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Abstract  
Social media influencers are increasingly being approached by brands to promote products and 

services. This practice is commonly referred to as “influencer marketing”, where influencers can 

benefit from their influence by obtaining personal rewards by entering partnerships with brands. 

Influencers’ followers, however, often value them for their non-commercial orientation and intrinsic 

motivation when communicating. Influencer-brand partnerships may, therefore, lead to tensions that 

can jeopardize the influencer’s management of authenticity.  

 

This paper aims to explore the human experience of authenticity by employing the method of 

netnography, which allows for an unobtrusive exploration of online communities by discreetly 

utilizing anthropological techniques in an online setting. Thereby, it aims to explore authenticity 

strategies in the context of brand partnerships. This is done through the scope of the online community 

“Fries Before Guys”, which is a Danish podcast that has been referred to as “authentic” – also after 

becoming sponsored by Danish clothing brand Organic Basics in 2018.  

 

Three authenticity management strategies emerged from the analysis: The first strategy involved 

downplaying the basic needs of Maslow’s hierarchical model of needs, while emphasizing the higher 

levels, to be perceived as authentic. The second strategy aimed to craft authenticity for the influencer, 

and thus, by considering affect as an input to state authenticity, this strategy involved (a) choosing a 

brand partner whom the influencer share certain goals and values with, and (b) engaging within a 

community that give rise to feelings of authenticity for the influencer, e.g. by fulfilling their 

psychological needs and making them likely to perceive themselves as their “ideal self”, and their 

behaviour as “well-adjusted”. This strategy also linked to brand authenticity, as the influencer was 

likely to be perceived as intrinsically motivated when communicating passionately, e.g., by 

expressing a lot of high arousal positive emotion, and thus, to also be perceived as authentic. Lastly, 

by considering positive affect as an output of authenticity, the third authenticity strategy revealed that 

an influencer did not need to live up to all personality traits of the Trait Authenticity perspective in 

order to be perceived as authentic. Instead, this study shows that possessing e.g. a high level of (a) 

self-awareness and (b) relational orientation is sufficient enough to make the influencers of this case 

perceived as authentic. These results offer guidance for both influencers and marketers on how to 

build relationships while also protecting the influencers’ authenticity. 
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1. Introduction 
 

1.1. Background  

Podcasting is increasingly being viewed as a new media technology that can be used to promote 

brands. Given the internet’s scalability and speed of diffusion, podcasters can rapidly attract a mass 

audience and attain a sort of “fame” (Tan, 2017). Thereby, they can grow power to influence their 

network (Etter, Colleoni, Illia, Meggiorin, & D’Eugenio, 2018). As podcasters gain increasing 

numbers of engaged listeners, they may develop into (social media) influencers and take advantage 

of their influence to obtain personal rewards by entering a partnership with a brand (Etter et al., 2018). 

An influencer represents an “independent third party endorser who shapes audience attitudes 

through blogs, tweets, and other social media” (Freberg, Graham, McGaughey, & Freberg, 2011). 

Their messages are perceived as one of the few “real, authentic communication forms” (Scott, 2015, 

p. 295), and thus, they are increasingly being considered important opinion leaders, and as sources of 

advice for consumers (Casaló, Cisneros, Flavián, & Guinalíu, 2009; Thakur, Angriawan, & Summey, 

2016). One way brands can leverage the power of podcasters’ content is to engage in influencer 

marketing (Freberg et al., 2011). This involves influencers incorporating brand messages within their 

posts in return for rewards (Hearn & Schoenhoff, 2016; Lu, Chang, & Chang, 2014), which can 

include direct monetary benefits and indirect-monetary benefits (e.g., discounts, free samples or 

providing “special access” to VIP services). Consumers increasingly desire authenticity from their 

brands (Chronis & Hampton, 2008), and thus, marketing research has also recognized the growing 

importance of being perceived as authentic. Using influencers as “brand-endorsers” has, therefore, 

become a growing trend in promotional strategies (Freberg et al., 2011).  

 

However, influencer-brand partnerships do not come without risks for both parties. On the brand side, 

it is often challenging to identify, recruit, activate, and retain high-value influencers, as brands want 

influencers who have an authentic personal brand and are trustworthy (Petrescu, O’Leary, Goldring, 

& Ben Mrad, 2018). Consumers increasingly expect influencers to express unbiased, original, and 

trustable opinions (Mudambi & Schuff, 2010), and to value influencers’ “intrinsic desires to create 

content about their personal passions might be side-tracked by commercial opportunities to promote 

brands or products they would not ordinarily be interested in (Audrezet, de Kerviler, & Guidry 

Moulard, 2018, p. 2). Influencers thereby risk jeopardizing their authenticity by becoming channels 

for marketing and representatives of organizational interests (Smith, 2010). This potential clash of 

interests is a challenge for many podcast-brand collaborations. 
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Furthermore, consumer advocates and public policy markers argue that “hiding” advertising in 

entertainment can be considered a deceptive communication practice (Cain, 2011),  as the underlying 

promotional intent may be unclear to consumers (Boerman, Willemsen, & Van Der Aa, 2017). 

Ambiguity often exists concerning the extent to which the content is under an influencer’s control, or 

becomes, at least partially, suggested by brands (Liljander, Gummerus, & Söderlund, 2015). To avoid 

confusion more stringent regulations have appeared. Today guidelines specify that sponsored content 

for which the influencer has any relationship with a company is considered promotion, which should 

be disclosed. More specifically, this type of content should display the hashtag #AD in a prominent 

position (Audrezet et al., 2018). Podcasters are thus experiencing a growing pressure from listeners, 

brands, and, regulators to disclose information about product placement, such as sponsored 

collaborations, which creates challenges regarding how they manage commercial and non-

commercial influences and still maintain their authenticity.  

 

At the same time, brand authenticity has been placed at the centre of contemporary marketing. Rather 

than branding individual products, organizations must today promote corporate branding – A single 

umbrella image “to casts one glow over an array of products” (Hatch & Schultz, 2001, p. 2). Superior 

products are therefore no longer sufficient enough to secure a sustainable competitive advantage. 

Instead, marketers must learn to navigate within the field of tensions of brand authenticity to reap the 

benefits as one unified corporate body.  

 

1.1.1. Research Question 

In this thesis, I will study the Danish podcast Fries Before Guys, which was recently characterized as 

“authentic, honest, and emotionally courageous” (Stensgaard & Nymand, 2018, p. 90) by its 

listeners. In 2018, the hosts decided to join a commercial collaboration with the Danish underwear 

brand Organic Basics, which has just been extended in 2019. Thus, it serves as a suitable case for 

studying authenticity strategies, and for identifying the tensions that might occur in such a 

partnership. As such, this thesis sets out to answer the following:  

 

“What strategies do Fries Before Guys use to maintain their brand authenticity, mainly in their online 

communication via Facebook and Instagram?” 
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My choice of examining this particular case emerges in the context of my own community-based 

participation, as I started listening to the podcast in 2017. Since then, I have listened to all episodes. 

I also follow both of the hosts’ social media accounts, whom I find inspirational, e.g., in terms of 

expressing their intimate feelings and talking about topics, which are typically not discussed in public. 

My motivation has therefore been directly tied up to the podcast and the hosts.  

 

1.2. Case Description 

Fries Before Guys is a Danish podcast that was created in January 2016 by two Danish women in 

their mid-twenties, Josephine Frederikke Kuhn and Nanna Elizabeth Hougaard. The podcast revolves 

around them and their friendship. They release new episodes weekly, where they have an hour-long 

conversation about various topics that they find important, such as mental health, love, sex, work, 

and education. The podcast is today a regular part of the “Top 10 Most Popular Podcasts” in Denmark 

on Spotify and iTunes. They hosts have released 120 episodes (March 2019), and in 2017, the podcast 

had over one million downloads (Stensgaard & Nymand, 2018).  

In 2016 the hosts became sponsored by the Danish clothing company Organic Basics. On their 

website, they state “The fashion industry is a dirty bastard. Organic Basics was created in 2015 by 

four Danish guys who wanted to change that” (Organic Basics, 2019). They describe themselves as 

a sustainable brand and emphasizes that they create products consciously, e.g., by “designing the 

products to last”, ensuring “better fabrics”, “better factories” and “less wash” (Organic Basics, 

2019). 

 

1.3. Structural Overview 

The structure of the present is as follows: First, to provide a better understanding of the research 

question of this thesis, I will give an overview of the previous research done within the subject, and 

thus, start by introducing the literature review, which aims to provide a background for this study, as 

well as highlight the relevance of this study. In this section, I will also introduce you to the concept 

of authenticity, by considering it from (a) a philosophical perspective, (b) a psychological perspective, 

and lastly, (c) a brand perspective. Next, I will introduce the method of netnography and explain 

about the six overlapping steps that I have utilized for this study, which consists of Research 

Planning, Entrée, Data Collection, Interpretation, Ensuring Ethical Standards and lastly, Research 

Representation.  
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Then, I will use four theoretical lenses, which consists of (a) Maslow’s Hierarchy of Needs, (b) State 

Authenticity, (c) Trait Authenticity, (d) Brand Authenticity, to analyse my data. Lastly, I will 

summarize and discuss my findings, as well as its limitations, and future research possibilities.  

 

2. Literature Review 
The research question of this study reads: “What strategies do Fries Before Guys use to maintain 

their brand authenticity, mainly in their online communication via Facebook and Instagram?”  

To provide an answer to this, I will start by looking into the field of online marketing, and then, 

explain how the role of authenticity has changed in the recent developments. Following this, I will 

tell about the concept of authenticity by viewing it from a range of different theoretical perspectives.  

 

2.1. Online Branding 

2.1.1. From Marketing of Products to Corporate Branding  

The concept of marketing calls for organizations, public as well as private, to focus their activity on 

the satisfaction of their customers and other relevant publics. Thus, one might argue, that the nature 

of marketing is not particularly “authentic”, as brands compete to showcase their products and 

services in the most attractive and appealing light possible while downgrading competitors and 

negative associations. 

 

Businesses are increasingly referring to themselves as e.g., “customer-driven” (Christensen, Morsing, 

& Cheney, 2008), and their communication activities as “corporate communication” (Cornelissen, 

2014), which builds on the assumption that management can bring the different disciplines, including 

marketing, together to act and speak in unison (Christensen et al., 2008). Thereby, it has become an 

aim to eliminate ambiguity (Hatch & Schultz, 2001), e.g., by striving for omnichannel customer 

experiences. Thus, one might argue, that it has become increasingly difficult to allow room for 

authenticity, e.g., in terms of expressing one’s “true feelings”, as individuals are increasingly being 

expected to act in ways that are aligned with the organization as a whole. Hatch & Schultz (2001) 

similarly argues that a seismic shift in marketing strategy has taken place, as companies are 

increasingly seeing the benefit of a corporate branding strategy, rather than using the traditional 

marketing notion that each product needs a unique identity (Hatch & Schultz, 2001). They propose a 

corporate branding tool kit, which consists of three elements that need to be aligned:  1) The corporate 

vision, 2) The corporate culture and 3) The corporate identity, which they argue can help managers 
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expose potential “gaps” between these dimensions, which they argue reflect fundamental 

organizational problems that need to be eliminated to maintain a strong corporate brand.  

The search for consistency is therefore generally considered a virtue, but the alignment of such 

elements as just mentioned can also offer challenges for a brand’s authenticity. As Christensen et al. 

(2008) explain, consistency is often challenging to honour for organisations operating in complex and 

changing environments, which of course are dynamic and inconsistent when facing many different 

stakeholders with conflicting goals and demands. This development could, therefore, be argued to 

have made authenticity increasingly challenging to exist within this context, as it requires 

streamlining a firm’s processes across its value chain, despite different stakeholders and dynamic 

environments.  

 

Authenticity is simultaneously becoming an increasingly used buzzword. Fombrun & van Riel (2013) 

argue that organizations should express themselves as authentic and transparent as part of their 

corporate appeal to multiple audiences. They support, that if a corporate brand is to be trusted, it must 

build on “authentic culture of ‘deeply rooted’ and ‘shared’ values” (de Chernatony, 2002, p. 12). An 

inauthentic organizational culture, on the other hand, is argued to jeopardize the corporate brand 

(Hatch & Schultz, 2001), and thus, corporate branding calls for organizations to uncover and present 

“it’s true corporate soul” (Christensen et al., 2008, p. 76).  

Christensen et al. (2008) agrees that the notion of true, deep, authentic values tend to become a 

managerial means of unifying and integrating the organization, and also point to some of the 

challenging aspects of this development “Although the corporate brand is presumed to reflect shared 

values, they still need to be ‘sold’ or explained to the organizational members. This contradiction is 

sharpened when the top management has not even asked the employees what they think or care 

about” (Christensen et al., 2008, p. 76), which can cause employees, for example, to ignore or talk 

cynically about such proclaimed values (Fairhurst, Jordan, & Neuwirth, 1997; Jordan, 2003).  

