argued that self-disclosure is characterised by contradictory impulses. It 

is essential for relationship development, but exposing vulnerabilities comes with a risk. 

A tension exists therefore between revealing and concealing the self, between giving 

and excluding information. In deciding whether to disclose information regarding the 

self, Chiara confronts the contradictory dilemma of protecting herself by restricting 

disclosure and of striving to be open by confiding in the other. Presenting vulnerable 

aspects of identity is therefore generally approached with caution and self-disclosure is 

typically selective (Dindia, 2000). 

The recognition of her competence lead the interviewees, both Chinese and Westerns, to 

judge positively Chiara’s ‘glamour life’, which is displayed through exclusive parties, 

fancy restaurants, dream holiday destinations, expensive cars, and clothes. Incredibly, 

no one of the participants considered all this ‘show off’. Instead, they claimed that what 

she has achieved is the result of hard-work and sacrifice, which is actually what Chiara 

wishes the audience understands. By posting newspaper articles that define her a young 

entrepreneur and the new CEO of her own company, Chiara really wants to present 

herself as a business woman. The interviewees excused her habit to show material 

goods by saying she is a fashion blogger and that this is part of her job.  If she did not 

do that, her account would be the same as another common girl and it would not create 

any curiosity.  Create an account which displays post luxury related content is likely to 

engage 42% more than an account which does not (Berrios, 2018).   
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Also, the interviewees showed to fully understand the dichotomy of Chiara’s job. Even 

though they saw in the videos only the positive aspects of being a fashion blogger 

(exclusive events, fancy clothes and dreamy holiday destinations), the interviewees also 

considered the drawbacks of this job. They recognized that Chiara is forced to 

completely give up her privacy in order to be an ‘always-on’ persona.  

As mentioned above, another dimension found to be common to both samples were 

Excitement. Her life-style was used as a parameter, by both samples, to define Chiara as 

a cool, energetic, and positive girl (See Table 3 and Table 4). This result does not come 

as a surprise since Chiara just shares contents in which she is evidently in harmony with 

the people around her and in an excitement status. She is often jumping around, singing, 

laughing, or shouting. Moreover, these traits arose from the perception that Chiara 

really enjoys doing what she does. Little work exists on how long deceptive self-

presentations can be maintained. However, as Schlenker (2003) noted, keeping up a 

façade for a limited period might be relatively easy, but sustaining a deceptive self-

presentation over days or weeks may require considerable effort, and as a result, may be 

unenjoyable. One of the interviewees stated that for Chiara it would be impossible to 

fake and pretend to be someone she is not because the kind of job she has requires real 

passion and commitment to be done properly. If Chiara didn’t enjoy her job, she would 

not appear so energetic and happy. By being acknowledged as someone who is 

passionate about her job, Chiara is the living proof that in the fashion blogging industry 

one needs only to look inward and fuel oneself with passion to find success (Duffy and 

Hund, 2015). 

The last dimension that surfaced in both sample was the Sophistication one. Due to her 

glamorous life, Westerns and Chinese inferred attributes like upper class, fancy, 

glamourous (See Table 3 and Table 4) to Chiara. Some traits derive from the fact people 

assume she is wealthy and thus belonging to the upper-class. Thus, money allow to buy 

expensive designer clothes that immediately convert Chiara into a glamour and fashion 

girl with a strong self-confidence. Other traits like elegant, beautiful, charming (See 

Table 3 and Table 4) were used to describe her physical beauty instead. But here a 

distinction among the two samples emerged. Where Chinese were more fascinated by 

her face shape, the Westerners tended to find her good looking for her body.  
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The concept of beauty is both subjective and transient and research indicates that 

standards for physical attractiveness differ cross-culturally (Staley & Zhan, 2011). 

Regardless of disputes, research shows that facial attractiveness was and still is the most 

important determinant in the Chinese ideology of overall physical appeal. Asian beauty 

still posits the face as the focal point of all that is deemed beautiful (Staley & Zhan, 

2011). Cosmetics are the most advertised goods in Asia, suggesting a preoccupation for 

facial attractiveness. On the other hand, Americans more frequently advertise clothing, 

demonstrating a preoccupation with the entire body (Staley & Zhan, 2011). Chen, 

Jackson, and Huang (2006) found that facial appearance and height were more salient 

concerns among Chinese students than were weight or body shape. Likewise, Lee et al. 

(1996) found that Chinese students were most displeased with facial features (e.g., eyes, 

nose, face, mouth), and noted that the types of plastic surgery most commonly 

undergone by Asians in the United States (alterations to the eyelids and nose) are those 

that actually attempt to eliminate the distinguishing features of Chinese ethnicity. In line 

with these researches, also the Chinese interviewees showed to be particularly attracted 

to Chiara’s big blue eyes, white skin tone, and tiny nose. 

By contrast, a survey of United States advertisements suggested that Americans focus 

on the body as a whole when determining beauty (Frith, Cheng, & Shaw, 2004); that is, 

all body parts significantly contribute to women's overall physical attractiveness. 

As Bjerke and Polegato (2006) said, American criteria parallel European ones. They 

reported that the ideal woman was the one with lighter hair, skin, and eye colours and 

that the preference for tallness in the West is steadily increasing, as also shown by the 

requirements mandated for fashion models. Another research documented that 

European, Canadian, and American Caucasian women of various age groups and 

socioeconomic statuses perceive thinness as ideal, and found a direct relationship 

between women’s weight and body satisfaction (Ahern & Hetherington, 2006). 

Finally, the Ruggedness dimension was not used either by Westerners or by the 

Chinese. Chinese findings are in line with what previously found by Chu & Sung 

(2011). In their studies in fact the Ruggedness dimension is replaced by other three new 

dimensions such as Traditionalism, Joyfulness, and Trendiness. However, the fact that 

even among the Westerner sample the dimension was not taken into consideration is 
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due to the nature of the subject of the investigation. The fashion blogger, Chiara 

Ferragni, is a young and good looking girl always wearing makeup and dressed in a 

feminine and eye-catching way. Thus, it’s explained why attributes like masculine, 

tough or rugged, that belong to the Ruggedness cluster, weren’t chosen to assess the 

personality of the blogger.  

 

7.3 Theoretical Framework: some reflections 

 

Aaker’s Brand Personality Scale has been used in this thesis to investigate the cross-

cultural perception of a personal brand. Through the collection of key personality traits 

used by the interviewees to describe Chiara Ferragni, researchers could see which of the 

five Aaker’s dimension would emerge in each sample, making the final comparison 

between the two countries clearer and more objective.  

However, based on the results, some reflection regarding the applicability of Aaker’s 

model to self-branding should be done.  

The findings of this study reveal that the BPS can be applied to personal branding. The 

“penta-factorial” structure hypothesized by Aaker (1997) cannot, however, be fully 

replicated. Instead, the five-dimensional BPS needs adaptation when applied to self-

branding. The evidence of a four-factor rather than a five-factor solution in both the 

samples is consistent with Caprara, Vecchione, Alessandri, Gerbino and Barbaranelli’, 

(2011) argument that it may be possible to describe product or brand personalities using 

only a few factors.  

Furthermore, in this research, the identification of different dimensions from those 

found in previous studies on the application of Aaker’s (1997) BPS may be related to 

two factors.  

First of all, to the culture. The influence of culture and product category may be one 

plausible explanation for the emergence of dimensions that differ from those in Aaker’s 

(1997) study. In the case of self-branding, some dimensions were found to be less 

relevant and a new dimension emerged. Secondly, the identification of different 

dimensions may be related to the experiential qualities of self-branding. On the one 

hand, personal branding can be considered a way through which bloggers, reflecting 
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postfeminist values, celebrate woman uniqueness and encourage them to become 

successful ‘female entrepreneurs’ (Duffy and Hund, 2015). On the other hand, it is also 

argued that whilst these messages are positive and allow an alternative way of thinking 

about female self-representation, this ‘self’ is nonetheless rooted in commodification 

and personal-branding practices that reinforce consumer capitalist ideologies 

(Nathanson, 2014). Depending on how people look at these individuals, people infer in 

a more positive or negative way. Hence, for the ambivalent nature of self-branding, it is 

explained why the current study introduces a new factor, which was borrowed from 

previous studies in place branding (Kaplan et al, 2008; Ekinci and Hosany, 2006). This 

dimension is labelled as Malignancy and the Table. 4 highlights the traits that symbolize 

this relatively negative and darker side of the personality. Research in place branding, 

whose aim is to explore the applicability of brand personality framework to place 

branding, found that not all personality traits are positive, and therefore it seems 

remarkable that previous research has identified only positive attributes for brand 

personalities.  

The literature suggests that brands can be leader, charming, or domestic, but never 

addresses priggish or ungrateful brands (Kaplan et al, 2008). In reality, negative 

attributes may characterise brands in the same way as they characterise humans. This 

finding in particular highlights an important flaw in previous studies on brand 

personality. This thesis supports the fact that personality of a personal brand embraces 

more diverse and broader dimensions than product brands, as an individual evokes a 

greater number and variety of associations. 
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8. Conclusion 

 

The final chapter of this thesis presents the conclusions that have emerged after 

comparing the Chinese and Westerners perception of Chiara Ferragni personal 

branding. The first section relates back to the research purpose and gives an answer to 

the research question. Additionally, practical and theoretical implications along with 

limitations and further research will be discussed.  

The purpose of this thesis has been to explore how individuals perceive a personal brand 

on a cross-cultural dimension. Based on the purpose, this thesis addresses the following 

question: 

• RQ: Is a determined and effective self-branding communication as implemented in one 

country perceived in the same way in another country with a significantly different 

culture? 

The conclusion of this thesis is that a personal brand is not perceived identically by 

individuals with a significantly different culture.  

 

The authors came to this conclusion through the use of Chiara Ferragni case, which 

allowed to concretely investigate how a successfully global self-branding is perceived 

by Westerns and Chinese. Based on the conceptual framework, Aaker’ BPS, it has been 

possible to compare the different perceptions by matching them to personality traits 

attributes. Subsequently, such attributes were categorized according to the five Aaker’ 

dimensions. The findings showed that all the dimensions were shared by both samples 

with the exception of one. 

 

Specifically, the Excitement, Competence and Sophistication dimensions emerged in 

both samples while the Ruggedness one didn’t surface at all. Both Chinese and 

Westerns recognized Chiara to be a very active, friendly, and positive girl. Similarly, 

the samples all agreed in describing Chiara as a competent and professional fashion 

blogger. They all recognized her as a smart and strategic business woman. Regarding 

the Sophistication dimension, Chinese and Westerns considered Chiara Ferragni a 

beautiful woman. However, the underlying reasons were slightly different as Chinese 
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showed to appreciate more Chiara’s facial traits while Westerns were more focused on 

her body. Both the samples though agreed in defining her as a very elegant and classy 

woman. Finally, it may be argued that for the nature of the investigated subject, the 

Ruggedness dimension did not emerge. 