 

The field of marketing, which used to revolve around product qualities, is therefore increasingly about 

building and protecting a strong corporate brand that reflects a corporate identity with “a true 

authentic core”. This highlights how “the quest for authenticity” has been placed at the heart of 

corporate branding, and thus, it is increasingly being referred to as the cornerstone of contemporary 

marketing (Brown, Kozinets, & Sherry, 2003). At the same time, this development might also give 

rise to certain challenges for authenticity, which will be elaborated during this paper. 
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2.1.2. The New Media Landscape 

Also, the Internet has changed the ground rules of marketing, as it provides consumers instant access 

to information and feedback from other users, and thus, enabled them to seek and find evidence 

behind any proclaimed values. The emergence of this new media landscape has dramatically 

influenced consumer habits, e.g., by providing consumers with new ways of assessing, choosing, and 

buying goods and services (Albors, Ramos, & Hervas, 2008). It has also enabled marketers to direct 

overwhelming amounts of information towards consumers daily. Information overload has made it 

increasingly difficult for consumers to know which information is true (Godes & Mayzlin, 2004), and 

therefore, they have come to prefer informal social sources (Goldsmith & Clark, 2008). Consumers 

have been found to seek information (i.e., opinions or suggestions from others) to reduce transaction 

risk and uncertainty (Achrol & Kotler, 1999; Hsu, Lin, & Chiang, 2013). Cakim (2009) argues that 

this has led consumers to become more cynical towards marketing-related messages and to ignore 

communication that is out of context.  

This growing scepticism toward brand messages has made authenticity increasingly important, as 

authenticity is becoming increasingly cherished, as its existence in the commercial world gradually 

diminishes, as consumers feel increasingly disconnected from the commercial existence and lack faith 

in marketing (Penaloza, 2000). 

 

Due to the increased consumer cynicism towards adverting, companies have been looking for 

alternative ways to reach consumers, which perhaps has encouraged them to turn their attention 

towards social media (Liljander et al., 2015). The explosion of blogs, social networking sites, 

collaborative sites, Facebook and other digital platforms is often considered “a game changer” for 

corporate communication, which, they state “used to follow a command-and-control model with 

messages being issued from the top of the organizations, Web 2.0 technologies foster more interactive 

and free-flowing conversations between members of organizations, or between corporate 

communication practitioners and external stakeholders” (Cornelissen, 2014, p. 258).  

 

The massive adoption of new media also offers a range of new opportunities for business models and 

online branding, as it enables them to connect, interact, and build relationships with consumers, and 

thus, influence brand outcomes and purchasing decisions (De Vries, Gensler, & Leeflang, 2012; 

Hennig-Thurau, Wiertz, & Feldhaus, 2015; Kumar & Mirchandani, 2012; Nelson-Field, Riebe, & 

Sharp, 2012). Generally, these two-way communication channels can be said to be less about control, 

and more about engagement with users (Conelissen, 2014). Said in other words, this represents 

challenges for corporate communication practitioners, as it can be argued to blur, or not erase, the 
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boundaries between content providers and consumers, and thus, the dividing line between internal 

and external communication, which makes information gathering and dissemination increasingly 

fragmented (Cornelissen, 2014, p. 258), and the controlling of corporate messages increasingly tricky. 

This has led to an increased demand for transparency, and therefore, to respond to these social 

expectations, organizations need to present themselves as “coherent, reliable and trustworthy 

institutions with nothing to hide” (Cornelissen, 2014, p. 26).  

Brands are therefore increasingly being expected to build authentic and engaging relationships with 

its consumers. Thus, brands no longer have an option other than to represent themselves authentically, 

and transparently, which highlights the importance of this study. 

 

2.1.3. Online Trust, eWOM and Influencer Marketing 

The role of online trust has, therefore, become increasingly important for an organisation’s e-business 

strategy (Shankar, Urban, & Sultan, 2002). Cakim (2010) points to the significant role that word-of-

mouth (WOM) plays in the mix of information sources consumers rely on and trust as they make 

everyday decisions. WOM can be defined as “the communication between consumers about a 

product, service, or a company, in which the sources are considered independent of commercial 

influence” (Litvin, Goldsmith, & Pan, 2008, p. 459), which is argued to be a powerful mechanism 

for quickly disseminating positive message about brands, and to have a profound effect on 

commercial results, consumer attitudes and buying behaviour (Laroche, Habibi, Richard, & 

Sankaranarayanan, 2012). Electronic word of mouth (eWOM) is increasingly being viewed as a way 

to “induce new ways of capturing, analysing, interpreting, and managing the influence one consumer 

may have on another” in online contexts (Litvin et al., 2008, p. 458).  

 

Influencer marketing is a relatively new marketing technique, which has been found highly efficient 

to generate eWOM to new and salient segments of the market (Petrescu et al., 2018). Influencer 

marketing is sometimes also being referred to as “sponsored”, “seeding campaigns”, “organic” or 

“native advertising” by practitioners (Audrezet et al., 2018). In this study, social media influencers 

(SMIs) represent “a new type of independent third party endorser who shape audience attitudes 

through blogs, tweets, and other social media” (Freberg et al., 2011, p. 90), and thus, they exert 

influence over potential buyers. They are increasingly being used to communicate with consumers 

and create significantly higher levels of interaction in online social networks (Fu, Chen, & Chi, 2012), 

and thereby being viewed as a way to grow a brand’s reach and online visibility (Liu et al., 2015), 

promote brand messages via trusted recommendations (Chang et al., 2007), improve communication 
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and satisfaction levels with target audiences (Zhang, Moe, & Schweidel, 2017), obtain loyalty by 

building strong consumer relationships (Petrescu et al., 2018), and overall, generate an increased 

consumer interest and affect consumer purchasing decisions via eWOM (Petrescu et al., 2018). Thus, 

using influencers as “brand-endorsers” has become a valuable growing trend in promotional strategies 

(Freberg et al., 2011). But in order to benefit from such an approach, it is essential to find strategies 

for protecting their authenticity, as their messages are perceived as one of the few real, authentic 

communication forms (Scott, 2015, p. 295). Thus, it is crucial to avoid jeopardizing their authenticity 

by becoming channels for marketing and representatives of organizational interests. If influencers are 

not being perceived as authentic, they risk losing all of these mentioned benefits, which for example 

involves a high degree of trustworthiness and credibility.  

 

Despite its effectiveness, this approach is often criticized because of the underlying promotional 

intent that may be unclear to consumers (Boerman et al., 2017). Policy makers and consumer 

advocates argue that “hiding” advertising in entertainment content can be considered deceptive 

communication practice (Cain, 2011). It has also been referred to as “masked marketing” (Petty & 

Andrews, 2008), which is when a commercial sponsor is not properly revealed, and thus, the 

consumers do not recognize the information as being a commercial (Sprott, 2008). As a response, the 

US Federal Trade Commission (FTC) have laid out a set of guidelines that specify that “if there’s a 

connection between an endorser and the marketer that consumers would not expect and it would 

affect how consumers evaluate the endorsement, that connection should be disclosed” (Federal Trade 

Commission, 2009). Such connection is believed to be important information for anyone evaluating 

the endorsement. FTC specify that the disclosure should be displayed in a prominent position (within 

the first lines of the caption), and that in order for endorsers to adequately disclose their connection 

to brands, they must use the hashtags #AD and communicate clearly that “Company X gave me Y 

product…” or “Y products I am going to use in this video were sent to me by X” (Federal Trade 

Commission, n.d.).  

 

Concerning this case, it is therefore recognized that podcasters are experiencing a growing pressure 

from both listeners, brands, and regulators to disclose information about sponsored collaborations, 

which creates challenges regarding how they manage commercial and non-commercial influences 

and still maintain their authenticity.  
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2.2. Authenticity 

Authenticity is a prevalent concept in popular culture, with people either striving to attain it or 

claiming to possess it. Commonly, authenticity is being used to refer to the genuineness, reality or 

truth of something (Kennick, 1985), but a variety of conceptualizations on authenticity exist (Kernis 

& Goldman, 2006; Sheldon & Kasser, 1995). 

 

Theoretical approaches to understanding authenticity range from definitions of objective dimensions 

(M. Beverland, 2005; Grayson & Martinec, 2004), to situated subjective perspectives (Fleeson & 

Wilt, 2010; Lenton, Bruder, Slabu, & Sedikides, 2013) to postmodern views, which argue that the 

concept of authenticity should be abandoned in favour of more specific, contextualized dimensions 

(Reisinger & Steiner, 2006). Little agreement remains about its definition and the interpretation of its 

effects on behaviour.  

 

2.2.1. Philosophical Perspective  

Therefore, I will begin this this section by establishing a theoretical foundation for authenticity: First, 

I will view authenticity from a philosophical perspective, and thus, focus on the notion of authenticity 

that revolves around an individual’s sense of sincerity, which also touched upon the extensive scope 

of the concept. Next, I will consider it from a phycological perspective, which mainly relates to the 

notion of authenticity that applies to an individual’s motivation. Lastly, I will review the concept 

from a brand perspective, which refers to the “trait authenticity” perspective.  

Thus, I aim to introduce concepts that can help explain how Fries Before Guys manage to navigate 

within a commercialized context while still being perceived as authentic.  

 

Questions about “true behaviour” and “authentic living” have preoccupied philosophers and scientists 

for centuries (Reinecke & Trepte, 2014). Descriptions of authentic functioning date back to the 

Ancient Greek philosophers, such as Socrates and Aristotle (Kernis & Goldman, 2006). Essentialism 

and existentialism offer two contrasting perspectives on the questions of existence that can be 

considered some of the early notions of authenticity. Abulof (2017) argues that authenticity is elusive, 

as “it’s calling of ‘being true to oneself’ deceivingly conceals the deep chasms between its divergent 

interpretations … “What is ‘the self’ that authenticity speaks of, and what constitutes truthfulness to 

it?” (Abulof, 2017, p. 531), and then argues two interpretations to be particularly relevant: essentialist 

and existentialist authenticity.  
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2.2.1.1. Essentialist Authenticity and Existentialist Authenticity 

Essentialism is the idea that objects and phenomena contain an innate essence independent of time 

and space, which cannot be negotiated, constructed or reconstructed – “it is what it is” (Christensen 

et al., 2008, p. 76). Essentialist authenticity, therefore, calls upon individuals to find and follow their 

destiny and to align with their innate nature or inborn core. Belonging to the group is also considered 

an essential component of essentialist authenticity. Thus, one must be true to one’s “private self”, but 

also to discover, and follow a collective core (Abulof, 2017, p. 531). 

 

In contrast, the French philosopher and existentialist Jean-Paul Sartre (2007, 1945) claimed that 

“existence precedes essence”, and thus, he strongly rejected the notion that people are born with a 

certain innate nature, either individual or collective, to which we must adhere (Abulof, 2017). 
Existentialist authenticity urges people to determine their own destiny by becoming aware of their 

freedom to choose their own path, which may, but do not need to be, the same of others: Christensen 

et al. (2008) describes “What a ‘thing’ or a person is – its essence – has to be produced and 

therefore may be changed continuously. An individual’s life is never destined to be some fatal journey 

but is constantly created through the choices one makes” (Christensen et al., 2008, p. 77). In this 

view, if there is any innate core of authenticity, it is a universal one that all humans share, which is 

the freedom to choose. Thus, existentialists ask “How am I not myself?” and believes that “My 

choices – whatever they might be – constitute me” (Abulof, 2017, p. 531).  

Kirkegaard (1849/1941) wrote about the moral of “becoming that self which one truly is”, which 

arguably has become synonymous with the quest for authenticity (DeCarvalho, 1991), which reflects 

the existentialist value of acting in accordance with one’s own character (Ryan & Deci, 2004). This 

is considered honest and sincere, where in contrast, it is considered manipulative to appear to be 

something else than one’s true self (Kernis & Goldman, 2006). Thus, in many respects, false-self 

behaviours represent the lower end of the authenticity continuum (i.e., the relative absence of 

authentic action or experience). Most perspectives on authenticity, therefore, stress the extent to 

which one’s thoughts, feelings, and behaviours reflect one’s true- or core self (Kernis & Goldman, 

2006). 

 

Abulof (2017) argues that both these views on authenticity are anchored in a sense of identity, which 

relates to Gidden’s (1991) findings on how to signify protective identity patterns and the question of  

“What sort of identity can help individuals keep their sense of self?” (Abulof, 2017, p. 531). 

Essentialists sees the individual and its social identities as “predetermined wellsprings of expressions 
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that one needs to tap into” (Abulof, 2017, p. 532), and thus, in this view, there is a path to follow. 

Existentialism, on the other hand, regards identities as manifestations of creative expressions where 

individuals create their paths and “you are what you make of yourself, not what you were made of” 

(Abulof, 2017, p. 531).  

 

The literature thus implies that there is such a separate entity as “the authentic self”, which as touched 

upon (see section 3.1.1, From Marketing of Products to Corporate Branding), is consistent with a 

large body of western psychological literature, e.g., when talking about shared and authentic core 

values within corporate branding. These two perspectives offer two different ways of speaking about 

authenticity, as well as views on what constitutes the core of authenticity. They are both reflected in 

recent literature. The literature on branding continues to assume that the corporate brand must reflect 

a set of core values, which some argue, reproduces the dream of finding “the true soul of the 

organization” (Christensen et al., 2008, p. 78). Thus, in the field of corporate communications, 

essentialism is therefore often expressed as a quest for authenticity. In today’s word, where the search 

for trust, meaning, and happiness has intensified, as touched upon in the first part of this literature 

review, the urge for authenticity is being argued to be a “recurrent theme in a workplace” 

(Christensen et al., 2008, p. 76). 