 

The relevant difference between Chinese and Westerns regarded the Sincerity 

dimension. Where such dimension did emerge in the Chinese sample, this didn’t occur 

among the Westerns. The Chinese perceived Chiara as someone who behaves 

spontaneously and acts natural on camera. Also, her “sincerity” was attributed to her 

family-oriented values since Chiara shows to be constantly with her boyfriend, son and 

relatives. By contrast, in the Western sample, the cluster of Sincerity was replaced by a 

new one: The Malignancy dimension. Western interviewees did not find Chiara 

spontaneous and honest but instead planned and constructed for the way she presents 

herself in on Instagram.   

 

8.1 Managerial and Theoretical Implications  

 

This dissertation rises interesting practical implications to those who are trying to 

strategically foster self-presentation effectiveness. By becoming aware of which aspects 

people from different cultures consider the most relevant when exposed to self-

branding, individuals can craft and create a more suitable self-presentation strategy. 

Fashion bloggers and web influencers may benefit from these findings to create and 

maintain distinctive self-brand personalities. 

Furthermore, this study brings some theoretical implication to Aaker’ BPS. First, the 

findings show that Aaker’ brand personality dimensions are applicable to self-brands.  

However, this thesis needed to introduce a culture-specific dimension of brand 

personality, namely Malignancy. Hence, the theoretical framework adopted was altered. 

The emergence of this factor as a dimension proves that the negative traits of 

personality can also be used to describe self-brand personality, especially when subjects 

are evaluating the personality of another entity rather than themselves. Thus, this study 

may also provide useful knowledge regarding the nature of self-brand personality and 
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how it varies from products’ brand personalities.  

 

8.2 Limitations and future research 

 

As in all research, several limitations need to be considered. The main limitation of this 

study is the selection of the sample investigated. The researchers didn’t make a 

comparison between West and East but instead limited the study between the West as a 

whole and China. The two samples were not homogeneous as the researchers compared 

a macro geographical area to a country. This research thus does not fully reflect the 

differences in perception between West and East.   

Another limitation is the sample size. The researchers selected eight people from the 

West and eight people from China. Consequently, the findings might not really be 

representative of the entire population. In addition, since there are no studies that clearly 

state how long it takes for individuals’ perception to change once they move to another 

country, it is difficult to be completely sure whether or not Chinese perception had been 

altered by Western environment at the time of the interviews. 

Moreover, the choice to investigate individuals’ perception by using a case study is 

another limitation. Case studies are too situation-specific and, therefore, not appropriate 

for generalization (Weick, 1969). 

Further research should include the validation of the findings, especially in more 

specific cultural settings. Comparing two or more countries instead of macro 

geographical areas would allow to understand which country-specific factors affect 

perception in self-branding. Also, since the perception of individuals was investigated 

solely through Instagram, further research could be extended to compare the same 

personal brand on a plethora of different social media.   

 Lastly, this thesis focuses on how a self-brand is perceived on a cross-cultural level and 

it does not infer the consequences of such perception. Hence, another cause for 

reflection may be investigating to what extent a positive perception affects self-brand in 

terms of success. Do differences in perception lead to differences in terms of success?  
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Appendix A 
 

Interview Guide 1 

Interview Guide followed by the researchers during the semi-structured interviews with 

the chinese participants. 

 

Interviewer: Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual 

who does personal branding is perceived on a cross-cultural dimension. In order to 

study this, we have chosen Chiara Ferragni, a popular Italian fashion blogger who 

builds her success by branding herself. We will both ask you questions and also make 

you watch to some videos and photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think 

freely, what you perceive, that’s what we are interested in. We are not judging you 

there’s no right or wrong answers.  

 

I: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

 

I: Do you know Instagram? Did you know about Instagram before moving to 

Western countries when you were still in China? 

 

I: What do you use Instagram for? What do you normally do? Who do you follow? 

Which kind of people? 

 

I: Can I now ask you to use your iPhone, go on Instagram and search for Chiara 

Ferragni? Please click on “memories Best of 2017” that you find on the top.  

After 13 minutes... 

 

I: Can you now please watch the memory called “Business”? 

After 4 minutes... 
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I: Can you now please watch the memory called “Leo”? 

After 10 minutes... 

 

I: Can you now please switch account and go to the one called “Chiara Ferragni 

Collection” and scroll down the feed? 

After 5 minutes... 

 

Thank you. Now we will go a bit deeper because we want to figure out what you 

actually think about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she 

behaves and in how she speaks to her audience when she’s recording?  

 

I: Does she look like someone who cares about other people? 

 

I: What kind of woman do you think she is? 

 

I: Considering the Instagram stories you have just seen, do you think she is good in 

what she is doing? 

 

I: What about her personality? How would you describe her? 

 

I: What do you think about how she engages with the followers? 

 

I: The baby: would you say she has this behavior of showing so much because she 

needs to do that or because she wants to? 

 

I: What do you think about Chiara Ferragni Collection?  

 

I: Does the collection reflect her personality? How she actually is? 
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Interview Guide 2 

 

Interview Guide followed by the researchers during the semi-structured interviews with 

the Chinese participants. 

 

Interviewer: Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual 

who does personal branding is perceived on a cross-cultural dimension. In order to 

study this, we have chosen Chiara Ferragni, a popular Italian fashion blogger who 

builds her success by branding herself. We will both ask you questions and also make 

you watch to some videos and photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think 

freely, what you perceive, that’s what we are interested in. We are not judging you 

there’s no right or wrong answers.  

 

I: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

 

I: Do you follow any fashion/luxury accounts? 

 

I: Can I now ask you to use your iPhone, go on Instagram and search for Chiara 

Ferragni? Please click on “memories Best of 2017” that you find on the top.  

After 13 minutes... 

 

I: Can you now please watch the memory called “Business”? 

After 4 minutes... 

 

I: Can you now please watch the memory called “Leo”? 

After 10 minutes... 

 

I: Can you now please switch account and go to the one called “Chiara Ferragni 

Collection” and scroll down the feed? 

After 5 minutes... 
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Thank you. Now we will go a bit deeper because we want to figure out what you 

actually think about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she 

behaves and in how she speaks to her audience when she’s recording?  

 

I: Does she look like someone who cares about other people? 

 

I: What kind of woman do you think she is? 

 

I: Considering the Instagram stories you have just seen, do you think she is good in 

what she is doing? 

 

I: What about her personality? How would you describe her? 

 

I: What do you think about how she engages with the followers? 

 

I: The baby: would you say she has this behavior of showing so much because she 

needs to do that or because she wants to? 

 

I: What do you think about Chiara Ferragni Collection?  

 

I: Does the collection reflect her personality? How she actually is? 
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Appendix B 
 

 

 

Video elicitation from Chiara Ferragni Official Instagram account 
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Source: Chiara Ferragni Official Instagram account 
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Source: Chiara Ferragni Official Instagram account 

 
Source: Chiara Ferragni Official Instagram account 

 
Source: Chiara Ferragni Official Instagram account 
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Source: Chiara Ferragni Official Instagram account 

 
Source: Chiara Ferragni Official Instagram account

 

Source: Chiara Ferragni Official Instagram account 
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Source: Chiara Ferragni Official Instagram account 

 
Source: Chiara Ferragni Official Instagram account 
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Appendix C 
 

 

Data Reduction, Chinese participants 
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Table Data Reduction, Westerns participants 
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Appendix D 
 
Interview 1, participant from Nanjing, 22 years old, date: 27/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

I’ve been here for one year living and studying and before a couple of years ago I have been 

travelling around the USA but that doesn’t really count I guess. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

Yes of course I use it and I knew it also before moving here. Even though we don’t really access 

it anymore, because of the firewall you know, it is famous anyways. 

 

I: What do you use Instagram for? What do you normally do? Who do you follow? Which kind 

of people? 

I like to follow fashion influencers, local brands or second handed stores and also some foodies, 

I really love food.  

 

I: What kind of fashion influencers do you follow? Do you follow them only on Instagram? 

Oh, it’s mainly girls who can match clothes in creative ways. I need to be inspired and I don’t 

care about the brands...I follow some on Instagram but it’s mainly Chinese fashion bloggers I 

follow and on Weibo.  

 

I: Can I now ask you to use your iPhone, go on Instagram and search for Chiara 

Ferragni?    Please click on “memories Best of 2017” that you find on the top.  
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After 13 minutes 

 

I: Can you now please watch the memory called “Business”? 

After 4 minutes 

 

I: Can you now please watch the memory called “Leo”? 

After 10 minutes 

 

I: Can you now please switch account and go to the one called “Chiara Ferragni  

Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

She is a reach and beautiful girl with a perfect life. That’s the first thing that comes to my mind. 

All those places, that house in L.A, so many luxury stuff.  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording? 

Well I think she is spontaneous. You often see her with friends and family, she seems real, not 

just showing her outfits. This is cool, most influencers I follow in China share fashion pictures 

only so they limit their account to just work and don’t share much about their private lives. The 

way also she promotes brands is fine. There are bloggers that for 10 days in a row sponsor a 

particular product and after that they are not going to mention it anymore. Those one are really 

annoying and just interested in get money from the collaborations. Chiara is really transparent in 

this.  

 

I: Do you think she behaves like she does because she is actually that way? She is not “lying” to 

the public?’ 

No, no that’s what I was saying, she is not lying but it is her job. It is unavoidable some things 

will appear to be perfect when in reality they are not. However, I believe she has a natural 

inclination for this. I mean… she is really beautiful and sophisticated so anything she would 

decide to put on she would look stunning. 

 

I: Does she look like someone who cares about other people? 
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She cares about the people closest to her at least but the impression she gave to me was that she 

is more focused on her personal life. She indeed shows that she has got the boyfriend, the family 

and the friends but she doesn’t really care about the others. Sharing her life it’s her job. After 

looking through all the stories you do see the boyfriends and the girls but you cannot really tell 

who these people really are. You just see a girl with a fancy life and I don’t think she really 

cares about the surroundings, she is more like the only character in her own life.  

 

I: What do you think is Chiara’s life philosophy/ approach to life? 

Well, I think she has a very positive and energetic way to approach life but of course I also think 

it is easy when you are reach and you would potentially get whatever you want.  

That said it also seems a really busy life, always with the camera on. I do not know if I would 

like that.  

 

I: What about her personality? How would you describe her? 

She is a very powerful woman and she can decide whatever she wants to. As I said, sharing her 

life is her job and you can see she really works hard to achieve what she wants. Regardless all 

her popularity she seems to be easygoing, not snobby at all.  

 

 

I:Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Absolutely. With more than 12M followers it’s hard to say the contrary, ahaha! She is ambitious 

for sure and I think she puts a lot of efforts  

 

I: What do you think about how she engages with the followers? 

Yes she does it very well. She was creative to convert all this into a profitable job. Every day so 

many bloggers born but then they are not really able to make money out from their blogs for 

lack of creativity. It’s not for everyone. As any other business you have choose the right 

strategies to stay alive. Every day she is going around, visiting places to find inspiration. A lot 

of her success I think comes from the fact that she is curious.  

 

I: About the stories we have showed you, do you like that or would you prefer seeing other 

kinds of contents? 

I don’t care that much about her personal life, I just don’t like her style. She is a fashion blogger 

but what she’s wearing is not outstanding. Fashion has many different meanings. Some people 

can copy what she’s dressing, anyone can copy that casual style but I don’t like it.  
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I: Do you like the pictures she posted with the baby? 