 

 

2.2.2. Psychological Perspective 

 

2.2.2.1. Maslow’s Hierarchy of Needs 

Maslow suggests that authentic functioning occurs when individuals discover their true inner nature 

by sufficiently satisfying their higher orders of psychological needs. He proposes a hierarchal 

classification of needs, which consists of five levels or categories: Physiological, safety, 

belongingness, esteem, and self-actualization. He argues, that after gratifying one’s basic needs, 

which reflect the inner, biological and more instinctual core of human nature one would pursue the 

more growth-oriented needs, which presumably should result in more acceptance towards one’s 

intrinsic nature, and move one further towards the path of self-actualization. He stated that even if all 

the (before-mentioned) needs are satisfied “we may still often, if not always, expect that a new 

discontent and restlessness will soon develop unless the individual is doing what he is fitted for. A 

musician must make music, an artist must paint, a poet must write if he is to be ultimately happy. 

What a man can be, he must be. This need we may call self-actualization” (Maslow, 1943, p. 383).  
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Thus, in his view, an individual can only become authentically functioning when having developed 

one’s innermost nature to its fullest extent, by fulfilling “the desire to become everything that one is 

capable of becoming” (Maslow, 1943, p. 382). Furthermore, he seems to suggests that authenticity 

only transpires when an individual is doing “what he (or she) is fitted for” (Maslow, 1943, p. 380), 

and thus, he described the human freedom of choice as limited to, e.g. the selection of instrument (if 

being born a musician), or colour of paint (if being born a painter). 

 

Maslow’s hierarchy of needs fit many preconceptions, as he argues that there are a natural order and 

priority in need gratification, which is determined by our genetic constitution, e.g., “Of course, hungry 

people are concerned with little else besides finding food” (Neher, 1991, p. 91). Thus, he can be 

argued to support the essentialist view on authenticity, as his theory reflects the view that the human 

self is what it is. His model has however often been criticized for being far too rigid for explaining 

the dynamics and unstable characteristics of needs, and thus, for offering a one-sided view on human 

development. Neher (1991) recognizes that we do inherent needs – “But among these are needs that 

Maslow failed to acknowledge as necessary for developing as fully functioning humans. These needs 

involve the necessity for a great deal of cultural input” (Neher, 1991, p. 109), and thus, argues that 

many of the higher needs undoubtedly require the encouragement from the environment for their 

development. 

In this thesis, I will analyse how the hosts communicate about the different needs in Maslow’s model, 

e.g., when describing their motivation. This study might shed light on how the hosts manage to be 

perceived as authentic. It could be assumed that they, for example, emphasize the need for self-

actualization when communicating, which could thereby be noticed to be a part of their authenticity 

strategy. 

 

2.2.2.2. State Authenticity 

Recent findings suggest that authenticity is sensitive to context, and thus, research has begun to 

examine its situational determinants, e.g., by approaching authenticity from a state perspective 

(Fleeson & Wilt, 2010; Lenton, Bruder, et al., 2013; Lenton, Slabu, Sedikides, & Power, 2013). 

State authenticity is described as “the actual set of cognitions, emotions, or actions in a particular 

situation” (Lenton, Bruder, et al., 2013, p. 276), which involves an individual’s own judgement about 

his or her authenticity at any given moment, and can therefore be explained as the subjective sense 

of being one’s true self (Lenton, Bruder, et al., 2013). This research suggests that people who 
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subjectively experience authenticity does not need to follow from the fulfilment of any prescriptive 

criteria, such as those that will be mentioned in the following section on “Trait Authenticity”. 

Theorists from the humanistic tradition argue that emotions are central to the experience of 

authenticity, as the self is more a felt experience than a cognitive evaluation; They suggest that a 

feeling of (in)authenticity signals to the individual whether their self has been integrated and/or 

organized, by signalling whether their values have upheld or undermined. Thus, the subjective sense 

of authenticity is believed to be important, as it helps maintain and facilitate an understanding of self-

coherence (Lenton, Bruder, et al., 2013). However, few studies have examined the experiential 

features of authentic-self situations and specified the emotions which characterize the experience of 

authenticity, but research finds that independently of an individual’s personality traits, a person may 

feel most authentic when he or she manage to act “in a normative and psychologically well-adjusted 

manner” (Sherman, Nave, & Funder, 2012, p. 88). Not necessarily because they conform to social 

norms, but rather because “they conform to their ideal selves” (Lenton, Bruder, et al., 2013, p. 278). 

 

In Lenton et al.’s study (2013), they find a number of emotions that are central to the experience of 

authenticity, or “feeling real”, which is characterized by low-arousal positive emotions, such as (a) 

contentment, satisfaction, and enjoyment, (b) calmness, relaxation and relief, and (c) enthusiasm and 

excitement. They also find that state authenticity is associated with greater need satisfaction and 

higher ideal-self overlap. State inauthenticity, on the other hand, is associated with high-arousal 

negative emotions, lesser need satisfaction, and lower ideal-self overlap. Anxiety is found to be the 

signature emotion of the “least-me” experiences (Lenton, Bruder, et al., 2013, p. 286). Other negative 

low-arousal emotions, such as disappointment and sadness, was also found to characterize the 

experience of inauthenticity. “True-self” situations were therefore found to possess a more positive 

ambience than “false-self” situations (Lenton, Bruder, et al., 2013).  

 

In this study, I will analyse some of the dynamics of the online community, which Fries Before Guys 

engage in, e.g. by studying the likes and comments that are attached to each of the hosts’ social media 

posts, as this might indicate how the hosts are likely to perceive themselves (e.g. as living up to their 

ideal self), or their behaviour (e.g. as normative and psychologically well-adjusted). This also might 

indicate whether they get any of their psychological needs fulfilled when engaging in this 

environment.  
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2.2.2.2.1. Self-Determination Theory and Intrinsic Motivation 

Authenticity has furthermore been addressed as self-determination (SDT) by Deci & Ryan (2000), 

who explicitly speak about the role of satisfaction and the need for autonomy in state authenticity.  

They suggest that authenticity occurs when individuals engage in self-determined behaviour, which 

is consistent with one’s intrinsic needs, and thus, they argue that individuals are more satisfied when 

they can pursue their own goals in their way, rather than being kept to an external system of 

regulation. In this view, authenticity is therefore about active engagement with tasks that one finds 

interesting and inherently satisfying, as opposed to external regulation, such as self-regulation based 

on external pressures (e.g., punishments or rewards), which on the other hand, is associated with 

inauthentic functioning.  

 

The distinction between intrinsic and extrinsic motivation can be considered the core aspect of the 

self-determination-theory, but individuals have rarely been found to be driven by one type of 

motivation or the other, but rather, to have many different, even conflicting, goals, desires, and ideas 

about what they want and need. Still, the state authenticity perspective proposes that people are 

authentic in a situation only if there is a match between their enduring propensities (e.g., attitudes, 

values, beliefs and personality) and their cognitions or actions in a given situation. For example, if 

there is a fit between an individual’s goal strivings and their values.  

 

As I am not interviewing the hosts, I will not be studying their subjective experience or “judgement” 

of authenticity, e.g., when writing different posts. However, I will consider signs of ambiance, which 

might indicate whether the hosts, e.g. perceive their values as being upheld at a given moment, and 

thus, indicate the hosts’ subjective notion of true self. The findings of this section will indicate 

whether Fries Before Guys’ authenticity strategy is important, not only as a business strategy but also 

for them personally. In section 4.4. I will also reflect upon these results from a “Personal Brand 

Authenticity Strategies” perspective, which bridges the state and trait authenticity perspectives, as 

these findings also make them perceived as authentic.  

 

2.2.3. Trait Authenticity 

Similar to Maslow (1943), most recent literature conceive authenticity as “a disposition toward self-

congruent behaviour” (Lenton, Bruder, et al., 2013, p. 277), and it offers sets of identified criteria 

which are claimed to be indicative of authenticity.  
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Kernis & Goldman (2006), for example, describes a clear list of prescriptions regarding the 

achievement of authenticity. They argue that a person possesses: (a) awareness towards their intimate 

feelings, strengths, and weaknesses; (b) engagement in unbiased processing of their flattering and 

unflattering self-aspects; and (c) behaviour that is in line with their values, preferences, and needs; 

(d) and genuine and open relationships with others.  

Wood et al. (2008) furthermore argue that an authentic person is also someone who does not accept 

external influence, and thus, does not conform to others’ expectations.  

Participants of such studies tend to rate the extent, or report the degree, to which they generally feel, 

think or behave in line with a set of traits that supposedly are indicative of authenticity, and thus, they 

are found to expect behavioural consistency in themselves (Lenton, Bruder, et al., 2013). This will be 

returned to in the discussion of this thesis. Lenton et al. (2013) describe these traits as “a person’s 

base-rate-propensity toward (or away from) a set of cognitions, emotions, or actions, which reflects 

one’s disposition towards his or her self” (Slabu, Lenton, Sedikides, & Bruder, 2014, p. 1349), and 

furthermore argue that state authenticity ought to be considered separately from any prescriptions 

regarding what should make people feel authentic.  

 

According to this perspective, authenticity is conceptualized as a stable attribute, which suggests that 

some individuals are consistently more authentic than others (Goldman & Kernis, 2002). In this view, 

the relation between affect and authenticity is therefore typically interpreted in a way that views affect 

as an outcome of, rather than as input to, authenticity (Lenton, Bruder, et al., 2013), and thus, the 

believe that one is ‘real’ or ‘true’ is a central construct in the field of positive psychology, as it is 

thought to confer a variety of psychological benefits, such as higher subjective well-being and lower 

stress (Wood et al., 2008).  

 

As I assume that the hosts’ relational orientation will be among the post prominent traits, in this case, 

I will change the order of these traits, and analyse whether the hosts can be found to possess the 

following traits: (a) relational orientation,  (b) self-awareness, (c) unbiased processing, (d) authentic 

behaviour, (e) low acceptance of external influence. 
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2.2.3.1. Brand Authenticity Strategies  

In business research, “authenticity” has been used in different ways to imply different meanings (M. 

Beverland, 2005), and thus, is recognized to encompass multiple meanings (Spiggle, Nguyen, & 

Caravella, 2012). Consumer demand for authenticity from products and brands has existed for 

hundreds of years (Chronis & Hampton, 2008; Grayson & Martinec, 2004).  

 

As explained earlier, the field of marketing, which used to revolve around product qualities, is today 

increasingly about building and protecting a strong corporate brand that reflects a corporate identity 

with “a true authentic core”. Research on brand authenticity, therefore, mainly focuses on users’ 

perceptions, e.g. by considering how consumers perceive brand authenticity of traditional brands, 

such as Nike, Harley Davidson, and Corona, and many others (M. B. Beverland, Lindgreen, & Vink, 

2008; Chronis & Hampton, 2008; Holt, 2002; Napoli, Dickinson, Beverland, & Farrelly, 2014), and 

thus, it links to the trait authenticity perspective. Owners of such brands are often perceived as being 

driven by, e.g. integrity, commitment to quality, a sense of virtue and an intrinsic love of the product 

rather than an economic agenda (M. B. Beverland et al., 2008). Thus, in the context of branding, 

authenticity revolves around the extent to which consumers perceive brands as being, e.g. intrinsically 

motivated (Audrezet et al., 2018). Often, this, therefore, involves downplaying their marketing 

orientation and instead showcasing their “authenticity” (M. Beverland, 2005). Authentic brands are 

therefore argued to be those who appear to be “above commerce”, and appear to be in business 

because it is enjoyable and provides hedonic value (Babin, Darden, & Griffin, 1994). Inauthentic 

brands, on the other hand, are those who appear to be in business “simply to increase profits and 

prestige via increased sales and market share” (Audrezet et al., 2018, p. 3), and those who are 

perceived as “selling out” (Chronis & Hampton, 2008; Holt, 2002).   

 

2.2.3.1. The Authenticity Management Matrix 

Audrezet et al. (2018) go beyond explaining how to craft and project an authentic self-representation 

to external parties (such as followers and marketers), as the authors also look into techniques for 

influencers to preserve authenticity for themselves by proposing a matrix model. Thereby, they can 

be argued to link the trait and state authenticity perspective. They propose a matrix model, where the 

authors argue that the path to absolute authenticity management “corresponds to a situation in which 

partnering with the brand provides the influencer with an opportunity to express intrinsic passion in 

a highly transparent way” (Audrezet et al., 2018, p. 7). On the contrary, in the most extreme cases, 

influencers give prominence to external influence (e.g., peer pressure, financial reality or fame), 
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which may lead them to the “fake authenticity path”, which makes them abandon their passion and 

integrity for the sake of getting more instant rewards. This removes the influencers’ inner satisfaction, 

and thus, it might be not sustainable in the long run, as an “artificial and inauthentic self” can threaten 

the individual identity (Audrezet et al., 2018, p. 9). When the influencer can preserve their passions 

but with limited transparency, they are here argued to follow the path to “Fairytale Authenticity” 

(Audrezet et al., 2018, p. 8). This strategy reflects the belief that passion can compensate for the lack 

of transparency about the influencer’s commercial orientation, which Audrezet et al. (2018) also refer 

to as “naive authenticity”. This path can raise questions concerning the influencers’ constant 

excitement and whether it is being exaggerated. Thereby, they argue that authenticity can be managed 

through the expression of passion and transparency. They define the passionate authenticity strategy 

as “a set of means that influencers develop in order to ensure an intrinsically satisfying creation 

process – A self-gratifying activity in accordance with her or her true self” (Audrezet et al., 2018, p. 

7), and define the transparent authenticity strategy as “a set of means to provide truthful and 

exhaustive representation of brand partnerships, as well as personal opinions in order to respect the 

influencers’ personal sense of integrity” (Audrezet et al., 2018, p. 9). 

 

In this paper, I will use this model to consider which of the four authenticity strategies Fries Before 

Guys primarily use, and thereby, I aim to see the extent to which this model can help explain why 

they are perceived as authentic. Additionally, I will also touch upon certain authenticity risks as well 

as suggestions on how to improve Fries Before Guys’ authenticity strategy in the future. 
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3. Methodology 
 

3.1. An Introduction to Netnography 

According to Denzin and Lincoln (2005), a research methodology is determined by the nature of the 

research question and the subject being investigated. Thus, the research format used in an 

investigation should be seen as a tool to answer the research question. In this thesis, I have used 

netnography as a method to answer my research question “What strategies do Fries Before Guys use 

to maintain their brand authenticity, mainly in their online communication via Facebook and 

Instagram?” Netnography is an established approach to qualitative research. The choice of a 

qualitative research approach for this thesis was influenced by the nature of the research objectives 

that relate to understanding the human experience of authenticity in the online community of Fries 

Before Guys. The aim of this thesis was, therefore, to look into the social reality of those being 

studied, and thus, I choose to use qualitative research as a way to produce relevant data for my 

analysis.  

 

Kozinets (2010) asserts that netnography can be a useful, flexible, ethically sensitive and unobtrusive 

method adapted to the purpose of studying the language, motivations, consumption linkages and 

symbols of consumption-oriented online communities. Netnography shares many of the 

characteristics of ethnography and is designed to build high-level consumer insights from social 

media data continuously. In this thesis, netnography was therefore thought to provide an in-depth 

understanding of how members of the online community of Fries Before Guys experience 

authenticity within this online context.  

 

Kozinets (2010) stresses that the online environment offers us nearly unlimited access to relevant and 

detailed consumer-to-consumer communications from naturally-occurring contexts. Netnography do 

therefore not treat online communication as mere “content” but as social interactions, and embedded 

expressions of meaning, which yields a deep human understanding. Thus, he urges marketers to 

consider social media not just as a marketing tool, but as a way to continuously build high-level 

consumer insights. This methodology was, therefore, utilized to gain meaningful insights about the 

perception of authenticity in the online community of Fries Before Guys. 

 

Two critical issues in the study of human behaviour are the extent to which people are able to report 

fully and accurately on their behaviour: The limitations of asking, and the problem that people do not 
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always do what they say (Elliott & Jankel-Elliott, 2003). In terms of consumer insights, marketing is 

still mainly dominated by the old methods, such as focus groups, surveys and data models, which 

Kozinets (2010) criticizes for being elicited, obtrusive, artificial and expensive. Netnography can 

arguably be used to address these problems, as it aims to develop “thick descriptions” of the lived 

experiences of the consumers (Elliott & Jankel-Elliott, 2003). Still, when studying human behaviour 

in online communities, the same issues remains a challenge, as users, e.g. say one thing and does 

another. Netnography is however an adequate method to study customer experiences because it is so 

naturalistic, as it allows the researcher a window into naturally occurring behaviours, which are not 

affected by observation of the researcher (Kozinets, 2002). In the end of this paper, I will discuss how 

it can be combined with other methods in a more extensive study.  

 

I therefore found this methodology to be best suited for this thesis, because it is immersive, descriptive 

and focused on context. Netnography offers raw, authentic, spontaneous data, which can be used to 

develop holistic descriptions and mappings of sociocultural online spaces. Thus, it can be used to 

improve business decision-making about brand perceptions, brand positioning, segmentation and new 

product development and innovation, e.g. by informing marketing activities of social media usage 

and opportunities for marketing campaign activation (Kozinets, 2010). In this study, it was used to 

explore the ways in which netnographic techniques can be used to understand the characteristics of 

authenticity and to gain meaningful knowledge about the phenomena.  

 

3.1.1. The Method of Netnography 

There are 6 overlapping steps when conducting a netnographic study, which consist of: Research 

Planning, Entrée, Data Collection, Interpretation, Ensuring Ethical Standards and lastly, Research 

Representation. 

 

Step 1. Research Planning 

Kozinets (2010) advocates that the first two initial steps are useful as preparation for conducting a 

netnography. The first step, Research Planning, involves determining the purpose of the research.  

 

This includes finding a focused research question, which can be used to reach out, find, enter and 

investigate the different online fields where a community expresses and gathers. This question will 

be the foundation of the research, and will direct the investigation, and should, therefore, allow for 

the inclusion of various possible findings. Kozinets (2010) therefore suggests asking open-ended 
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questions that allow for further expansion. The research question of this thesis “What strategies do 

Fries Before Guys use to maintain their brand authenticity” is thereby designed to encourage a full 

and meaningful answer, which requires more than a simple one-word answer.  

 

In this study, I have been interested in understanding how Fries Before Guys maintain their 

authenticity even after becoming commercialized. A natural way of limiting the scope of this study 

has therefore been to focus on the period of their sponsorship agreement with the brand Organic 

Basics. I have therefore focused on their online communication, where I have mainly been interested 

in Fries Before Guys’ sponsored posts. The research focus has been further established at the 

beginning of this study (see Abstract and Introduction). 

 

Step 2. Entrée 

Entrée involves identifying and choosing the online communities that are the most relevant to a 

researcher’s particular research interest, as well as learning as much as possible about them.  

 

The community of interest have in this analysis been the Fries Before Guys community. In Stensgaard 

and Nymand’s (2018) paper “Designing for Imperfection”, the hosts are described as “authentic”, 

and because I have always been curious about what makes people to be perceived as authentic, I was 

inspired by their choice of case. Also because I have personally been a regular listener of the podcast 

Fries Before Guys since its beginning. I have valued to listen to their talks, especially in periods 

where I have personally felt vulnerable, and thus, I have also followed them on Instagram and 

Facebook, where I have remained observational. According to Kozinets (2010) there are six sources 

for exploring online communities, which include (1) forums, (2) chat-rooms, (3) play spaces, (4) 

virtual worlds, (5) lists and (6) rings. He describes forums, or groups, as being the oldest and richest 

online community systems. Here participants can post messages in different formats, such as text, 

images, sound and videos, onto walls. These posts can be liked, commented and shared. 

 

When focusing on Fries Before Guys’ sponsorship with Organic Basics, I observed that the social 

media channels that they used to push their commercials involved Facebook and Instagram. 

Furthermore, I noticed that these groups also constitute the social spaces that followers who are 

interested in Fries Before Guys congregates to. Thus, based on this, I found that the most interesting 

data involves their online communication via these groups.  
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Step 3. Data Collection 

One of the limitations, or challenges, of netnography is the sheer volume of available data for any 

online community. This section is therefore about where, when and how to collect data about the 

community? 

 

Because I have been a regular listener of Fries Before Guys, I have known where to find a lot of 

different information about this community. For example, I considered including their “Stories”, 

which is a storytelling format that enables users to create photo or video collections that can be viewed 

a few times before disappearing again, unless they are saved on one’s profile. One could also have 

included their closed group on Facebook, which has been thought by the hosts to act as a networking 

community. Currently, however, it does not seem to be very active. Additionally, one could also have 

included the hosts’ private profiles, which are also public, where they share a great deal of information 

about themselves, which often relates to the podcast. But in this study, I had to be selective when 

finding the information that would secure a thorough but realistic analysis. When diving into 

information about the Fries Before Guys’ community, I faced a situation of abundance, and thus, 

discovered that more information is not always better.   

 

 

Where 

In this thesis, I do therefore not refer to their entire online community, as I focus on the two singular 

groups “Fries Before Guys” on Facebook and Instagram, which I discovered through a simple group 

search query a few years ago. These channels are well organized and have allowed for the information 

to be easily copied and transferred. The chosen groups are public forums, which allows for easy 

assessment, as anyone with an Internet connection and/or a profile can join or access these groups.  

 

Fries Before Guys  
Facebook Account 

Fries Before Guys 
Instagram Account 

 
4,802 followers / 4,623 likes 

First post: 28-01-16 
 

12,2 T followers 
First post: 27-04-16 
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The analysis was not limited to text, but utilized the flexibility of netnography to explore different 

pathways of the community, and thus, it also included different formats, such as: Videos (11-03-18, 

06-05-18), Pictures (all 12 post, except 28-04-17), use of emojis in posts and comments.  

Additionally, 2 podcast episodes were transcribed and included. As a regular listener, I have listened 

to all their podcast episodes. For this thesis, I have carefully selected the episodes (28-04-17, 08-12-

17) where they talk about their motivation for producing podcasting, which I based on the assumption 

that these certain parts of their communication contributed to the perception of them as authentic.  

Furthermore, I included the documentary “Podcasts I Massevis” produced by DR (2018), which the 

Fries Before Guys host shared this in a post within the selected period (11-04-18). This video has also 

been transcribed and included. 

 

When 

The data has been collected during 17 months (28-04-17 – 03-09-18). In total, 11 Instagram posts and 

12 Facebook posts were captured, which in total contained 617 comments (Instagram: 501, Facebook: 

116), and 10.644 likes (Instagram: 8.066, Facebook: 2578), during this period. Thus, on average, each 

Facebook post had 10 comments and 215 likes, where each Instagram post had 46 comments and 733 

likes attached to it. The “shares” were dismissed, as this function was the least frequently used, and 

thus, did not contribute to its significance. 

How 

For this thesis, I have only been interested in the parts of Fries Before Guys’ communication that 

contributes to the perception of them as being authentic, and thus, only the significant posts have 

been included in the collection process. As mentioned in “Step 1: Research Planning”, I was 

particularly interested in the commercialized posts, and thus, I selected all posts that were published 

within the announced period of the Organic Basics sponsorship, and particularly focused on the posts 

that explicitly stated “commercial”, “competition” or “ad”. Furthermore, I selected the pieces of 

information that I assumed were relevant for my research question. For example, this included the 

hosts’ statements about (a) other professional social media influencers who earn a profit, (b) their 

motivations and needs, (c) particularly in relation to obtaining a profit from the podcast.  

 

To consider this content, a netnography in the form of non-participant observation was used, as I did 

not participate directly, e.g. by commenting to any of the selected posts. Thus, no new data has been 

created through interaction with the researcher, as this was thought to disrupt the unobtrusive 
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dimension of this approach. Instead, all data has been directly copied from pre-existing posts of 

community members. 

 

Step 4. Interpretation 

The fourth step of the netnography is about how to apply consistent, interactively-adjusted and 

insightful analysis and interpretation of the data? 

 

Due to the rich and complex nature of this data, it has been condensed, grouped and restructured to 

support a meaningful analysis. Once messages that are directly related to the investigator’s research 

questions are identified, a data analysis approach is conducted with the help of a computer-assisted 

qualitative data analysis software (Kozinets, 2002). In this thesis, the data analysis was conducted 

through analytical coding, where I used the aided qualitative data analysis software “NVivo 10” as a 

tool to organize and gain deeper insight, as it allowed for the capturing of posts (including text, images 

and videos), post comments, likes, shares and factual information about e.g. the post date, the sender 

etc. The data has been analysed according to different theoretical perspectives of authenticity, which 

was coded according to the following theoretical categories: (a) Self-Actualization, (b) Trait 

Authenticity, (c) State Authenticity, (d) Brand Authenticity Strategies, where each node represents a 

particular aspect of the phenomenon under study.  

To interpret the data I used categories from the literature on authenticity – in particular in relation to 

social media influencers and branding. I found this literature by using the following search strings:  

  
I. Authenticity OR “Online authenticity” OR “Brand authenticity” + “Literature Review” 

II. Influencer* OR Podcaster* OR Blogger* OR Instagrammer* OR *Youtuber 
III. Authenticity OR Credibility OR Originality OR Uniqueness OR “Intrinsic Motivation” 

 

These I applied in the Libsearch search engine of Copenhagen Business School. Next, I made a search 

exclusion, which involved selecting papers according to their titles, then their abstract and lastly, their 

full content. I was particularly interested in finding articles that reflected personal branding strategies 

(how individuals manage their own authenticity) in commercial and online contexts.  

Kozinets (2010) strongly emphasizes the importance of flexibility. The data of this study has been  

systematically structured, but not limited to rigid coding. There has been allowed room for flexibility, 

as I created a “uncategorized” node, which contained the parts that did not fit into the theory.  
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Step 5. Ensuring Ethical Standards 

The fifth step is about how to apply strict ethical research standards and procedures.  