Lots of influencers film their babies. I read this article recently talking about how picturing and 

filming babies is not healthy for the kids. She is kind of using her baby Leo to promote herself 

and her business  

 

I: How would you describe the choice to expose the baby to the public? 

she is just adding one more item on herself, like a brand but this time it’s her baby. 

 

I: Do you think she’s sharing the pictures of the baby because she wants or because she knows 

her followers are expected this from her? 

I think it’s understandable that as a mum you want to share the baby moments. She really seems 

like a very caring mum, you can see she loves this baby. But it’s hard to tell if she wants to do it 

really or she is just “forced” to do it because of who she is. I personally think she does it 

because she wants to.  

 

I: What do you think about Chiara Ferragni Collection?  

The collection does not encounter my tastes honestly. Some shoes while the clothes are quite 

common stuff. I mean, nothing unique or very original. 

 

I: Do you think you can see Chiara’s personality in her collection? It is a sort of mirror of her 

personality, can you see her in the brand? 

No I don’t. She wears Gucci and Louis Vuitton and she’s selling something else. I would say 

the collection reflects her personality but not her style. 

 

Can you list three attributes to best describe Chiara? 

Fashionable, Successful and funny.  

 

This is the end of the interview, thank you again for participating! 

 

Interview 2, participant from Shanghai, 24 years old, date: 27/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 
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branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

My background is a little complicated, before coming here I lived for 3 years in Australia, then I 

spent six months in Italy as exchange student and now I’m studying in Copenhagen always as 

exchange student. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

I use it a lot but no, I didn’t know it before moving abroad, it was too early. In Australia people 

do not use that much instagram, I discovered it when I moved to Italy because everyone was 

using it. In Australia it was not a big thing as it is in Europe from what I see, they use Snapchat. 

I:What do you use Instagram for? What do you normally do? Who do you follow? Which kind 

of people? 

I don’t really use it to follow the influencers. I follow some coffee shops and some brands’ 

official accounts like Sandro Paris or MaxMara. Also, all my friends. In my program we have 

more than 50 nationalities, people are everywhere in the world so I just follow my friends and 

there are heaps of Instagram stories everyday. 

 

I: Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? 

Please click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

 

I: Can you now please watch the memory called “Business”? 

After 4 minutes 

 

I:Can you now please watch the memory called “Leo”? 

After 10 minutes 

 

I:Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 
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Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

So Italian! She is always shouting,jumping around, being so energetic, positive. She is always 

smiling. Also, she is so beautiful, this shining skin tone, with the blonde hair.  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

You can see she is a little bit setup, I mean she’s lying on the bed with the makeup on and she 

says things like “good morning, just woke up” but she is looking all perfect. Even when she had 

the baby she was wearing makeup. But at the same time, when you see her at the birthday party 

or during family reunions, you can tell it’s real, you can see she loves her friends and family. 

 

I: Do you think she’s too much commercial because she just collaborates with already known 

luxury brands and she doesn’t mix her style with less famous brands? Would you appreciate 

more if she collaborated with less famous brands? 

I like her. I don’t think she is showing off in my opinion. I know some people are much much 

more showing off than her. They attend Louis Vuitton events every week, go to couture events, 

cocktail parties by BMW and Ferrari and they post such things very often. She is much more 

about posting her real life, boyfriend and family events, friends and not that many brands on her 

Instagram. She’s a blogger so of course she posts some brands pictures but not too much. Also 

it’s not only luxury brands, she also collaborates with Swarovski for example which is not a 

luxury brand but just a fashion brand; so I think she mixes lifestyle vibes brands and personal 

life in general.  

 

I: What do you think of her personality instead? 

I think she is smart and an ambitious and has her own idea to achieve career goals even if she is 

was maybe not thinking that when she started with being a fashion blogger that then turned out 

in a business. She knows how to promote herself and she knows how to live the life she wants 

and she knows how to do business and to do this she uses all the advantages she has.  

 

I: So would you define her more humble or narcissist? Do you consider her arrogant? 

No, I don’t think she’s arrogant.  I think she’s doing what she wants: she is a mother, a 

girlfriend, a sister. She is not intentionally anything. She is acting like herself so she is posting 

all kind of photos, the shootings, the baby, the boyfriends and of course the model pictures, not 
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just the fake photoshopped ones. Also the pictures with the parties and events are more natural 

than what the other professional bloggers usually post. 

 

I: Do you like the stories she posted with the baby? 

Yes, I love them. Maybe because I’m a baby lover. I can understand other people can easily get 

bored or find this exaggerated.  

 

I: Considering the Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Totally, she does engage you in her life. I’d really like to follow her. I appreciate this beautiful 

woman who’s caring her child and growing her own business. She is actually using social media 

to tell people stories about her personal life as well as how she does her business. So I think I 

would like to see that life, it’s not boring, not just model pictures but her travelling around the 

world, showing what’s happening in other places and fashion trends, like that Dior collaboration 

she did. I very appreciate that kind of “commercial”, she is totally good at doing this. If I follow 

her I would get lots of information, she’s Italian, I would get a hint for the trends in the future. I 

would follow her. 

 

I: What do you think about how she engages with the followers? 

She is not just a fashion blogger, she is a business woman, a mum, a girlfriend, a daughter. All 

these gives to her the chance to create so many different contents all the time.. She is smart and 

she wants to be successful in this field so for sure she spends time thinking about what people 

like most. 

 

I: What do you think about Chiara Ferragni Collection?  

Mmmm I’m unsure. I should touch the clothes and the shoes in order to assess the quality but 

yes in general I like it. I think it’s cool she created her own brand, it gives her this professional 

look, I guess she is on business newspaper mainly because of it. 

 

 

 

I: Do you think you can see Chiara’s personality in her collection? It is a sort of mirror of her 

personality, can you see her in the brand? 

I like the brand, but I think she’s more fancy than the brand as it is. She is way more 

sophisticated.  

 

I: What kind of emotions arise in you when you see the collection? 
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Girl-loving. A girl loving life, it is a good vibe. 

 

This is the end of the interview, thank you again for participating! 

 

Interview 3, participant from Beijing, 26 years old, date: 27/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

Two years ago I went to Finland on exchange from China, then went back to China and from 

there I applied to Danish Master and moved here in September. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

I know it and I started using it two years ago, exactly when I was on exchange actually. 

 

I: What do you use Instagram for? What do you normally do? Who do you follow? Which kind 

of people? 

In the very beginning just my friends and later fashion bloggers who are not that famous but I 

love their style. I also follow some brands also luxury brands, which is one of my interest, 

things I love. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 



 121 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What’s the first spontaneous thought after what you have just seen? 

The life of a person obsessed with Social Media! 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording? 

 

I can tell she is really into Social Media and she loves what she’s doing, she loves showing what 

she is doing in her daily life and putting it up on Social Media. While other bloggers like 

fashion bloggers ones, they don’t really enjoy Social Media even though they have to live on 

that basically. They want money and blog money, and it is brands and companies they’re 

collaborating with that ask them to post pictures out there. But her story is different, you can see 

she just loves it, it is a leisure thing, and I admire her for that.  

 

I: Would you prefer this aspect or would you prefer she was a bit not shy but if she showed less? 

well from my perspective, and this is  my personality, she’s a blogger so I respect that. Some 

people really put efforts in this, they may become CEOs from just being influencer, and she 

reached big fame as an influencer and she deserves it, so I do, I respect that and I respect her but 

I don’t really like her. You see she knows what she is doing, she is sure of it. I mean, you can 

see she knows what the followers want and she works hard to keep this up. She is really 

meticulous in this.  

 

I: What kind of woman do you think she is ? 

Well she is very sophisticated or maybe it’s for the dresses she wears. Anyway I find her 

elegant.. 

 

I: Why don’t you like her? You recognize that she is good at what she is doing and also 

sophisticated but you don’t really like her? Why? 

From what we have seen you can tell she is posting too many stories and photos all of the time. 

I am not one of those people who has enough time to stalk someone’s life. Like its not attractive 
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to me and that's personal. I’ve seen these stories and they are boring even though she is fancy 

and you see  her in these beautiful hotels, locations and so on.  

 

I:  What kind of content do you enjoy watching?  

valuable content. Some fashion bloggers really do give me inspiration. Their style and what 

they’re doing is different from others. Not all of what they’re posting depends on luxury brands 

and exclusive stuff, these bloggers make their own choice of brands. I couldn’t tell exactly the 

words but i’m into the bloggers with their own style and different personalities and they don’t 

want to show you their whole lives. I appreciate that kind of behaviour, like Mr. Bags. 

 

I: Do you think she’s too much commercial because she just collaborates with already known 

luxury brands and she doesn’t mix her style with less famous brands? Would you appreciate 

more if she collaborated with less famous brands? 

I think she dressed “normal”. A very normal way of dressing, in the style. She wears these 

simple tops, bras and t-shirts, trousers, she makes you see her tattoo through these clothes and I 

don’t think that is fashion. I prefer the fashionista type and I think she is not. 

 

I: What do you think of her personality instead? Would you define her more humble or 

narcissist? 

I don’t think she is narcissist. it depends on the audience. Some people really do enjoying 

following these kinds of bloggers, like to see what she posts, these types of behaviours attract 

lots of people. That’s why she does it, not because she’s a narcissist. But what I’m realizing 

now, considering those stories, is that all the pictures are about her otherwise with the boyfriend 

or the baby. Other bloggers would focus on other interests, for example architecture. She is just 

focused on showing her family ties, all these lunches with the Italian family, she is always sweet 

with them, she shows she cares and the feeling is real.  

 

I: Do you like the pictures she posted with the baby? How would you describe the choice to 

expose the baby to the public? 

Chinese do not share the baby’s faces. Also some other fashion bloggers hide faces but she 

doesn’t. She also shares all the time the pictures of the boyfriend and I like that, it shows you 

are really into the guy, you are not looking for other men. I appreciate this behaviour because 

she is transparent and trustable. 

 

I:Do you think she’s sharing the pictures of the baby because she wants or because she must do 

that, for her followers? 

As I said I think it just renders her image trustable. You can see the true girl, who she is for real. 
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I: What do you think about Chiara Ferragni Collection?  

I don’t find it very original. Nothing special 

 

I:Do you think you can see Chiara’s personality in her collection? It is a sort of mirror of her 

personality, can you see her in the brand? 

 

I think it demonstrates the kind of lifestyle she has, the way she lives, her approach to life 

 

This is the end of the interview, thank you again for participating! 

 

Interview 4, participant from Shanghai, 22 years old, date: 28/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

I moved here one year ago to study at university. Before I had been just once in Europe 

travelling with family.  

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

Instagram? I know what it is but I don’t use it since I’m not pictures addicted and I’m not 

interested in following western fashion blogger since they would not have my same fashion 

taste.  

 

I: Do you follow fashion bloggers from China though? What do you think about them? 
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Yes, I do… that has nothing to do with the picture addicted thing ahaha I like seeing the 

different styles. I think it’s a cool thing but that sometimes these girls push it too hard and try to 

sell products. This is a job for real nowadays! Earlier many people would have laugh at these 

people and now they are so popular... 