 

In Kozinets’ article, he notes that one of the most important differences between traditional 

ethnography may be concerned with research ethics. He describes two major ethical issues 

surrounding online research, including netnography, which revolves around the following questions: 

Are online forums to be considered a private or a public site? And, what constitutes “informed 

consent” in cyberspace? (Kozinets, 2002, p. 65). For confidentiality and privacy purposes, Kozinets 

(2002) therefore urges researchers to: (a) fully disclose his or her presence, affiliations and intentions 

to online community members during the research, (b) ensure confidentiality and anonymity of 

informants, (c) seek and incorporate feedback from members of the online community being 

researched, and (d) take a cautious position on the private versus public medium issue (Kozinets, 

2002, p. 65). A clear consensus on these matters has not emerged, and thus, nor has ethically 

appropriate procedures for netnography.  

 

Langer and Beckman (2005) criticizes these guidelines for being far too rigorous. They argue, that 

asking for permission to view a post that was intended by the author to be viewed in public would 

taint the unobtrusive nature of netnography. Thus, they suggest that the strength of this method is to 

minimize the researcher’s effect, which would be weakened by these guidelines. Similarly, in this 

research, the selected groups are public, and thus, accessible for those who are interested. I have 

therefore not found it necessary to interrupt the online community, and risk unintentionally affecting 

the data. 

 

Step 6. Research representation 

The final step of a netnographic study involves the representation of the research, which relates to the 

question of how to evaluate and present the end-product of the research.  

In the discussion of this thesis I will bring data and theory together to answer the research question 

of this thesis. Furthermore, I plan to present the findings of this study to other podcasters, who might 

either validate or reject them, which can provide me a practical perspective on these matters. I will 

also try to contact the podcast hosts, Nanna and Josephine, as it would be particularly interesting to 

hear how they relate to these findings.  
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3.1.2. Qualitative Validity 

The purpose of determining the validity of a study is to check the accuracy of the findings (Creswell, 

2014), which is important to ensure that the researcher has measured what he or she intended to 

measure.  

 

This study adhere to the standards of validity by ensuring that all activities that has been carried out, 

has solely been for the purpose of answering the specific research question. Any additional questions 

that were generated from the results of the analysis will be discussed in the section about suggested 

future research. However, in the realm of qualitative research, the topics are often too multi-faceted 

and abstract to measure, and reliability may therefore seem unattainable in the method of 

netnography. The approach used in this study involves observing an online community, which 

embraces the subjectivity of the researcher as a tool to understand the context, as it happens through 

the experience of being a member of the community. The data will, therefore, be a subject of the 

researcher’s unique observations, which makes it challenging to replicate. Consequently, it might not 

be possible to replicate these findings, but this can enable other researchers in finding some similar 

results, as made in this analysis. 

 

One way to address this is by incorporating validity strategies into the study, which Creswell (2014) 

recommends for qualitative research proposals. For example, this can involve clarifying the bias that 

the researcher brings to the study (Creswell, 2014). In this study, I have had a personal connection to 

the online community by being a “fan” of the podcast, which might make me predisposed to seeing 

the Fries Before Guys hosts in a positive light. Also, I am influenced by the theoretical categories, 

which have guided my way of observing the online community. Thirdly, I am influenced by the grand 

narrative that authenticity is a good thing, which makes me describe it as something worth striving 

for. Other parts of my background, such as my gender, culture and socio-economic origin, might also 

influence the way that I have interpreted the findings of this study. I have sought to remind myself of 

these biases during the process, but still, they have affected the kind of answers that I have found to 

the research question of this study. 

 

Creswell (2014) also suggests cross-checking codes with another researcher, by comparing results 

that have independently been derived, which can serve as evidence for consistent results. However, 

due to practical reasons, this has not been possible in this study. This study is therefore limited by the 

lack of researchers coding the data, which could have allowed for multiple perspectives when 

analysing the findings. 
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3.1.3. Qualitative Reliability 

The purpose of assessing the reliability of a study is to check whether the researcher’s approach is 

consistent across different researchers and different projects (Creswell, 2014).  

 

As mentioned in the previous section, the data used in this study was selected and gathered by the 

researcher, which unavoidable presents an element of bias. However, through strict research protocol, 

this study sought to produce credible findings  by being as transparent as possible about any elements 

of bias. Validity was thereby ensured by being clear and transparent about the selection criteria used 

in this study, and thus, by being open about biases. Creswell (2014) recommends making sure that 

there is no drift in the definition of codes, by constantly comparing data with the code and by writing 

memos about the codes and their definitions. During the process, the data was thoroughly read, coded 

and classified 3 times. First, I explored a broad understanding and gained an overview of the 

community dynamics. Secondly, I more specifically validated the previously coded nodes. Lastly, I 

reflected upon the relations between the nodes. 

Creswell (2014) also recommends checking the transcripts to make sure that they do not contain any 

obvious mistakes made during transcription, which has been done with the transcriptions (11-03-18, 

06-05-18, 28-04-17, 08-12-17). The rest of the study was based on researcher observation, which did 

not interrupt the natural communication flow within the community.  

Furthermore, I also found that theory led me to change my point of view. Now, for example, I do not 

perceive the hosts equally as authentic as I did before this study. Thus, by following the best practice 

for coding through the process, I was allowed to catch some of the bias on my part, which also 

increased the reliability of this thesis.  

 

3.1.4. Generalizability 

The very nature of observation is inconsistent, but as Creswell (2014) states “The intent of this form 

of inquire is not to generalize findings to individuals, sites, or places outside of those under study … 

The value of qualitative research lies in the particular description developed in context of a specific 

site. Particularity rather than generalizability is the hallmark of good qualitative research” 

(Creswell, 2014, p. 253). In qualitative case studies, the generalization can be argued to occur when 

qualitative researchers study additional cases and generalize findings to the new cases (Creswell, 

2014, p. 253). Thus, the findings of this study can be said to form a basis for exploration in other 

contexts. The results of this study may not be valid in other contexts, but it is worth exploring whether 

they are, as this can contribute to the replication logic used in experimental research. 
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3.1.5. Epistemology 

Saunders et al. (2009) emphasize that it is important to question the research paradigm of a study, as 

it will aid the understanding and framing of the phenomena. This section is therefore about 

epistemology, which is concerned with the nature of knowledge and what constitutes acceptable 

knowledge.  

 

This study is concerned with gaining a deeper understanding of authenticity strategies, and thus, it 

seeks to explain rather than merely describe or tell stories about the social phenomena. This study is 

grounded in critical realism, as its position is the most fitting to the nature of the research question 

that it poses. Critical realists acknowledges that the world is, of course, socially constructed, but at 

the same time, that this is not entirely the case. Critical realism is the epistemological position that 

what we experience are sensations, the images of the things in the real world, not the things directly. 

At the same time, critical realists also assume that there is a real world out there, and thus, in this 

study, I assume that there is a strategy that can be used to maintain authenticity, which exists “out 

there” in the real world. Critical realists claim that there are two steps to experience the world “First, 

there is the thing itself and the sensations it conveys. Second, there is the mental processing that goes 

on sometime after that sensation meets our senses” (Saunders, Lewis, & Thornhill, 2006, p. 115). 

Thus, the critical realist’s position is that our knowledge of reality is a result of social conditioning, 

which cannot be understood independently of the social actors involved in the knowledge derivation 

process. Researchers will therefore only be able to understand what is going on in the social world if 

they understand the social structures that have given rise to the phenomena that they are trying to 

understand (Saunders et al., 2006, p. 115). However, this is not to say that social phenomena exists 

exclusively as interpretations of the researchers, but that such influences must be accounted for in the 

evaluation of scientific knowledge, which can only be produced in terms of available descriptions or 

discourses (Sayer, 2000). 

 

Easton (2010) describes critical realism as “pragmatic”, as its assumption is performative in the way 

that it allows the researcher to, at least, behave as if the world was real. By mirroring the causal 

language and the procedures that we routinely adopt, and the explanations that we create, critical 

realism is argued to be particularly well suited for case research, where the phenomena is clearly 

bounded but complex, for example as in this case, when considering relationships of connected 

organizations (Easton, 2010). Thus, the critical realism phenomenological approach is best to explore 

this phenomena. 

 



Page 34 of 84 

3.1.6. Ontology 

The ontology is the study of the nature of reality (Saunders et al., 2006), and thus, it involves the 

assumptions that we make about the way in which the world works. Critical realists accept that reality 

is socially constructed, and thus that it cannot be readily accessed, accurately measured or controlled. 

They also argue that it is not entirely socially constructed, and therefore, critical realism makes the 

ontological assumption that there is a reality, but that it is usually difficult to apprehend (Easton, 

2010). It distinguishes between the real world, the actual events that are created by the real world, 

and the empirical evens which we can capture and record. Critical realists will argue that there are 

entities, such as organizations, in the real world, and that this approach to case research involves 

developing a research question that identifies a research phenomenon of interest, in terms of 

discernible events, and asks what causes them to happen. The key entities involved, their powers, 

liabilities, necessary and contingent relationships are then identified. As with all philosophical 

approaches, critical realism cannot be proved to be “the right answer”. However, like Easton (2010), 

I accept it because I think that is how the world works, and even if it is not, I still behave as if it does. 
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4. Analysis  
 

4.1. Maslow’s Hierarchy of Needs 

This section will mainly be about the data at the beginning of the selected period, as the hosts do not 

discuss their needs and motivations to the same extent later in the case.  

 

4.1.1. Upper Needs 

In this section, I will study how hosts manage to be perceived as authentic by emphasising the higher 

needs of Maslow’s hierarchical model when describing their motivations.  

 

According to Maslow (1943), once the hosts’ basic needs are met, they will become motivated by the 

feeling of connection through social interaction, and of accomplishment through self-esteem, which 

can both be described as social motivations. Furthermore, it also involves the hosts’ self-fulfilling, 

growth-oriented needs, which is about self-actualizing their full potential, e.g. in terms of morality or 

creativity. 

 

At the beginning of the selected period, the hosts propose a crowdfunding model, which could help 

them secure a basic income. In this post, they write “All we want for the future is to spend all of our 

energy on delivering the best content weekly and being in dialogue with all of you amazing people 

who contact us every day” (27-11-17). Thus, in this post, which is about finding a way to earn money, 

they can here be noticed to emphasize the need of social belongingness and the need of self-

actualization (e.g., through delivering “the best content”).  

Furthermore, they also write “We so much want to be able to go all-in on fries, and this is a step 

towards realizing our dream” (27-11-17). They do not describe this initiative as a step towards 

earning a profit, but rather, to realize their dream, which they refer to as going all-in on the podcast. 

Thus, they can be argued to promote the podcast as a way for them to fulfil e.g., their need for self-

actualization.   

 

In the podcast, the hosts are also found to emphasize these needs. Nanna, for example, emphasizes 

that she tries to live up to her potential by trying to be a decent voice for younger people. She states 

“I have been thinking a lot about wanting to be a decent voice for all the younger people. I want to 

make an effort in terms of not talking about what to become better at, or how to look better. I have 

missed some honesty on the social media” (28-04-17). 
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Similarly, as will explained later, they also promote their higher levels of needs, while downplaying 

their basic needs, e.g. when differentiating themselves from other bloggers (see section 4.3.5.2, 

“Differentiating From Other Influencers”). 

 

4.1.2. Basic Needs 

Next, I will study how hosts manage to be perceived as authentic by downplaying the lower needs of 

Maslow’s hierarchical model when describing their motivations. The basic needs of Maslow’s model 

refer to (a) their physiological needs (such as food and sleep), and (b) their safety-related needs (such 

as a sense of security through, e.g. resources, health, etc). 

 

In the same post, as mentioned before, where they post the announcement that they have signed up 

for a crowdfunding project called “10’eren”, they express feeling “sick and tired” about being in a 

shortage of time and money (27-11-17). Also, they use words such as “unfortunately” and “problem” 

to describe this situation, which express some negative low arousal feelings.  

 

Thus, they do not express being passionate about earning money. Securing an income can be argued 

to be associated with the hosts’ basic needs, as it aims to fulfil their physiological and safety-related 

needs. Maslow (1943) would therefore probably explain their career decisions of this time to be based 

on stability concerns, e.g. when they later decide on getting a sponsor.   

 

In the podcast, Josephine is also found to downplay her basic needs, e.g., by stating “But one also has 

to earn money … I feel an extremely bad conscious about that Nanna and I need to start earning 

money on this podcast at some point because I am thinking: Fuck, then we are selling out” (28-04-

17). Here, again, she talks about money as being more of a necessity, than something she strives for. 

She expresses feeling a bad conscious, which indicates that she perceives it as “wrong” to give in to 

such a “banal” need, and thus, she even describes it as equivalent to “selling out”. They criticize 

Flora, the blogger, for having posted an unpaid internship position, which they describe as 

“exploitation of labour … and power” (08-12-17). Josephine explains that she felt so angry that she 

was still a bit annoyed when reading her blog more recently (08-12-17). Thus, they can be argued to 

disassociate themselves from Flora’s behaviour, by criticizing her low morality. Nanna stresses that 

they are different, e.g. by stating “We do not just want some to get some. It has to make sense and fit 

into our universe” (08-12-17), and explains that it is difficult to find a way to maintain their credibility 
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and integrity when also earning money. She thereby implies that they would not accept economic 

opportunities if they did not comply with their top needs, and thus, that they come first.  

 

4.1.3. Sponsored by Organic Basics 

After becoming sponsored by Organic Basics in X 2018, the hosts do no longer talk about their needs 

and motivations to the same extent. However, in the documentary “Podcast I Massevis” (2018), the 

DR reporter, Louise Wolff, asks the hosts about their work with podcasting (11-04-18), which 

involves some interesting findings:  

 

Louise Wolff: Why do you work with podcasting?  

Nanna and Josephine: We can’t help it.  

Nanna: I think it started as a home project, but with an important message, which was that we would 

like to talk about all kinds of topics in relation to being young and vulnerable and feeling alone and 

wrong. 

 

Thus, they emphasize that they feel so intrinsically motivated by working with podcasting that they 

“can’t help it”, and at the same time, emphasize that they are on an important mission, which they 

also “like to talk about”, and thus, that they aim to help younger women who feel e.g. vulnerable and 

wrong, which all relates to the upper needs of Maslow’s hierarchy of needs.  

 

Louise Wolff: Now they have also started to meet their listeners in reality. Later you are going to sit 

on the library and record an episode together with the listeners. Why do you do that?   

Nanna: It is the meeting with the listeners that we love. 

Louise Wolff: Would you like to earn a living of doing this?  

Nanna and Josephine: Yes. Very unanimously.  

Nanna: 100%. That is the dream.  

 

Here they describe the communication with the listeners as the motivation that drives them, which 

might indicate that they feel motivated by the need for social belongingness. Furthermore, they 

describe the podcast as “the dream”, and thus, express feeling passionate about it, which they seem 

to perceive as important in terms of earning a living. 
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Louise Wolff: The sponsorship is with an underwear company, which needs to be mentioned in every 

episode. Have you had any concerns regarding getting a sponsor? After all, they need to be 

mentioned, that is the agreement.  

Nanna: We certainly have. We wanted to do it in a way that seemed credible. In a way that shows off 

the brand, but remains in our spirit.  

 

Nanna’s answer is framed as: they wanted it to “seem credible”, which could indicate that being 

perceived as credible is the most crucial need for the hosts. Thus, it might help them fulfil their need 

for esteem, e.g., through a feeling of accomplishment when being perceived as credible.  

 

Louise Wolff: But then, you are in companionship with this company. That will not go away with the 

sponsorship. So, in a way, you are now the guys with the underwear, aren’t’ you?   

Josephine: I don’t know. At least there has been… we have had many thoughts. But at the same time, 

it is also really difficult to get a sponsor. So, it is also about how picky can you allow yourself to be?  

 

Here Josephine does not enthusiastically describe Organic Basics as their ideal partner. Instead, she 

also describes them as being more of a necessity, than a partner who they, e.g. feel passionate about 

collaborating with. However, later in this study, they change this way of referring to their sponsor, 

and thus, they gradually change this way of framing them. 

 

4.1.4. Sum up: Maslow’s Hierarchy of Needs as an Authenticity Strategy 

In this section, the hosts’ authenticity strategy was found to involve emphasizing the higher needs of 

Maslow’s hierarchical model, while downplaying the lower needs, in their communication. For 

example, they were found to promote the podcast as a way for them to actualize themselves, and 

similarly, describing profit as a means for realizing their full potential (e.g., by creating quality 

content). At the same time, they were also found to communicate about their need for profit as a 

necessity (28-04-17), e.g., by expressing that they feel “sick and tired” of needing money (27-11-

17), and “a bad conscious” about needing to earn money on the podcast, which they described as 

equivalent to “selling out” (28-04-17).  
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Table 5.1.4. 

Maslow’s Hierarchy of Needs Findings How to authenticity can be 
achieved:  

Upper Needs:  
Social Belongingness, Esteem 
and Self-actualization Needs 

Fulfilling these needs were 
emphasised, e.g. by promoting the 
podcast as a way for them to fulfil 
their need for self-actualization, 
and describing profit as a means 

for actualizing their potential 
(e.g., to create quality content). 

 The hosts manage to be 
perceived by emphasizing their 

top needs. 

 
Basic Needs:  

Physiological and  
Safety-related Needs 

Fulfilling these needs were 
described as, e.g. a necessity and 

as equivalent to “selling out”. 

 The hosts manage to be 
perceived by downplaying their 

basic needs. 
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4.2. State Authenticity 

This section will be about the conditions under which authenticity may be temporarily experienced 

subjectively by the podcast hosts. First, I will study the hosts’ content that is found to be associated 

with intrinsic sources of motivations, as such signs may indicate whether they experience personal 

pleasure at the given moments, and thus, indicate whether they experience their values as being 

upheld or not. Next, I will study the online community of Fries Before Guys, by analysing the users’ 

comments and likes, which are attached to the hosts’ posts. Thereby, I seek to study how these social 

interactions might contribute to creating situations that are likely to give rise to state authenticity. 

 

4.2.1. Content Associated with Intrinsic Sources of Motivations 

In this section, I will identify and observe the hosts’ social media content that is associated with 

intrinsic sources of motivations (R. Ryan & Deci, 2000). These can be considered expressions of the 

hosts’ pleasure when engaging in enjoyable activities or situations. Signs of ambiance is thought to 

indicate whether the hosts experience their values as being upheld or not, at the given moments, and 

thus, to provide an indication of the host’s subjective notion, or judgment, of “true self”.  

 

Based on Lenton et al’s  (2013) identification of “most me” emotions, as well as Audrezet et. al’s 

(2018) recommendations on how to recognize content that is associated with intrinsic sources of 

motivations, I have created an overview of signs (Appendices, Table 2: Expressions of Excitement), 

which indicates that the hosts express a high level of enthusiasm across all three post-categories. 

 

• In the posts that are about Organic Basic competitions the hosts use 4,3 emoticon and 4,2 exclamation marks 

per post on average, and in 6/6 posts they also use capital letter words.  

• In posts that are about Organic Basics commercials they use: 2,3 emoticons and 2,6 exclamation marks per 

post, and in 3/3 posts they also use capital letter words. 

• In the category “Other posts”, which related to other profit-related matters, the use: 2 emoticons and  4,6 
exclamation marks per post in average, and in 2/3 posts they also use capital letter words. 

 

This could indicate that the hosts feel passionate about engaging in this kind of activity, which 

involves creating Organic Basics-related content. When feeling positive ambiance, Lenton et al. 

(2013) would say that they are therefore likely to recall other “authenticity-consistency information” 

about themselves, which gives them a feeling of being “real” (Lenton, Bruder, et al., 2013, p. 1204). 

Said in other words, these feelings can be argued to give rise to authenticity, or “most-me” situations 

for the hosts.  
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4.2.1.1. Expressing Affection for the Followers 

Before moving on to the content that is related to Organic Basics, I will briefly study how the hosts 

express positive ambiance when communicating with their followers online.  

Besides using a lot of capital letter words and exclamation marks, the hosts furthermore refer to the 

users as “friends” and use heart emoticons when communicating with them. The red heart emoticon 

is described as a classic symbol of love and as an “expression of passion and romance … also in the 

non-romantic context for friendship and strong bonds” (Emojipedia, 2018b).  

For example, they write “Happy Sunday Friends! ❤” (11-03-18), and “HAVE A NICE WEEKEND 

FRIENDS ❤” (09-02-18). They also seem to express their affection for them, e.g., when writing “We 

are so grateful for all the messages that we are receiving. Topic suggestions, inputs and declarations 

of love – it’s always the greatest pleasure in the world to read your words ❤ When we feel connected 

to all of you, who are listening, then its ten times nicer to make episodes. We are filled up with love 

for every single one of you!!!” (08-12-17),  as this quote reflects many value-laden words, such as 

“gratitude, love, pleasure and nice”, which indicates that they find this communication inherently 

satisfying. Each of these posts contains 4-5 exclamation marks (11-03-18, 09-02-18, 08-12-17), 

which might also express their enthusiasm when communicating with or about the users.   

Later in this section, I will also consider how the users communicate back, by studying their likes, 

comments, and signs of ambiance, as they appear to adopt a similar communication style. 

Thus, in this section, they are found to express love, gratitude, and feelings of joy when 

communicating with their followers. 

 

Also, in Fries Before Guys x Organic Basics’ competitions, the hosts express a lot of the same 

feelings. For example, they show concern for the “losers” of the competitions, e.g., by writing “To 

all of you who did not win - Thank you SO MUCH for the incredibly touching and overwhelming 

responds and engagement in the competition. That made our day!” (12-03-18), and “Have you earlier 

been participating over DM, and has your story not been marked as read? Fear not! ❤” (03-09-18), 

and cheer for them, e.g., by using the emoticon “fingers crossed” 🤞 (03-06-18), and by writing 

“YIPPEE! THE WINNER HAS BEEN FOUND” (12-03-18). This might indicate that the hosts also 

value to communicate with the users in this kind of contexts as well.  

 

4.2.1.2. Organic Basics Competitions 

The competition posts contain the highest numbers of signs, which might indicate that the hosts find 

the most significant personal pleasure in creating and sharing this type of content.  
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For example, they use a great deal of capital letters, e.g. when writing “COMPETITIONS” (11-03-

18, 12-08-18), “WELL, today is your lucky day” (11-03-18), “NOW it’s on … STEP ON IT … 

DIRECT” (03-06-18). Two of their competition related posts contains 11 capital letter words, which 

reflects their most extensive use of them within the period “SHARE YOUR MOST AWKWARD, 

DISGUSTING OR HILARIOUS UNDERWEAR STORY WITH US” (01-07-18, 03-09-18). 

The laughing emoticons “🤣 😂” is used 6 times in 3 of these posts (03-06-18, 01-07-18, 03-09-18), 

which is a sign that can be described as “Shedding a tear from laughing so hard. Widely used to show 

something is funny or pleasing” (Emojipedia, 2018a). The post about their announcement of the “new 

amazing giveaway concept” (03-06-18) contains 4 of these emoticons.  

 

In these posts, the hosts seem to find it fun and enjoyable to foster competition. In some of them, they 

emphasize themselves as “the judges”, e.g. by writing “We select a winner…” (11-03-18), “We select 

the best of your stories…” (01-07-18), “We select our favourite…” (12-08-18). 

While other times, even in many of the same posts, they suggest that the competition is more about 

luck, e.g., by writing “We parcel out…” (11-03-18, 03-09-18), “We draw lots…” (01-07-18), “A 

lucky winner” (11-03-18), “All stories are welcome, as long…” (01-07-18). 

This could reflect the tension between producing content that is inherently satisfying for themselves, 

as well as creating content that satisfies Organic Basics. However, it could also suggest a tension 

within themselves, as they might find it challenging to balance their relational orientation, which will 

be discussed in the next part of this study, while also gaining audience reach (e.g., through 

competitions). 

 

The heart emoticon is one of the second most used signs in this category (7). For example, they use 

it in relation to their sponsor “Once again we are ready with our monthly giveaway in collaboration 

with our sponsor @organicbasics ❤” (03-09-18). Thus, they express feeling affection for Organic 

Basics as a partner, which indicates that they enjoy collaborating with them.  

The post with their most extensive use of exclamation marks (contains 7) is also about “celebrating 

the new invisible line” from Organic Basics (12-08-18), which could imply that they also value their 

products. Furthermore, they write “Would you like to feel as comfortable and nice as we do in the 

new seamless collection? Or maybe in a gorgeous sustainable organic t-shirt or SilverTech sports 

bra? Then it’s your god damn time to strike ❤” (12-08-18). Thus, they also use a great deal of value-

laden words to describe the qualities of the products. In another post, they also write “We can honestly 

say, that it is the softest, loveliest, most wonderful and technically coolest underwear/t-shirt we have 
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ever worn. Bactericidal, sustainably produced and completely organic” (12-03-18). This framing 

might indicate how the hosts perceive the brand of Organic Basics, and also, how they relate to their 

products, e.g., how they feel about wearing them, and the emotions it triggers.  

 

Twice in their competitions, they write questions that emphasize feeling “comfortable” and “nice” 

(11-03-18, 12-08-18), rather than e.g., looking “hot” or “sexy”. As already explained, Lenton et al. 

(2013) find that people use their feelings as an indication for “being authentic”, which therefore 

influence our subjective experience of being one’s “real” self. Thus, the hosts might feel better about 

emphasizing and spreading certain qualities that relate to e.g., comfort over appearance, and thus, 

they feel like their “most-self”, and vice versa (Lenton, Slabu, et al., 2013). 

In three of these posts, the hosts furthermore emphasize that the competition rules are “inspired by 

our SECRETS episodes” (03-06-18, 03-09-18, 12-08-18). This might touch upon the core of SDT, 

which emphasizes the role of satisfaction and the need for autonomy in state authenticity (R. Ryan & 

Deci, 2000). Thus, because they can carry out these sponsored competitions as they see fit, e.g., by 

letting their own format inspire the “rules of the game”, they feel satisfied, and thus, this could give 

rise to state authenticity.  