 

I: Can I now ask you to use the iPhone (Letizia’s phone was given) go on Instagram and search 

for Chiara Ferragni? Please click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

 

I: Can you now please watch the memory called “Business”? 

After 4 minutes 

 

I: Can you now please watch the memory called “Leo”? 

After 10 minutes 

 

I:Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What’s the first spontaneous thought after what you have just seen? 

She is totally a fashion expert. She is very busy in maintaining her networking solid and being 

trustworthy to brands and fans. In one year she has travelled around all over the world basically, 

attending many events and doing many collaborations… and even while pregnant! that must 

mean she is very free of doing literally whatever she wants she is already so independent while 

she is young. 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

I think she is showing her life. What she normally does. In those videos she was showing all the 

parts of her day so she must be honest, I can’t believe someone would be able to lie for so long! 

People are not stupid and they can easily understand if you’re faking your image. Also, because 

she is often with other people, like the boyfriend and family. She is just spontaneous.  
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I: Do you think she’s too much commercial because she just collaborates with already known 

luxury brands and she doesn’t mix her style with less famous brands? Would you appreciate 

more if she collaborated with less famous brands? 

I can understand she is showing off but she’s a business woman, she wants to give information 

to the public about her brand. Popular showing off, showing everything right now is a trend and 

she is using the trend to promote her brand. 

 

I: Do you find her life charming would you aspire to live the same life she has? Are you attract 

to her lifestyle?  

it’s a matter of money I think, you have the money and you can afford that lifestyle. I would 

love to buy Dior clothes all the time, you can’t deny that it’s nice, you look glamorous and 

much more sophisticated just like Chiara. Also, she is very very beautiful but with the fancy 

clothes she even looks elegant and charming. Anyway, I would not share as much details as her 

about my personal life, I care about my privacy. 

 

I:What kind of woman do you think she is ? 

Particularly busy in reaching her goals. Most of the time she is laughing or doing silly things but 

I think she is less superficial than what she shows...that’s the same for many girls who do the 

same job as hers, you would not think they also do boring things and that their lives are hard but 

it is, you just have to think beyond all the fancy stuff they share online. 

 

I:Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Yes because she actually does not sell anything to the audience. I mean many bloggers post a lot 

of pictures and do many videos trying to convince you to buy the product while she does not 

and I like it.  You can trust her because at this point of her career she can really select to 

collaborate just with the best.  

 

I: What do you think of her personality instead? 

She is cool. I mean, during the story you see she has turned 30 years old and she has already 

achieved so much! She does whatever she wants or to goes wherever she wants. She has a lot of 

money so she can afford a lot of things.  

 

I:What do you think about Chiara Ferragni Collection?  

I love it. Very colorful and different even though you never really know if behind this 

collections there are the bloggers or if they only put their name on that. I mean.. It’s difficult to 

believe that all are designer-talented skills.  
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Anyway, as long as the collections are original and avoid mainstream..it’s fine. 

 

I:Do you think you can see Chiara’s personality in her collection? It is a sort of mirror of her 

personality, can you see her in the brand? 

Yes, definitely! The collection is cool just like her. All the beautiful shoes they are just like her, 

I love the big eye logo. Also, the clothes make you think of young people, they are so fresh.  

 

This is the end of the interview, thank you again for participating! 

 

Interview 5, participant from Xi’an, 24 years old, date: 28/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

I arrived here in January, so just a few months. I am on exchange at CBS, before I had never 

been in any Western country. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

Yes I know the app but I could not describe it. Never signed up and never used it since in China 

nobody uses it basically. There is the Great Firewall in China if you don’t know it… it blocks 

almost every app you have in here Western countries. 

 

I:Can I now ask you to use the  iPhone (Letizia phone was given ), go on Instagram and search 

for Chiara Ferragni? Please click on “memories Best of 2017” that you find on the top.  

After 13 minutes 
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I:Can you now please watch the memory called “Business”? 

After 4 minutes 

I:Can you now please watch the memory called “Leo”? 

After 10 minutes 

I:Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What’s the first spontaneous thought after what you have just seen? 

She has a boyfriend and she shows this a lot. I think this is strange, she is like this fashion 

blogger and you wouldn’t expect so many videos about her family stuff. Also, so many pictures 

where she shows she’s grateful to her family. It is rare to find these value in someone who 

would think is quite material. Also, she seems to be a fashion expert, she is always showing 

beautiful clothes, Dior, Swarovski, Louis Vuitton. She is matching the clothes or like, the 

accessories in a very careful way. You can tell she works in the fashion industry.   

 

I:To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

She shows all the time she has the boyfriend, she has the family and she works in fashion. I 

think she shows all the different aspects of her life, so she is spontaneous enough. 

 

I: Do you think she behaves like she does because she is actually that way? She is not “lying” to 

the public? 

Exactly, she is like that because she shows every different aspect of her life. Otherwise she 

would be lying to herself in a way, if her behaviour was fake I mean. 

 

I: Do you find her life charming would you aspire to live the same life she has? Are you attract 

to her lifestyle?  

It of course would be nice, having all that money, such a loving boyfriend, she has everything a 

girl wants. She is beautiful with those big eyes and amazing hair, so glamorous but of course it 

is easy when you are rich and you can spend so much money in your self care just to be chic.But 

I don’t know, it seems like a very frantic life, very busy and I don’t know if I would like that. 

 

I:From what you have just seen on Instagram, would you say she cares about others or she is 

just selfish and self-absorbed? 
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I think she cares a lot about who is around her. She is very often with these people. So she 

shows a lot about herself as well but I don’t think she is selfish, just doing her fashion job but all 

the time with people she likes around.  

 

I:What kind of woman do you think she is? 

Very optimistic I would say. Every day she is so motivated to go on, take part in a new project, 

collaborate with a new brand. I think that is this attitude that allows her to be so efficient and 

meticulous in what she does.  

 

What do you think of her personality instead? 

She is a loving girl, very nice. She is this independent woman, with such an exciting life. Also 

she looks like this teen girl, she behaves like that, always going to parties, laughing. I have the 

feeling I’ve never seen her that serious during the videos ahahaha 

 

I: So would you define her more humble or narcissist? 

No no, I would not say narcissist. I was saying before that she does show herself but because it 

is her job, she has to show all the clothes, fashion shows and have to be beautiful, it is her job. 

 

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

She belongs to the upper-class and this allows her to show something that just few could afford 

by engaging the curiosity of a lot of people. Also, you see in the video she is CEO, she looks 

very professional and all, so she achieved a lot by doing this fashion blogging. 

 

I: What do you think about Chiara Ferragni Collection?  

Really nice!! I love bright colors. As you can see I like matching different colors and trying new 

combination. Sometimes I exaggerated in fact..I hate black so her shoes fit my fashion tastes.  

 

I: Do you perceive this brand as a luxury one or just a brand from the west? 

I think it is expensive, it seems like luxury. That eye, the eye on the collection I mean, it 

reminds me of something exclusive, not for everyone. Some of the items are normal though, 

kind of simple, that’s why I like them. 

 

I: Do you think you can see Chiara’s personality in her collection? It is a sort of mirror of her 

personality, can you see her in the brand? 

Yes, I do, very “happy” collection, she looks like the shoes in a way. Also, they are very well 

designed. The details are important. 
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This is the end of the interview, thank you again for participating! 

 

Interview 6, participant from Beijing, 32 years old, date: 30/03  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

Two years ago. I moved to Copenhagen to follow my husband... well boyfriend at the time and 

we got married one year ago. So yes, it has been two years. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

Yes, I do, I started using it I think a couple of years ago. First thing I do is following friends, but 

not the ones that post always the same content in every media. Also, I follow the accounts that 

are about my interests, for example travelling, cooking, food culture. Some fashion accounts but 

mostly makeup and hairstyle ones, even if I prefer using YouTube. 

 

I: Do you follow any fashion accounts? 

Fashion bloggers mainly from Asia because I can then satisfy my need to find the right skin 

tone and physical attributes for my own person. I also follow people from the world, I follow 

this French one. Makeup only Asian. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 
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Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: Now, what’s your spontaneous thought about Chiara Ferragni? 

Pretty, young girl. Personality: playful, she likes to stay with people, she’s a group person and a 

party girl, she likes to show her emotions, judging from how much she shows the boyfriend. I 

guess they promote each other this way. 

 

I:To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording? 

I don’t think she is much faking it. For me it’s not. I would say she’s 70-80% authentic. Because 

she’s showing details about her relationship and pregnancy. I guess it is different because in 

Asia if a celebrity is basing her success on how she looks she doesn’t share much about 

pregnancy, but maybe that is because of culture. 

 

I:She behaves like she does because she is actually that way? She is not “lying” to the public? 

I don’t think so, I didn’t know her before, when she is posting she is not polishing her Italian 

accent and showing baby bumps, so I guess she is natural. 

 

I:What kind of woman do you think she is ? 

Very smart, yes she is for sure. You can’t be just a blondy Barbie. She seems like someone 

devoted to her career,somehow workaholic, always with that phone on. 

 

I:Do you find her life charming would you aspire to live the same life she has? Are you attract 

to her lifestyle?  

I think she’s having a nice life but I might not get pregnant with the boyfriend this fast since 

they have been dating only this much. And then she’s getting married. Maybe it’s because she is 

very economic independent so she doesn't care, if she is going to be single, she has the kid and 

she’s fine, she can keep the kid if they don’t work out together. She is on the go for me. What I 

appreciate of her is that she’s a free woman and really daring, she believed in herself a lot, she 

bet on herself.  
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I:From what you have just seen on Instagram, would you say she cares about others or she is 

just selfish and self-absorbed? 

She seems to, at her birthday there were all the friends and this friend crying, then you can see 

her dad’s and grandma’s birthdays and family in general. But I guess that’s also very Italian. 

They say in Europe, Italians are the most close to China, especially in relation to family. 

 

I: What about her personality? How would you describe her? 

Quite exuberant. She is on camera constantly and she never seems tired to show what she is 

doing. By the way I don’t think she wants to show off, it’s just part of the business. If you do 

not know how to show off then you cannot be part of the business. She is an influencer and has 

to show her life because of the career. Also, I think it’s naturally part of her personality. I think 

if you don’t have this attitude in your personality then you cannot go very far by doing these 

sharing life if you don’t really feel like doing it. If you have to fake everyday in order to reach 

somewhere you are not enjoying it. Of course you have staff following, you’re a CEO, a team, 

people watching you, the situation keeps pushing you, sometimes you are tired and still stand on 

your high heels and smile but I think she likes it otherwise this is not working, so I guess it’s 

part of the personality otherwise this would not be working. 

 

I:Talking about her stories on Instagram how would you perceive these? Natural or more like 

filtered, kind of fake? 

I think it must be, people on the street use filters and photoshop especially in Asia: you must 

know how much Asian girls photoshop their pictures before posting so I really don’t mind that. 

 

I: Do you like the stories she posted with the baby?do you think it’s too much intimacy? Does it 

bother this sharing of very intimate moments like hospital details also? 

I personally don’t like it. I don’t like to be informed so closely about someone else pregnancy 

progress. Everyone can do what they want on their Social Media, you can choose not to watch 

it. I have friends who like to post lots of kids photos, I don’t. 

I think she is not obliged to do it, unless she thinks that this would help her to promote herself. 