 

4.2.1.3. Organic Basics Commercials  

The Organic Basics Commercials can be noticed to contain the fewest signs of intrinsic motivation 

(Appendices, Table 2: Expressions of Excitement), which might indicate that the hosts do not find 

this kind of content equally as satisfying to create, compared to the other categories.  

 

When announcing their Organic Basic sponsorship, they write “AMAZING AND WONDERFUL 

NEWS! After 2 years and nothing less than 73 episodes of fries – it finally happened! We have gotten 

the organic and sustainable brand @organicbasics as sponsors of our podcast 😍” (09-02-18), and 

“Our excitement and gratitude will not come to an end today!” (09-02-18). Here they also express a 

great deal of enthusiasm, and thus, to see it as a straight-forward decision. Thereby, they can again 

be noticed to describe Organic Basics as being a partner who they appreciate and feel passionate 

about collaborating with. However, when considering the previous section, they are also found to 

describe them as being a necessity.  
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4.2.2.2.1. Match in Goal Strivings and Personal Values 

The hosts might also be found to share certain goals and values with Organic Basics. As described in 

the case description, they both appear to care about e.g. female diversity and sustainability. Organic 

Basics aim to be perceived as a sustainable brand, while Fries Before guys can also be found to have, 

e.g. released an episode called “Klimasynderne” (31-08-18), and thus, this theme is also represented 

in their universe. Also, the other way around, the hosts describe themselves as feminists and focus a 

great deal on female empowerment. For example, they have released a number of episodes that 

revolve around this theme (e.g., see the episodes “Beware the witches” 02-11-18, “Dit Vrede 

Behårdede Mareridt” 12-10-18, “Feminisme ft. Lousie Kjolsen 16-03-18).  

Organic Basics can be argued to use models that to some extent represent a greater diversity than 

many other brands. Similarly, they might also use less retouch (their models can for example show 

signs of stretch marks). Thus, their partnership might appear to be built on these shared cornerstones, 

which Lenton et al. (2013) would likely argue to potentially give rise to state authenticity, as they 

then share an intrinsic motivation for specific topics. 

 

In Fries Before Guys’ communication, they tend to emphasize these shared values. For example, they 

emphasize Organic Basic’s green profile to a great extent when describing their products, e.g., by 

writing “sustainable and organic t-shirt” 12-08-18, “sustainably produced and completely organic” 

12-03-18, “sustainable and organic underwear” (11-03-18), “we have gotten the sustainable and 

organic brand…” (09-02-18). Several times they also use the green leaf emoticon (🌱), which can be 

assumed to also represent their green profile (12-03-18, 06-05-18, 12-08-18).  

Also, in their sponsorship announcement, the hosts describe it as a “shared dream” (09-02-18) to have 

their underwear pictures taken together in a commercial. Later, Nanna also describes it as 

“empowering to be standing in underwear like completely normal women”, to which Josephine adds 

“Also to decline to be retouched, not to have any Photoshop or to remove the stretch marks, cellulite, 

and rolls of fat. It is completely lifelike, and that has been insanely awesome…” (11-04-18). 

Similarly, in the commercials that are produced by Organic Basics, they ask the hosts some question 

that for example makes them describe, e.g. recycled materials as a “huge go” (06-05-18), and 

products made in China as a “no thank you”, because of the shipping distance, the production 

conditions and also the quality of materials (06-05-18). Thus, they highlight their shared interest in 

fighting environmental challenges. 
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At the same time, they also represent two businesses, and thus, they share an interest in profit. But as 

explained in the previous section, the hosts tend to downplay this goal in their communication, and 

thus, they are neither found to communicate about this as a “shared goal”. 

 

When reflecting upon these findings, a part of the hosts’ authenticity strategy might involve choosing 

a partner whom they share certain interests with, as this might make them feel good about engaging 

in this kind of commercial activity. Their strategy therefore also might involve refusing certain 

commercial opportunities, if they, e.g. do not fit their personal interests, or allow room for them to 

express their opinions freely a creatively (for example by emphasizing certain values, which they feel 

passionate about). Thereby, they might rely on their inner feelings as information when choosing a 

partner, while also aiming to find a partner who shares an interest in them, and thus, such a partnership 

might ensure a mutual appreciation for each other’s brands, and foster a balanced relationship, which 

might give rise for authenticity for both parties.  

 

As you will see in the Trait Authenticity section, such signs will also be found relevant for identifying 

the hosts’ traits, for example, when studying their level of relational orientation, when the hosts 

express great enthusiasm for communicating with their listeners (see section 4.3.1, “Relational 

Orientation”). However, as opposed to the trait view, where affect was considered an outcome of 

authenticity, positive ambiance is in this section considered an input to authenticity, because affect is 

thought to be used as information to assess the hosts’ sense of personal authenticity.  

 

Thus, if assuming that mood is being used momentarily as information, or input, to assess one’s sense 

of authenticity, one must argue, based on these findings, that the hosts are likely to feel authentic 

often, as there has been found intrinsic sources of information in all of their posts. These findings 

indicate that the hosts are likely to find personal pleasure in the activities and situations that has been 

identified here. Furthermore, by expressing a high level of positive ambiance, they are also found 

likely to perceive themselves as their ideal selves, and thus, as their authentic selves.  

The main findings of this section have been summarized in Table 4.2.2. 
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Table 4.2.2. 

 

State Authenticity Findings How authenticity can be 
achieved: 

 
Content that is associated with 
intrinsic sources of motivation 

The hosts exclusively express 
high arousal positive emotions, 
e.g., when expressing gratitude, 

joy, and excitement when 
communicating about their 

followers, and similarly, when 
describing their sponsor. 

 
They express their highest level 

of enthusiasm in the Organic 
Basics competition posts, where 
they are found to, e.g. emphasize 
certain qualities, such as comfort 
over appearance, and also, can 

decide on the rules of the 
competitions, which are inspired 
by their concept. Thereby they 

might find this content inherently 
satisfying to produce, as it, e.g. 

satisfies their need for autonomy. 
 

Lastly, Organic Basics and Fries 
Before Guys are also found to 

share certain values, as they both, 
e.g. aim for sustainability and 

female empowerment/diversity. 

 
These findings indicate that they 
experience their values as being 
upheld, and thus, that they also 
feel authentic at these particular 
moments, which here revolved 
around their relation to (a) their 
followers and (b) their sponsor. 

 
 Thus, they appear to find 

personal pleasure, e.g. when 
communicating about Organic 
Basics, and their products and 

values. 
 

A part of their authenticity 
strategy might, therefore, involve 
engaging in an online community, 

which they value, as well as 
choosing a sponsor who they feel 

passionate about collaborating 
with, and who allows them to 
fulfil their need for autonomy. 

 
Their shared interests and goals 

might give rise to feelings of 
“most-me” situations for both 

parties. 
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4.2.2. The Online Community of Fries Before Guys 

Next, I will study the users of the online community of Fries Before Guys, by analysing their likes 

and comments, which are attached to the hosts’ posts. Thereby I aim to understand how the users 

might contribute in creating a context that gives rise to state authenticity for the hosts.  

 

4.2.2.1. Likes  

In this case, there was found to be 617 comments (Instagram: 501, Facebook: 116), and 10.644 likes 

(Instagram: 8.066, Facebook: 2578) attached to the 12 posts during the 17-month period (28-04-17 – 

03-09-18), which shows that a great deal of social interaction occurs in this community. 

The most liked posts within the period consist of the following posts: 09-02-18 (3401 likes) and 28-

02-18 (1806 likes), which are both Organic Basics commercials containing pictures from the same 

photoshoot, where the hosts are posing in underwear together (Appendices, Table 3: Visual 

Elements). The first post is their sponsorship announcement (09-02-18), and in the second post, they 

write “We embellish today’s episode with yet an amazing picture from our photoshoot with 

@organicbasics 🔥” (28-02-18). Thus, the users are found to respond particularly positively to the 

news about Fries Before Guys becoming sponsored, and arguably, also becoming more 

commercialized, e.g. by posting a more staged picture of themselves than seen earlier, as well as 

expressing a great deal of enthusiasm when describing Organic Basics, which was studied in the 

previous section. 

 

Furthermore, the users are found to respond particularly positively to the following posts: 12-03-18 

(1015 likes), 03-06-18 (941 likes), 12-08-18 (960 likes), which are all Organic Basics competitions. 

Thus, they might particularly appreciate this type of posts. The hosts either smile or laugh in 4 out of 

6 of the pictures in these posts (09-02-18, 28-02-18, 12-03-18, 12-08-18). In several of them, the 

hosts also looks very “polished”, and the pictures look professional (09-02-18, 28-02-18, 12-03-18), 

as they have for example been taken in a high resolution, and the hosts are posing on a neutral 

background, while also wearing make-up and expressing positive ambiance (Appendices, Table 3: 

Visual Elements). These posts could be argued to reflect their most commercial and mainstream 

content.  

 

In two of these posts the hosts look more causal (Appendices, Table 3: Visual Elements), as these 

posts contain pictures of the hosts taken as selfies, and thus, they are in a lower resolution than the 

other pictures; the background reflects an everyday setting from at home, and the hosts do not appear 



Page 48 of 84 

to be wearing make-up, and also, they are expressing more low arousal positive emotions, such as 

confidence (03-06-18) and relaxation (12-08-18). Interestingly, out of these posts, these represent the 

ones with the fewest likes. Thus, the data shows that the users especially express their endorsement 

when the hosts express high arousal positive emotions. 

 

However, “feeling real” has mainly been characterized by low-arousal positive emotions, such as (a) 

contentment, satisfaction, and enjoyment, and (b) calmness, relaxation, and relief. But the hosts can 

by far be found to express these high arousal emotions, such as excitement and enthusiasm, which 

they have solely been found to do in their post descriptions.  

Besides the two just-mentioned posts, the hosts are only found to express calmness and relaxation in 

two additional pictures, where they are seen to touch each, and sitting close together (08-12-17, 01-

07-18). This might indicate that the hosts feel state authenticity by engaging in a role of friendship 

together, which makes them feel safe and valued.   

In the following section, we will see how the hosts also refer to their followers as “friends” and 

express a great deal of affection for them, and similarly, how they also communicate back in the same 

way, which could also be found to give rise to state authenticity for all members involved.  

 

4.2.2.2. Comments  

Besides low-arousal positive emotions, Lenton et al. (2013) furthermore argue that state authenticity 

is associated with greater need satisfaction and higher ideal-self overlap, compared to state 

inauthenticity. In this section I will therefore explore how the online community of Fries Before Guys 

might be argued to give rise to state authenticity, e.g., by making the hosts likely to perceive 

themselves as their ideal selves, perceive their behaviour(s) as normative or well-adjusted, as well as 

how the hosts might fulfil certain psychological needs when engaging in this online environment. 

 

When reflecting upon the previous section, the hosts might already be found likely to fulfil some of 

their psychological needs, such as their for self-esteem, if considering, e.g. likes and comments as 

measurable dimensions, that can be perceived as symbols of prestige, which might give the hosts a 

feeling of accomplishments. Within the selected period of this study, there was not found one critical 

or negative comment out of the 618 comments in total (Appendices, Table 1: Posts, Likes and 

Comments), which could, of course, have been deleted. In the following, I will study the content of 

these comments: 
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The most commented posts within the period consist of 11-03-18 (227 comments) and 09-02-18 (103 

comments).  

 

The first post is an Organic Basics competition, where the hosts ask the users to share their favourite 

moment from the podcast. Thus, they encourage their users to praise the podcast, which they are 

indeed found to respond by doing. This post contains more than double the number of comments than 

the second most commented post. At the same time, these comments are also several phrases long. 

This post contains a homemade video commercial (11-03-18), which in contrast to much of the 

content in the previous section, can be characterized as more amateurish and informal (Appendices, 

Table 3: Visual Elements). The most frequently used emoticon in this comment field is the “Rolling 

on the floor laughing (😂)” (Emojipedia, 2018c), while many also express amusement by writing 

“haha”. Most of the users reply to their question by answering a list of their most fun moments. 

Several users also respond by commenting on their homemade video commercial: “Best commercial 

up until this date” (feliciarangel) and “@sine_junk best commercial!!! Cracks me up” 

(laurabyllemos), “@heidilundp good arguments for buying Silvertech 😁😂😅👌” (judithspoulsen). 

“Hahaha if this is the new standard for sponsored commercial, I’m fine with it” (ceciljen). 

“Most-me” narratives have rarely described instances of “people behaving in accord with their core 

values” (Lenton, Bruder et al., 2013, p. 287). Rather, people have been found to feel most “real” or 

“authentic” when they behave in a way that they perceive as ideal (Fleeson & Wilt, 2010; Lenton, 

Bruder, et al., 2013; Lenton, Slabu, et al., 2013). This suggests that feeling ideal may contribute to 

feeling real or like “most-me”. Thus, when the hosts are being praised for being, e.g. fun when being 

self-ironic, the hosts might perceive themselves as “their ideal self”, if they aim to be fun. This would 

likely give rise to state authenticity, if they feel like living up to their ideal-self, and thus, they might 

also perceive this as an achievement, and therefore, help fulfil their need for self-esteem. 