Because it is not directly related to her business. Probably she wants to show more life than 

business part of her life but with business sponsor I don’t think the baby is related. Probably to 

attract some audience like females, same kind of condition: pregnant woman to woman, mum to 

mum. 

 

I:Do you think it is cultural? Western share more than Chinese? 
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No, lots of Chinese share a lot. Some people like it some others don’t. I have some friends 

complaining all the time about too much life aspects shared on Wechat and some others who 

instead love it. 

 

I:Some differences between Chiara and other fashion bloggers you follow from China? Why 

you would not follow her? 

I don’t think it’s too much about her. She is too different from me. I would not gain anything 

useful on the fashion side. I am more casual dressed, she is sophisticated with high heels, I was 

some years ago but now no more. Her content is no good for me. I would not get inspiration 

from her outfits. The cultural part also kicks in, if I had to find someone who showed me how to 

dress, I would find a Chinese person: height, skin tone, hair colour, I tend to look for someone 

who is more like me so I can reference to that person. If she is tall, blue eyes, blonde, that 

doesn’t really help me because that dress can look gorgeous on me but on me…it would be like 

extra-large, doesn’t make sense to me. 

 

I:What do you think about Chiara Ferragni Collection?  

I’ve seen the eye before but never the shoes I think. But I’ve seen the eye somewhere.  

I think it’s an okay collection, I guess she is targeting young people, kind of street fashion, 

casual. But I don’t think she is not wearing her own stuff, she is on another level, she is wearing 

more sophisticated things. Anyway I think it is expensive. 

 

I:Does the collection reflect her personality? How she actually is? 

Actually yes. The big eye is quite representative and can be really related to her.  

 

This is the end of the interview, thank you again for participating! 

 

Interview 7, participant from Shenyang,  28 years old, date: 2/04 

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  
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Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

Since October 2017. My brother has moved to Denmark around two years ago and under his 

suggestion I decided to move here to look for a job. My english was already good enough and 

honestly I always wanted to move to Europe. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

I know Instagram since also in China the most obsessed use it regardless the censorship while I 

started to really use it once arrived in Denmark. Here everyone uses it so I signed up too. In 

China we have Weibo which is very similar to Instagram, on it people share pictures and videos 

and you have the likes and you can comment. 

 

I: What do you use Instagram for? What do you normally do? Who do you follow? Which kind 

of people? 

Well, since just few of my chinese friends have it I follow more celebrities’ accounts like actors, 

singers and models. Some scandinavian fashion bloggers too but just because I find them 

beautiful I mean the clothes they wear on I would never be able to wear too. They are 1,80m tall 

while I’m just 1,61 ahaha!!! 

 

I: What do you mean with this? Why do you follow them? 

I just follow these girls because they are beautiful, I usually follow Chinese fashion bloggers 

because they look more similar to me and I can be inspired by them.  

 

I: What kind of fashion bloggers do you follow? 

I follow on Weibo some fashion bloggers who are also celebrities in China, actresses and 

singers who became fashion bloggers. Some created clothes lines and that’s how they got into 

fashion.  

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 
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After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

I would say very she is the typical cool it-girl, you know the one that when walks into the room 

every head turns. Also very confident..I saw dresses I would never have the courage to wear, I 

would not feel confident. I know my body is not perfect but If I was her I would do the same. 

She is naturally classy. I really like her style, she is able to be sexy without being vulgar.  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

Mmm..She is much more spontaneous than many other bloggers I saw on Instagram. For 

example sometimes stumbling on her words, speaks English incorrectly or sings a song failed 

the words. She is just herself.  

 

I: Does she look like someone who cares about other people? 

Well, it’s hard to say since her life is very concentrated around herself and maybe her family. Of 

course she appears to be sweet with her boyfriend and son and it’s nice to see how much she 

involves them in her “business life”.  

 

I: What kind of woman do you think she is ? 

Very stylish!!! Again, it’s not just a matter of money.. She was born to become fashion blogger. 

You can see it...I am always impressed when I see these kind of girls. It is amazing how one can 

become popular with the internet! Sometimes I think I also could try to do it ahahaha 

 

I: Do you think she’s too much commercial because she just collaborates with already known 

luxury brands and she doesn’t mix her style with less famous brands? Would you appreciate 

more if she collaborated with less famous brands? 

Anyone does what she wants I guess. If she likes high-end brands and feel herself comfortable 

with that why should she change? Just to be perceived more real and relatable? No sense...In my 

eyes she would be perceived less authentic..She has to be herself and who likes her are free to 

follow otherwise no. 
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I:Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

She edits very well her pictures. Does not seem she uses a lot Photoshop also because she 

doesn’t really need it I guess. Chinese fashion bloggers use a lot. They post much many fake 

pictures. That’s why also I think she is authentic.  

 

I: What do you mean she does not need to use photoshop? 

Well, she is very beautiful. She looks the same both in videos and pictures. There are girls who 

looks incredibly handsome in pictures while in person they appear different, like they were a 

different person. Chiara has this natural beauty and you can see that. 

 

I: What about her personality? How would you describe her? 

Very friendly. She is never alone but at least with another person. My impression is that she 

likes talking a lot, having fun, and keep involving people to her life. 

 

I: Do you think she has a good set of values? What do you think of her habit to share private 

life? 

Seems that she loves her families and really takes care for them. By the way it’s hard to say if 

their relationship is so strong. I mean, if  is true good for her but I would not be surprised to see 

that is not actually so true. I’m sure she loves her baby but for the rest, who knows? 

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

I’m sure she really wants to. Having a baby is something serious and if she did not want, she 

would not do that. Probably she got so used to share everything that she finds that absolutely 

normal. I would not find coherent from a popular and public person like her the willing to hide 

her baby.  

 

I: What do you think about Chiara Ferragni Collection?  

I like it! More the shoes than the clothes actually. Also in China is becoming common that 

already well known persons create their own collection. As long as they are able to offer 

something that stands out from the crowd I think is fine. In the Chiara Collection I like the shoes 

texture, I love the sequins and also the colors.  

 

I: Does the collection reflect her personality? How she actually is? 
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Yes for sure! No wait..The shoes yes because the bright colors, the sequins remind me to her 

attitude. Her smile and is positiveness. The clothes line since is quite casual not much..I related 

her to more elegant clothes. 

 

This is the end of the interview, thank you again for participating! 

 

Interview 8, participant from Shanghai, 20 years old, date: 2/04 

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: First of all, we would like to ask you: since how long have you been living in 

Western countries?  

It is already two years, first I visited  Europe with my parents two years ago during summer and 

then I moved to Copenhagen to start my bachelor, we had visited the city already during the trip 

and I loved it, I really wanted to spend some time here. 

 

I: Do you know Instagram? Did you know about Instagram before moving to Western countries 

when you were still in China? 

I know Instagram since also in China the most obsessed use it regardless the censorship while I 

started to really use it once arrived in Denmark. Here everyone uses it so signed up too.  

In the beginning I found it boring because I did not have many friends to follow but after few 

weeks I began to post pictures almost every day and now I’m addicted to it.   

 

I: What do you use Instagram for? What do you normally do? Who do you follow? Which kind 

of people? 

Well, my close friends clearly. Than I really into fashion interior designer and street style art 

accounts. I follow some fashion bloggers too. They are not very popular, they count around 
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300,000 followers. They are quite normal girl, very young, and with a normal life in a certain 

sense.  

 

I: What do you mean with “with a normal life”? 

Just that these girls I follow are still quite having a routine life, they just really know how to 

show what kinds of clothes to wear or not. They look more like me and I can relate to 

them...they still cool lives but still standard and I like this approach. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

I want all her clothes and shoes, ahaha!! I’m joking..Well she is really social, she shares a lot 

and about everything. Her camera is always ON. That is impressive, she is basically filming 

every moment of her life, in that video, the first you showed us she really showed everything! 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

From 1 to 10, I would say 8. She is really natural. Probably she got so used to be on camera that 

for her online and offline are the same. I appreciate person  like her that even though the great 

popularity, they keep their foot on the ground. She doesn’t plan in advance, I mean of course 

she knows very well the message she wants to deliver but the way in which she does it sounds 

very “I want to tell you this, not because someone else told to me but because I really believe in 

it”. I can get why she has been able to gain so many followers just by being sincere. 

 

I: Does she look like someone who cares about other people? 



 138 

Mmmm she shows a lot about her personal life. Maybe a bit too much. As anyone in the world 

she loves her family and she is proud to share it. I do the same actually. I mean, if a person has a 

social life it’s normal to post also pictures with the people of your life. I like posting selfie as 

much as posts with friends and family members. People should appreciate that even though 

Chiara has become very popular she has not forgotten what really matters in life.  

 

I: What did you refer when you said that is “too much”? 

Well, the baby stuff I think are exaggerated. I don’t like when babies are strumentalise to get 

more “likes”. I don’t really care, I mean..people can do whatever they want but personally I 

would not do that.  

 

I: What kind of woman do you think she is ? 

Seeing where she has been able to arrive, for sure she has some skills that makes her unique. 

You can not be just beautiful. You must be focus, really work hard. So she is for sure someone 

enjoying her life but at the same time someone who is serious and really works hard to get 

where she wants, she also must struggle to fit everything in her life, it is for sure something that 

comes with efforts. 

 

I: What about her personality? How would you describe her? 

I don’t know...she is happy and excited all the time. She really transmits positive vibes probably 

because is very enthusiastic about what she does and you can perceive it.  

 

I: So considering the  Instagram stories you have just seen, do you think she is good in what she 

is doing? 

Yeah, yeah, definitely! People underestimate the efforts she put to keep people interested. We 

get bored fast and if you don’t create interesting contents all the time your career will end soon. 

But seen the engagement level there are no doubts she knows exactly what to do and how to do 

it. 

 

I: Do you think she’s too much commercial because she just collaborates with already known 

luxury brands and she doesn’t mix her style with less famous brands? Would you appreciate 

more if she collaborated with less famous brands? 

I would do the same actually. People are just hypocrite. Everyone would prefer dressing 

designer brands. She does because she deserved it. She worked hard to become who she is 

today. If she has been able to gain the credibility of the most well known brands is fine. 

Honestly I would say that are less reliable those girls who promote clothes which they also 

consider of low quality and that would never buy just for money. 
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I: What do you think about Chiara Ferragni Collection?  

I like it! I fell in love with a pair of boots… I want them!! I cannot help, I buy a lot of clothes all 

the time, it’s not very good for me! Almost an addiction...my dad is not really happy about this 

ahahaha. 

 

I: Does the collection reflect her personality? How she actually is? 

When I looked at her shoe line I really thought they were original and not a mainstream. Also 

the logo is something different and very relatable with her, this eye I mean, it reminds me of 

her, it is also blue like her eyes. 

 

This is the end of the interview, thank you again for participating! 
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Appendix E 
 

Interview 1, participant from France, 21 years old, date: 3/04  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

I follow my friends but most of them do not use it; food blogs, cartoons, for some reason i really 

like cartoons on Instagram, a few musicians and then lingerie brands. 

 

I: Do you follow any fashion/luxury accounts? 

Not really brands, some fashion bloggers and not a lot. I just follow this one UK fashion blogger 

and more lifestyle-youtubers, a bit of fashion, makeup, house design. 

 

I: Why on Instagram? 

It’s very immediate, as soon as they post a new thing, new video I can see it immediately, then 

im also lazy, but with Instagram I can be up to date. I used to be very in youtube and the ones I 

follow still is because they are very nice people and also very relatable. Some bloggers 

completely are gone out of touch, totally check out my chanel bag and it is cool but doesn't 

mean anything to me. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 
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Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

 

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you have about Chiara Ferragni? 

The first thing that comes to mind is: fake. Maybe too strong but at least perfected. Everything 

seems to belong to reality but perfected. She is so beautiful you wouldn’t believe that.  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

It’s her job. I don’t say that every word she speaks is planned. I just say that when she takes out 

her phone, she has an idea on what she is going to do. What she wants to say, what she wants to 

show is planned. 

 

I: What kind of woman do you think she is?  

Oh, she surely has a lot of money and she travels a lot, she is very classy and posh. On top of 

that she is also beautiful. She has this boyfriend who sings songs to her and she lives the rich 

life. At the same time, I think she has become to be her own brand… so she must be really busy 

and also she is doing something difficult. I think you have to say goodbye to spontaneity and 

simplicity in a life like hers, like so many other bloggers did. 

 

I: Could you tell us what’s the difference between the fashion bloggers you follow you 

mentioned earlier and Chiara Ferragni? 

It’s all about the fact that they are relatable, they are not followed by millions, they have nice 

lives and designer bags but not that much cash. I like them because they can go on crazy 

holidays and buy bags but still they have similar concerns to ours. Chiara seems to have a totally 

different life.  

 

I: Do you think Chiara is showing off? 

Yes but that doesn’t bother me that much. I guess maybe for other people it is an issue. Clearly 

she has succeeded, she is successful and proud of it, she can show it,  it is not my problem. 

when you have become such a brand, I really question how much of what you said is your 

choice or it’s because of the money and someone else asked you to do that.  



 142 

 

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Yes she is! I think a lot of people think these are not jobs, i think they are even more, you do not 

have your private life anymore so it’s like you’re always working. I think this is a real job and 

also a full-time one, even though from outside you see only the silly aspect of it.   

 

I: What about her personality? How would you describe her? 

She doesn’t come across as a bad person, not mean at all but I mean, it is kind of hard to tell. 

She is an happy person, always running around constantly joining events, you can tell she likes 

being around people and being at the center. 

 

I: Would you define her as more humble or narcissistic and selfish? 

It is kind of her job to be self-centered, it is about putting herself out there and creating the 

brand out of herself, you need to be self centered and like attention. She succeeded so why not 

showing off, I wouldn’t do it but hey, up to her. I feel like I know nothing about her, life is 

always beautiful that is the message she communicates, all bubbly  but I mean: you just had a 

baby then you are wearing dior while breastfeeding? We all know that is not real life. I don’t 

know. She also never shows when she is not perfect, never even sarcastic captions like some 

other bloggers that I follow. 

 

I: Do you think she has a good set of values?  

She does seem to be close to her family, of course that is nice. But actually the thing with the 

baby bothers me. I feel very strongly about people using their children as publicity. I mean she 

must be aware that when brands send her a dior shirt for a baby it is not just nice, it is because 

they expect her to put that on the baby and then post the picture online. What I see it is brands 

catching the opportunity. I feel very negatively about putting the kids online, because they can’t 

decide. Even though it is nice, she seems to be taking care of the child. 

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

I think a bit of both. Again, I feel so strongly about this. I know her fans expect her to keep them 

updated with the child and so I think to appeal to some of these people she has to do this 

because otherwise these people would be disappointed. Of course she shares everything with 

these people so she must be happy to also share this journey so I think for me it is a mix of both. 

Also, she shared a lot: also with the caption “the baby is the size of the carrot”: all of that is not 

that needed, so I guess it is also her decision.  
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I: What do you think is Chiara’s life philosophy/ approach to life? 

I think she is quite happy with what she is doing and you can see this through the stories. She 

knows what her job is and her life revolves around that. As I said before, you can say that the 

job is her life.  

 

I: What do you think about how she engages with the followers? 

I think she knows they want her to always post new stuff. The thing I was saying about the baby 

before: they want her to keep them updated, and she does, with every single aspect of her life.  

 

I: What do you think about Chiara Ferragni Collection? 

It is very cool she created her own clothes brand, she must be very successful. About the 

collection itself, I just hope these shoes are leather made… at a certain point it must be leather 

or nothing. Well I mean, the shoes are priced but I would pay for that, 200€ seems an almost 

reasonable price. I think the collection is fine but I would not pay for the sweatshirts for 

example. I like the shoes though.  

 

I: Does the collection reflect her personality? How she actually is? 

I think she has a bubbly personality. The eye is a very bubbly choice that reflects her person. 

These are the clothes of someone who is full of life, jumping happy.  

 

This is the end of the interview, thank you again for participating. 

 

Interview 2, participant from Sweden, 26 years old, date: 3/04  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos.  

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers.  

 

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 
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I have a closed account, so I mainly follow my friends, they are 400 so it’s mainly them. Also, i 

follow meme-funny accounts, some actors or sports people and I like to know what’s going on 

in their lives. 

 

I: Do you follow any fashion/luxury accounts? 

No actually. Some bloggers though, they of course link to Chanel and brands but I do not follow 

the links. These bloggers are mainly from Finland and Sweden because that’s where I lived.  

 

I: Why on Instagram? 

Because I’m too lazy to read their blogs, I like to see what’s going on in their lives and thanks to 

Instagram and Instagram stories it is now easier to see that throughully.  

 

I: Are you interested just in their fashion style but also private life? 

I am not that into fashion, much more into their lives, as they present themselves like persons. 

Also, I’ve been following some for like 10 years, I see their family, at the moment lots are 

becoming mothers, I’ve been with them for so long that what interests me is not the chanel bag 

but who they really are, their personality.  

 

I: What do you appreciate in a fashion blogger? 

They somehow write also about the negative side of their life, it’s not just assembled pictures of 

products one after another, it is also about what they are doing when they are outside, I think 

that is what Instagram allows. That’s why I think I don’t like luxury brands account, I don’t like 

when they just assemble bags, but when it’s bloggers showing them I like that. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top.  

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 
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Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

  

I: What is the first spontaneous thought you have about Chiara Ferragni? 

I know it is not just a thought but: very typical blogger. Typical: they all share these lives not 

unique, all the same.  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

Some story really look like they planned it, like the birthday story. But I don’t think she plans 

every story, every detail of it. 

 

I: What do you think is Chiara’s life philosophy/ approach to life? 

I think she has to deal at the same time with her job and her life, they are very related.. I mean, it 

has to be a tough job what she does anyway, sharing all those moments and being perfect. 

 

I: What kind of woman do you think she is ? 

At the end of the day I think she is a determined person, she knows what she wants for sure but 

also a caring woman, from the stories with the baby you can really see that. 

 

I: Do you think she cares about people around her? 

Yes, I mean, she spends a lot of time with family and friends, so she cares I think. 

 

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Yes, of course.  She must be, she has to be smart in the ways she built her brands. You don’t 

become famous if you are just beautiful, or you’re smart or you have a great team and also to 

have that you have to be strategic You must have a little bit of something special. 

 

I: What about her personality? How would you describe her? 

When you follow people for longer you get more a sense of their personality. I would just say 

she is a little bit shallow. I do remember the boyfriend but I think I got he was the boyfriend by 

the end of the stories. But from what I’ve seen,  I would define her as sweet, also exuberant, 

very outgoing.  

 

I: Do you think she is more humble or narcissistic and selfish? 
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I would not know where to put her. Probably in between charming and sweet, cute when she for 

example shows the baby pump, otherwise I would have not got this impression, she cares for 

herself, parties, maybe for friends, but I mean you have to love yourself to build a brand on 

yourself. I would not define her as funny. Her posts are halfway planned...some bloggers and 

influencers sometimes publish their “before” the shooting look to show how “ugly” they are 

without makeup on or stuff like this, she doesn’t seem to be doing that. 

 

I: Do you think she has a good set of values?  

She seems to spend a lot of time with her friends, or at least, I think they are her friends, also 

could be the team ahaha so I don’t know, I have the feeling she is a bit planning also the people 

she has around,hard to tell if she loves them all. She is a decent person though, I guess. 

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

She wants to. She is a human being, I mean, I have a godson and his parents do not want to 

show his face anywhere, it is the child decision. So I think she could absolutely avoid doing this, 

she should just let go of expectations from her followers or audience whatever. I think she kind 

of yearns posting the child’s updates. She wants it I think, from what I’ve seen. She likes to 

show that and also she seems so proud of the baby bump and I mean, we have Kylie Jenner, she 

has been pregnant for nine months and she disappeared from the public scene and she has like 

100 million so I think also Chiara could have done it privately so che chose to show it. I don’t 

say it is wrong, just she could also chose to avoid doing it.  

 

I: What do you think about Chiara Ferragni Collection?  

I would have to be a big fan to buy those t-shirts, it is just the logo. Also, the clothes fit to super 

skinny models. I mean, I get Chiara is super thin and beautiful and all that, but not everyone is 

like her...they should make also XXL clothes...but I like the shoes, they are sparkling I would 

wear them, I think they were cute.  

 

I: Does the collection reflect her personality? How she actually is? 

Maybe the shoes because they were glittery and sparkly just like her, always so happy and 

sparkling as a person. The only thing is that I’ve never seen her wearing a sweatshirt; she wears 

more fancy things, a bit surprising for me that she is selling sweatshirts.  

 

This is the end of the interview, thank you again for participating. 
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Interview 3, participant from Finland, 27 years old, date: 5/04 

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers. 

  

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

 I used to have Instagram, I haven't’ used it since the 21st of January, I deleted it from my phone 

because I thought I was using it too much therefore I deleted it. So unnecessary to have it, 

doesn’t increase my happiness at all. But from 2013 until this January I’ve been using it 

actively. Who I choose to follow varies a lot, I always try to look for interesting accounts. 

Interesting people who are doing something interesting, in tech or in business, for example these 

couple of interesting finnish girls who went to business school and created their own startups, I 

follow their accounts even though they don’t have any specific style, not that “instagrammable” 

photos. I follow more for “mental” reason, say, I know these people are ambitious, they do great 

stuff and I want to be inspired by them. Other accounts...I follow one finnish blogger, same 

criteria as before, although she publishes some really visually good contents, she is really stylish 

and then then I also follow Isabella Lowengrip, swedish blogger entrepreneur. Otherwise 

obviously I follow people I want to be updated with, know what they are doing in their lives. I 

also easily unfollow people when I get bored with their contents.  

  

I: Back to the fashion blogger you used to follow, what did you like about her? 

So, I followed her blog since 2007, same criteria as before, she’s very ambitious, work really 

hard and really self-confident, positive kind of person and she is original. Even if all bloggers 

are kind of similar, I think she really enjoys what she is doing and this can be seen through her 

pictures and through her blog, that’s why I follow her on Instagram, because I was following her 

on the blog. She is called Alexa Dagmar, finnish, fashion lifestyle blog, quite famous. She 

shares both fashion contents and life ones. Her contents really broadened up to personal life. 

Not that she shares personal things but maybe showing she is buying an house with her 
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husband, then renovating it...you know. She also wrote a book about girls becoming women. It 

is both, fashion and life and the importance of the fashion side has definitely decreased.  

 

I: How is the style? High-end fashion or not? 

Both luxury and more common basic chain brands like Zara, HM. 

 

I: Did you perceive her as authentic? 

She is really authentic I think. She is very natural and original and you can see that. At some 

point I was bored with her though, I thought she was not that much authentic, maybe it was a 

phase I don’t know. Her outfits were really unoriginal, something she would not actually use but 

just taking pictures of those. Also she posted useless pictures at things like her desk for 

example. 

 

I: Do you follow any fashion/luxury accounts? 

I used to follow much more bloggers, not many fashion brands, maybe a couple, I think their 

contents are always boring, not really showing nothing new, only products and products. 

Bloggers are very different but they may be not all about luxury. 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

  

I: What is the first spontaneous thought you have about Chiara Ferragni? 

She is some social media influencer...really into her phone! 

 

I: To what extent do you perceive Chaira authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  
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It is hard to relate to her because of the way she lives. As a person she looks authentic but the 

way she shows her life is not and it is hard to relate to her. I think she really acts while she is 

filming the stories, she plans a lot. I guess she is a bit different when the camera is off. So I 

guess those shootings are spontaneous, in a way, in nature, but the way you actually are in front 

of the camera may not be. 

Definitely her approach is more authentic than other bloggers I’ve seen. She shared also the 

grandmother and this increases the wholeness of her story, probably also better for the business 

because it really gives followers the chance to connect with her.  

 

I: Do you think she cares about people around her? Do you think she has a good set of values? 

She cares I think about her family and friends. A lot of the videos it’s her showing all the people 

around her. So I think she is attached to them. But I mean.. Good set of values? I think yes, a 

normal one, loving family and friends, that’s it. 

 

I: What about her personality? How would you describe her? 

I think she seems to be nice, but it is so hard to say based on how you appear on social media, 

she appears funny but maybe I am such a critical person, even though she seems to be nice I 

then suspect she is not in real life.  

 

I: What kind of woman do you think she is ? 

First if all she is beautiful. She is high-class with this vintage Hermes bag, so elegant always 

with the pearl collar and Cartier bracelets. When I watched her video I really thought  she is so 

busy and then also that she is a bit crazy, crazy videos, going everywhere, having fun in a kind 

of messy way also. 

 

I: What do you think is Chiara’s life philosophy/ approach to life? 

I think she is really into this job, always keeping up with new collaborations. Her motto must be 

something like “always social”, I think it’s both her job and her passion, being always online, 

showing everything and everyone. 

 

I: Considering the Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Yeah, I think her income comes from the collaborations, so it is a job, in a way, showing all her 

looks and behaving like she does in the stories. I believe that so many people follow her because 

they see the kinds of brands she collaborates with. I mean it’s Louis Vuitton we are talking 

about, it’s difficult to think Louis Vuitton can choose the wrong testimonial. She must be 

reliable, not only for who follows her but also for fashion brands, they trust her.  
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I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

I think it is personal and up to parents to decide that. Also I think it is a marketing tool. Also I 

think she does it for followers, the existing ones but also the potential ones, I think she attracted 

a new segment for her. Also brands probably want to take advantage of that and collaborate 

with her. I don’t think she does it because of pressure but that she does this to get a lot of 

response from followers and for her is essential to show brands she has traffic on her page. In 

the end she also has to use the baby, it could be. Maybe they had to have a baby so to have more 

contents, who knows. Also, the biggest segment who follows blogs are young mums, quite 

recent mums so Chiara  really taps in to that market and she connect to that segment much better 

and deeper.  

 

 I: What do you think about Chiara Ferragni Collection?  

I would never buy these clothes. The style is not my style and I assume it is ridiculously priced. 

I don’t think the quality is good, I think she is really taking advantage of her brand.  

  

I: Does the collection reflect her personality? How she actually is? 

Yes, yes, from what I’ve seen these pictures really reflect what’s on Instagram. So yeah, it really 

corresponds.  

This is the end of the interview, thank you again for participating. 

 

Interview 4, participant from Germany, 24 years old, date: 5/04 

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers. 

 Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 
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Yes I do, I use it. I follow most of my friends, all of them have IG. Public people Di Caprio, 

Blake Lively, Serena Williams. Also National Geo, environmental organization with causes I’m 

interested in. I follow also the bag brand coccinelle. I just want to keep updated about friends 

also to be inspired about where to go next for vacation. For the environmental accounts I want 

to be updated about the projects they are taking care of. 

 

I: Do you follow any fashion/luxury accounts? 

 No, I don’t, just Coccinelle brand, which I cannot afford but I like the bags so I follow them on 

Instagram.  

 

 Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you had about Chiara Ferragni? 

Do not put your kid on Instagram!  

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

I like that she is sharing contents especially about friends and stuff. But no way kids. When it 

comes to your kids you should not put them on Instagram, it is not fair to the kid.I think it is 

cute she posts the fashion clothes her kid gets but not the kid himself.. Instagram is a tool, for 

branding, and she was clever enough to exploit it.  

 

I: Does she look like someone who cares about other people? Do you think she has a good set of 

values? 
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I thinks she cares maybe about family and friends... then she would not put them on Instagram. 

If I wouldn’t care about someone why would I put them on Instagram? I would only show 

myself! But then with these kind of people you never actually know 

 

I: Do you think she is showing off? 

No. She has to show off in order to brand herself. Otherwise she would not be attractive for Dior 

and Louis Vuitton, if she doesn’t show she’s wearing their brands, running around in real life 

dressed like that, they would not be interested in her. She has to do that and everybody who 

thinks she is showing off is just jealous, because they would like to have the same. 

 

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

I think she is very good at her job and talented.  She is really good at promoting and sharing this 

life in an interesting way. Also she features the preparation before shootings or before fashion 

week events. It shows “you don’t wake up like this”. Of course always with makeup on, but I 

understand that, I also would never put on Instagram a picture of myself without makeup on. 

But still she posts few stories of behind scenes, how a campaign is made, I like that. She has a 

kind of gift I think for this social sharing thing, you can see she also likes doing it, it’s natural to 

her and she turned it into a business...a kind of entrepreneur move. 

 

I: What about her personality? How would you describe her? What do you think is Chiara's life 

philosophy/ approach to life? 

Very social, always other people in lots of stories, she is probably an ordinary girl who one day 

had a good idea and then fast-forward she’s living this life and then she wakes up and  she 

found herself in this magical world and she couldn’t believe in it herself. Like when she opened 

the store in Milan, she probably hoped that one day this would have happened but she couldn’t 

potentially see it coming. It is probably this story that renders her so unique, I mean she so 

young and already so successful, who else did the same?? 

 

I: What kind of woman do you think she is ? 

I think she is that kind of woman that has “presence”. It’s hard to explain, when she enters a 

room everyone turns their head to her, she is glowing. Of course she’s als very fashionable and 

that goes noticed. 

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 
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Showing the baby bump is natural, she wants to because she is proud excited, you can see that, 

normal to share that.  Also I think she has a lot of followers and  they want to know all about her 

journey, so she keeps them updated. Also promotes herself. Of course she also markets in some 

way, for example she gets kids’ clothes and then can feature also those... it is a tool to promote 

it but more out of her own idea.  

 

I: What do you think about Chiara Ferragni Collection?  

If I’m being honest with this collection, she attracts a certain segment of women. It is not like 

everyone can wear these items. Only a certain amount can. The cuts of the clothes, you have to 

be in really good shape. The accessories are okay I mean, but the clothes...also the swimsuits, 

they are very showing so… I like the shoes, I love the slippers, I think it is cool, I would buy 

them but you can see it is very fashionable, it is not something you would wear to the office. It 

is something you would wear more in your leisure time, not in Denmark but when you go on 

holiday. It is a certain segment that is interested, someone who is fashionable and on top of 

trends. 

 

I: Does the collection reflect her personality? How she actually is? 

I think the clothes are similar to her, it fits very well what she has been wearing in the stories. 

For example the flat shoes, she is wearing those a lot in her leisure time, when she is not 

participating to haute couture events of course. Also the shorts, I could see her wearing those 

herself. 

 

This is the end of the interview, thank you again for participating. 

 

Interview 5, participant from Denmark, 31 years old, date: 6/04  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers. 
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Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

Yes, I follow musicians and music groups; feminist pages, cartoons writers. I follow also 

Instagram accounts of youtubers (lifestyle and makeup tutorial, travels, leisure time, 

entertainment). Then also food accounts about vegan and organic, travel photographers. 

 

I: Do you follow any fashion/luxury accounts? 

Luxury no. Fashion more about environmentally conscious fashion. Also youtubers also doing a 

bit of fashion, but not that much focus on fashion 

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you had about Chiara Ferragni? 

She does have lots of money. She really built something, she spends money and she has the 

right to do so. She is very high-class and elegant. She has this very active life. 

 

I: Do you perceive her as spontaneous, is she acting when she is filming contents? 

Halfway. She is not totally planned, but I do perceive her as a constructed person. She seems to 

be someone who does believe in what she is doing. But not spontaneous, always with makeup 

on, hairstyle on point and well dressed. So I guess it’s okay, she is not exaggerated and kind of 

believable and it is her job.  

 

I: Does she look like someone who cares about other people? 

Nope, she really looks into herself, I mean from what I’ve been seeing in these stories she really 

is focusing on herself. Everything is about her. 
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I: Do you find her life charming, would you aspire to have her lifestyle? 

Not her exact lifestyle. It is charming the fact that on the business level she managed to build all 

of this. I find that quite interesting more than charming, interesting and also inspiring. Of course 

having money is always nice but I would spend money in other ways, let’s say this. 

 

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

Absolutely, she really does know what she is doing. I think she is smart, she is exploiting it, in a 

competent way also. I estimate her professionally speaking. Also I find really amazing that she 

is keeps everything so recorded, she is always looking so joyful and alive...I would never be 

able to keep that up all the time.  

 

I: What about her personality? How would you describe her? 

Superficial and glamorous, she is very fashionable, a bit of a “material girl”, always partying. 

That’s what you can perceive from the stories eh, maybe she reads German philosophers before 

going to sleep, who knows...anyway she also looks vivacious, like I was saying before she is for 

sure an happy person. 

 

I: Do you think she has a good set of values? Family? Boyfriend?  

Yes yes, she parties but she still has good values, good values, a good person. Also all the 

stories show a lot boyfriend and family. She still seems a sane person, with good values, not like 

some completely gone celebrity, she is not drug addicted I think. 

 

I: What kind of woman do you think she is ? 

She is this high-class woman, fashionable of course and very rich but still living her young 

years. Also I would have never guessed she was 30 already.  

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

Until it was just the bump okay, but then she is showing the baby all the time, like the “first 

selfie” that is too much, they put the phone so it seemed the kid was taking the picture. I would 

not do that, he is another person cannot express his own will. I get that she does make the 

money out of it because the little boy is cute and that works with the followers. 

I think she both needs to do that and wants it. She is proud then it is natural, most parents and 

influencers share the baby pics because they want to show the cuteness to everyone but in her 

case also on the business level it is convenient to share those. 
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I: What do you think about Chiara Ferragni Collection?  

Not at all, not my style, not my taste. All this glittery things. I mean, very expensive also so no, 

I would never buy these. I do recall seeing these shoes before though.  

 

I: Does the collection reflect her personality? How she actually is? 

Until a certain point... I mean she wears Dior and then she sells these t-shirts with the eye or the 

t-shirt with the palms and glitters? Not that much. 

 

This is the end of the interview, thank you again for participating. 

 

Interview 6, participant from Greece, 23 years old, date: 10/04 

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers. 

  

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

 Yes I do know Instagram and of course I have it. I mainly follow friends and bloggers.  These 

bloggers are about different topics like food, travel, fitness and design. 

 

I: Do you follow any fashion/luxury accounts? 

 No, I do not follow any fashion account. I follow just one brand, only because it is the brand of 

this blogger I follow, it’s a danish one about interior design. 

 

 Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 
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Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

 

I: What is the first spontaneous thought you had about Chiara Ferragni? 

I think she is a bit like a superficial girl and she posts too much pictures about the tiny baby: she 

is really obsessed with social media. 

 

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording?  

Compare to other bloggers she may be more natural but still she seems to be acting, she is 

constantly with the phone on, you cannot be yourself 100% in a life like hers. At the same time 

she also shows a bit real moments, like when she is singing badly or stuff like that.  

 

I: Does she look like someone who cares about other people? 

I think she cares about the people that she knows but not that on a broader, world scale I mean. 

She sure loves family and boyfriend. 

 

I: Do you find her life charming, would you aspire to have her lifestyle? 

I would want her house but the rest of it, it looks cool but it must be tough, so many brands and 

her own brand going on. I think she has this business busy life, super full of events, travelling 

around, super stressing. So, no I would not like to have this kind of life. 

 

I: What about her personality? How would you describe her? 

I’d say she cares a lot about her looks but also she is smart, she knows who to collaborate with, 

must be really smart. I mean, I don’t know if she built this whole brand by herself but it looks 

like so she must be smart. She even created the collection. 

 

I: What kind of woman do you think she is ? 

I think she is this social media obsessed woman. But also that is relatable because everything 

doesn’t have to be perfect and she is displaying that everything does not have to be perfected. 
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Also she is very creative woman as she created the brand (right?) and also the stories, the 

contents, oh and also she is creative in as she knows which brands to collaborate with. She is a 

glamorous woman but also a business, entrepreneur one.  

 

I: Do you think she has a good set of values? Family? Boyfriend? Many fashion bloggers just 

share pictures of outfits not private lives? 

 

Yes. It seems also that when she is going out, it doesn't seem super glamorous. When she is in 

the car with friends, or when they are dancing and singing, that is quite a normal background 

and I think she has still a normal life and values, it is not all about high fashion and very 

exclusive events. 

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

I think she wants to do it. She needs to show of course she eventually had the baby, not these 

many pictures, that baby looks grumpy ahaha. Well, I don’t think she needs to post all these 

baby related pictures. Only one picture I think was needed because of the followers interest. She 

has 20? 12? million followers to keep them attached she had to show she delivered the baby but 

I mean, just one picture, not more. 

  

I: What do you think about Chiara Ferragni Collection?  

Oh, these shoes, I’ve seen them before. Maybe this classmate showed me! Well I do not really 

like all these clothes. But definitely the sneakers, I would buy them! It’s 200 USD, a fair price 

for those. All the other stuff no way. I think these shoes are popular because they show the 

brand a lot: you see them and you immediately can tell it is this blinking eye Chiara Ferragni 

brand. 

 

I: Does the collection reflect her personality? How she actually is? 

I think it does. Because there are these clothes with fur, all sparkling and these reflect the way 

she is on the red carpet, at fancy events. Then you have the sneakers, the sweatshirt and they 

reflect her being a normal, more relatable girl. 

 

This is the end of the interview, thank you for participating. 

 

Interview 7, participant from Portugal, 24 years old, date: 10/04 

 

Hello, thanks for coming and participating to our interview. 
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This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in.We are not judging you there’s no right or 

wrong answers. 

  

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

Yes of course! I follow first of all my friends, almost everyone has an Instagram account. Then I 

also follow actors and singers, then nature, art, food and some cartoon accounts. 

  

I: Do you follow any fashion/luxury accounts? 

Yes I do, I don’t remember exactly all of them but for sure Tods and Uniqlo. 

 

I: Why do you remember these ones? 

Uniqlo because on Instagram they tell you when they have discounted items. Tods because their 

campaigns and ads are always so cool and well made, it is just great to watch.  

 

Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

  

I: What is the first spontaneous thought you have about Chiara Ferragni? 
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That is successful, that is sure. Also that is this fashion expert, kind of super, knows-it-all about 

fashion.  

  

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording? 

Well, there is the limit her kind of job requires. She has to always look perfect but at the same 

time she is always “on camera”, filming every moment of her life...this is why I think she will 

never be spontaneous with that camera pointed on day and night, she must be a bit lying, a bit 

deceitful. 

  

 I: What do you think is Chiara’s life philosophy/ approach to life? 

From what she gives us to see I think she has this very positive way of living. She seems always 

to be smiling, enthusiastic about things. Also, she is always active, doing lots of different things, 

always traveling and exploring new places, very curious approach.  

  

I: What kind of woman do you think she is ? 

Well, she is for sure someone who knows what she wants. She seems like she is controlling 

everyone around her in the stories, also the boyfriend...she is the man in the relationship telling 

him what to do most of the times. 

  

I: Do you think she cares about people around her?  Do you think she has a good set of values? 

Maybe she cares about the people you see in the videos but I wouldn’t know, I  think she is 

quite centered on herself, so she maybe is a fine person, she looks like someone who is not 

mean but I wouldn’t say a super generous person.  

  

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 

She sure is. No doubt. She is an achiever, to have reached this point she must be really really 

ambitious. I got that she is the sponsor of a lot of brands and she even created her own. You 

need to be super determined to get there. 

 

 I: What about her personality? How would you describe her? 

 I guess she’s a nice person, happy and nice but also as I said, ambitious, she does not let others 

stop her. So she is nice but I think also able to be really mean.  

   

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 



 161 

 I think she wants to. She knows it is another way to get brands to call her and send her baby 

clothes to promote. She posts way too much, she could have just posted one picture when he 

was born. I don’t think it’s fair for the baby at all also.  

  

I: What do you think about Chiara Ferragni Collection? 

 I quite like it. I would wear some of the t-shirts actually...I bet they are expensive though so 

that is sad ahaha 

  

I: Does the collection reflect her personality? How she actually is? 

I think it does, the clothes are all very young, fresh, made for an active life that is what she has. 

 

Interview 8, participant from North America, 25 years old, date: 10/04  

 

Hello, thanks for coming and participating to our interview. 

This interview will revolve around our research. We are investigating how an individual who 

does personal branding is perceived on a cross-cultural dimension. In order to study this, we 

have chosen Chiara Ferragni, a popular Italian fashion blogger who builds her success by 

branding herself. We will both ask you questions and also make you watch to some videos and 

photos. 

We will ask you to simply express your opinion and impressions. Tell us what you think freely, 

what you perceive, that’s what we are interested in. We are not judging you there’s no right or 

wrong answers. 

  

Interviewer: Do you know Instagram and if yes, do you use it? who do you follow? Which 

accounts? What are you looking for when using it? 

Yes I have Instagram, I follow some friends, also some restaurants and cafes. Then also some 

design brands, the only real official accounts I follow I think. 

  

I: Do you follow any fashion/luxury accounts? 

I follow these two fashion bloggers now that I think about it. Cool accounts, they show really 

cheap outfits and how to best get them together.  

   

I: Are you interested just in their fashion style but also their private life? 

Mainly their outfits, they don’t post much about themselves actually, just the clothes. I don’t 

mind, I just follow them to get some inspiration about new trends, that’s all. 
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Can I now ask you to use your iPhone, go on Instagram and search for Chiara Ferragni? Please 

click on “memories Best of 2017” that you find on the top. 

After 13 minutes 

Can you now please watch the memory called “Business”? 

After 4 minutes 

Can you now please watch the memory called “Leo”? 

After 10 minutes 

Can you now please switch account and go to the one called “Chiara Ferragni Collection”? 

After 5 minutes 

  

Thank you. Now we will go a bit deeper because we want to figure out what you actually think 

about Chiara after this overview at her Instagram contents. 

  

I: What is the first spontaneous thought you have about Chiara Ferragni? 

A very chic person, happy, so alive and very into Instagram stories! She seems always really 

happy doing everything she does. Her life must be cool and I get it but also stressing...instead 

she just looks so positive all the time. 

  

I: To what extent do you perceive Chiara authentic and spontaneous in how she behaves in these 

recordings, in how she speaks to her audience when she’s recording? 

I think she is not very natural...she is always perfect and charming in every story, how is that 

possible? She must plan a lot before she even starts a story. She looks always on point, it is 

actually impressive if you think about how many videos and pictures she has out there. 

  

I: What do you think is Chiara’s life philosophy/ approach to life? 

She seems very happy, a positive person...always so full of life, sometimes even a bit crazy 

when partying. At the same time I don’t know if you can tell 100% if that is reality..but I mean 

that’s the impression I got. 

  

I: What kind of woman do you think she is ? 

I think she is one of those really charming women. They are these perfect women, so girly... 

feminine and skinny and tall ...they are born to be at the center of the attention...well of course 

she knows how to be, just look at all those stories! 

  

I: Considering the  Instagram stories you have just seen, do you think she is good in what she is 

doing? 
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She is a successful woman, she does work a lot, she surely did work a lot in the past if now she 

can afford this lifestyle… In the story there was the magazine about her being CEO, she must 

indeed be bright and a leader to have reached that. 

  

I: What about her personality? How would you describe her? 

An happy person, successful and charming. That’s how I would describe her. 

  

I: Do you think she has a good set of values? 

Well she seems to be surrounded by people...I don’t know though, how can you tell after 

watching the stories if she has good values? Really hard to say for me…  

 

I: The baby: would you say she has this behaviour of showing so much because she needs to do 

that or because she wants to? 

I think she needs to in order keep her followers on. She cannot stop doing this. She needs to be 

on the phone all the time. The baby couldn’t stop her so she just went on filming everything, 

now her life is the baby so you have the baby everywhere. I really don’t agree on this thing, if I 

have to be honest...doesn’t really make sense to me and I would never ever do it... 

  

I: What do you think about Chiara Ferragni Collection? 

It is not really something I would wear, not my style. I hate glitters, I really hate them. The 

clothes also seem nothing special, not really smart but not really casual I really wouldn’t know 

how to wear them. 

  

I: Does the collection reflect her personality? How she actually is? 

Well yes, I think so, for the shoes. She has this chic life, these shoes are so chic as well, all 

glittery, yes yes, she is kind of like her collection. I don’t know what to say about the other 

clothes… not really how she dresses I think, they are a little more for young people maybe, but 

not reflect her that much.  
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