Many users also generate eWOM by using the tagging function, e.g. by writing “You simply need to 

see this again. I watch it at least once a day just because of the sentence “I’m sweating so much, I’ve 

just been out running 88km @sarazingenberg @emilie_kejser @jomorgenstjerne” (mclante), or by 

asking others e.g. “@mettekayser what is your favourite moment from the podcast?” (miekayser). 

In this section, the users are found to express a great deal of high arousal positive emotions, and to 

interact not only with the hosts but with each other, which might also make the users feel valued and 

recognized by each other. This could make the hosts perceive themselves as living up to their need 

for self-actualization by facilitating a community around their podcast, which others also benefit 

from. 
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Other users comment that their favourite moment in the podcast has been when they have felt, e.g. 

emotionally supported by the hosts. For example, they write: “The episode “What Hurts the Most” 

hit me right in the heart. I am currently going through a break-up, and it helped me so much…” 

(dittehelena). “When… that made a huge difference in my life at that time” (caeiliah).  

This might  make the hosts feel valued and useful, which again might satisfy their need for esteem.  

Many also write that it is difficult, or impossible, to choose a single favourite moment out of so many 

(dittelaursen, dittehelena, mitsundehjorne, nathjabjerrehave, etc). While a lot of users also declare 

their love for them and compliment them for being e.g. amazing or great: “Haha you are seriously 

amazing! 🦄🌟💗” (mma_havblik). “I’m dying! Love you!! 😂🤸💕” (geslin). “Haha 😂 You are 

great ❤” (sofiestampe). “@signe.david VAHAVAHHA God, I love them. Love to them so much” 

(lauraolesenn). The heart emoticons are among the most frequently used in these comments, and thus, 

these comments can be argued to reflect an informal communication style, but also a deepness, e.g., 

when expressing love and sharing personal stories that have been difficult. Lenton et al. (2013) 

findings suggest that low arousal negative emotions (such as feeling sadness and sorrow) represent 

the signature emotions of “least me” situations. Here we can see that the users reflect back on such 

emotions in this space. Usually, in the podcast, the hosts also share such feelings, but in this study, 

such feelings are rarely expressed, and not in any of their sponsored social media posts.  

 

The secondly most commented post mainly contains comments that relate to the hosts’ appearance 

on the picture that is attached to the post.  For example, people comment:  You look too hot (juliekuhn) 

… and “smashing” (lisehvarreprimdahl). Piiiiiiiiift some gourgeous ladies! 

#seriouskardashianmoment (Isabella_jensen0809), etc. Here one users refers to them as 

“Kardashions”, while others also refers to them as e.g., babes, models, snacks, hot fries, queens, role 

models and models (alicejonesf, eyecandylover, marialouchris, muttionline, littaudk, claratufte, 

jadablu93) etc. Most of the comments of this post only contain emoticons: mainly heart emoticons of 

various kinds (❤), smiling faces with hearts or stars in their eyes (“😍🤩”) and fire emoticons of 

various kinds (🔥). The last mentioned emoticon can be used as a way to suggest the phrase “being or 

feeling on fire”, which can be used to describe people who feel very enthusiastic, or passionate about 

something (Collins English Dictionary, 2018). 

Users also cheer for the hosts, e.g. by writing “Juhuuuu!” (mayadroem), “@astridhaaaaald I’m 

crying – This is so amazingly important” (emilie.arnfred). “Loving it so much – all the way into the 

soul” (fissenbollemand). This positive ambiance might make the hosts feel supported, might make 
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them recall more positive self-information about themselves, and thus, feel like being more aligned 

with their notion of true self, also when sharing commercial content. 

Others comments relate to Organic Basics, e.g. “Bought 😍 thanks for the code ladies” 

(linestibinsky), “@iamseagull BOOM nice style of you and the team 👏👏👏” (knivstykkerfinn). 

“Seriously destiny! Yesterday I thought about trying to buy something from OB… I am so much 

getting that discount. And listening to the episode of course” (nannakirs). 

 

The two posts with the highest number of likes are the only posts that contain comments about the 

hosts’ honesty (11-03-18: sannedall, lauravknudsen, Stinne Matilde Weilborg, and 09-02-18: 

mitsundehjorne, mitsundehjorne, Ditte Wie). For example, one user writes “I am so crazy about you! 

Thanks for weekly sharing honestly and openly about things in your lives. I am certain that your 

podcast is contributing to a shift in our culture where more young people dare to open up and be 

vulnerable and less ashamed about being ordinary. And that is not nothing in a world where the 

perfect has become a goal and an ideal for most. THANK YOU” (sarawiththelongsurname, 11-03-

18).  

 

The last post also contained the highest number of likes, while it was also found to reflect some of 

the most commercial content, and yet, here I find that the users still praise them for their honest 

information sharing. The hosts have been found to talk about honesty as a value, and thus, when users 

describe them as honest, they might feel like living up to their “ideal self” when being perceived as 

honest, which makes them experience state authenticity. 

 

Lastly, I will look at the competition format that involves sharing embarrassing stories, which explain 

why the users could have used a fresh Organic Basics product, because it can be considered a 

technique that encourages a certain kind of information sharing, that makes the hosts perceive their 

own online behaviour as well-aligned. 

 

The comments of these posts contain between 21-28 comments each, and thus, they have not received 

a high number of comments, but each of them contains approx. 300-400 words, and therefore, they 

are descriptive. The most frequently used emoticons of these comments include “😅😭😂🙈🤣”, which 

indicates that the users seem to find this information sharing amusing and embarrassing, which also 

seems to be the intention.  
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In the first post of this kind (03-06-18), the users mainly share stories about:  

 
(a) Body odours (11 users: chrizchriz, carb_e_diem, fie_hjoernet, kristiina_sh_, bundgaardlise, 

shakingstinch, agneteeeeeee, asta.kongsgaard, sisse_rei, lykkesalling, emmmalouise). 
(b) Nudity (6 users: sallykamille, annsofiemoeberg, dottesnotte, nadjafelsinger, mothership.one, 

sille_berthelsen) 
(c) Pee (5 users: linestibinsky, kronisk.liv, mothership.one, kattejammerrock, vasebabe).  

 

Following this, the hosts starts sharing some “even more unflattering” stories, e.g., stories about 

diarrhoea and vomit. For example, if considering the 01-07-18 post, there are 4 of these stories 

(oliviaholmp, mallela90, criminalmainss, brickjaspers), and in the 12-08-18 post, there are 5 of these 

stories (stinnajenny, jacqueline.m.rosendahl, maja_holmegaard, sissemp, laurakaznelson).  

 

In the 03-09-18 post, both of the hosts share their own story in the comment field. Josephine writes 

“When I shit the bed on my hostel in Mexico. I was sleeping without panties, so there was diarrhea 

floating everywhere in my harems pants. I know I can’t win the competition but I felt like the story 

deserved its spotlight” (josephinekuhn). Later Nanna also comments “I also need to contribute with 

my shit-story. Even though there will be no reward…” (nallehollegolle).  

In their first announcement of this format, they write  “If you need inspiration, then listen to our latest 

episode X where Nanna shares an example that involves a lot of peeing…” (03-06-18). In this post 

they express amusement, and thus, they seem enjoy sharing this kind of information.  

 

By formulating these competitions, they encourage the users to also engage in the same kind of 

sharing, which involves certain unflattering self-aspects, and thus, they might also perceive their own 

behaviour as more “normative” or “well-adjusted, which should help them to feel authentic.  

This might also make the hosts occur as “vulnerability role models”, as they share some of their own 

unflattering self-aspects. However, one could also argue that they  share “the perfect example” of a 

story, which contains the right self-aspects. Thereby, they can be argued to foster a new ideal for 

sharing a perfect story, as urge people to be the best (at being embarrassing or self-ironic). 

 

The online community can therefore be found a lot of situations that are likely to give rise to state 

authenticity for the hosts. For example by (a) fulfilling psychological needs for the hosts, such as 

their need for self-esteem, but also as mentioned in the previous section, (b) making the hosts likely 
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to perceive themselves as their ideal selves, as well as their behaviour as “well adjusted”, also when 

considering the users’ online behaviour.  

 

Here, one might note that the literature on online community building could apply to this case, as 

these findings suggests that the hosts foster certain norms by encouraging the users to share this kind 

of information, and similarly, by praising certain inputs, which might also contributes to certain 

normative behaviours across their various platforms.  

 

4.2.3. Sum up: State Authenticity Strategy  

In this section, positive ambiance has been regarded as an input to state authenticity. The main 

findings of this analysis has been summarised in Table 4.2.3 (see next page), which suggests that 

Fries Before Guys’ authenticity strategy is not only important as a business strategy, but also for them 

personally. These results are relevant for influencers who are on a mission to feel authentic, but as 

we will see, also for people who aim to be perceived as authentic; which will be explained in section 

4.3. and 4.4, where I study how expressions of emotions also make people perceived as authentic.  
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Table 4.2.3. Sum up: State Authenticity Strategy 
 

State Authenticity Findings How authenticity can be 
achieved: 

The online community  
of Fries Before Guys 

The users were found to praise 
Fries Before Guys for being:  
(1) fun (e.g., when being self-
ironic), (2) significant (e.g., by 

mattering in the users’ lives), (3) 
hot (when commenting on their 

appearances). Some also referred 
to them as “queens”, and praised 
them for being honest, even for 
their most commercial content. 

 
The users expressed feelings of 
amusement and affection when 

responding to their content;  
They cheered for them when 

becoming sponsored and overall 
generated a great deal of eWOM 

by tagging other users. 
 

The users were also found to 
share detailed examples of, e.g. 

embarrassing underwear 
moments. The themes of these 

posts developed during the 
period, which resulted in stories 
about some “more unflattering” 

self-aspects.  

The state authenticity strategy 
was found to involve the online 

community, as it was found likely 
to foster an environment that 

gives rise to state authenticity for 
the hosts: For example, they 

contribute with a great deal of 
positive ambiance and self-

information for the hosts, which 
is likely to (a) make the hosts 

perceive themselves as their ideal 
selves, e.g. when living up to their 

ideal of being honest; It might 
also help them (b) fulfil certain 
psychological needs, such as the 
need of self-esteem, by feeling 

worthy and  
 

 Lastly, the hosts might also (c) 
perceive their behaviour as (more) 

normative and well-adjusted 
when also seeing others users 

adopting a similar behaviour as 
their, e.g. by sharing unflattering 
self-aspects in the Organic Basics 

competitions. 
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4.3. Trait Authenticity  

The hosts are described as “authentic” by their listeners  (Stensgaard & Nymand, 2018, p. 67), and 

thus, they can be assumed to live up to certain trait-components of the authenticity narrative.  

In this section I will, therefore, analyse whether the hosts can be found to possess the following traits:  

(a) relational orientation,  (b) self-awareness, (c) unbiased processing, (d) authentic behaviour, (e) 

low acceptance of external influence. Thereby, I set out to study to what degree the trait authenticity 

perspective can be used as a way to explain why Fries Before Guys are perceived as authentic? 

 

4.3.1. Relational Orientation 

Authenticity has been found to include relational orientation, which involves valuing and striving for 

openness, sincerity, and truthfulness in one’s close relationships (Kernis & Goldman, 2006). 

 

So far, the findings of this study indicate that the hosts possess a high level of relational orientation. 

Previously, they were found to emphasize the upper levels of Maslow’s hierarchal model, when 

describing their motivations, which included striving for transparency, openness, and honesty (28-

04-17, 08-12-17, 11-04-18). They were also found to describe the communication with their listeners 

as the thing they love doing (11-04-18) and as one of their primary motivations (27-11-17).  

In the State Authenticity section, they were furthermore found to express a high level of positive 

ambiance when communicating with the users, and thus, to feel intrinsically motivated when 

engaging in this activity. They could also be perceived as acting as  “vulnerability role models”, e.g., 

when sharing their own personal “embarrassing” examples in the Organic Basics competitions. Such 

self-representations will be discussed further in “Unbiased Processing” (see section 4.3.3.1, “Sharing 

Flattering-Unflattering Self-Aspects”). Thus, they manage to be perceived as possessing this trait by 

adopting this communication style. They also ask the users questions and praise their inputs, which 

promotes an image of them as being interested in developing an attachment with their users. For 

example, when proposing the crowdfunding business model, they write “We have (on behalf of all 

your wonderful recommendations!) signed up for the 10’er project!” (27-11-17). 

In the Organic Basics competitions the hosts adopt a similar communication style, e.g. when asking 

the users about their “embarrassing” stories (see for example 01-07-18 or 03-09-18), or when asking 

them if they would like to feel “nice and comfortable” as them (see for example: 11-03-18 or 12-08-

18). Thus, they continuously communicate in this way, also after becoming sponsored, which can be 

argued to reflect an authentic behaviour.  
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Also, in one episode, Josephine also discuss two competing values, which both reflect a relational 

orientation. For example, she states “On one hand, you need to be as honest as possible, but at the 

same time, it is also about what values are you contributing to? For example, your friend who loves 

to run, that is personal. Here I rather think that it would be of greater value not to post this… What 

do other people get from it? … It shames others” (28-04-17), and similarly, she also states “I would 

never talk about if I was training for a half marathon. I do not feel that it would be of any value for 

others” (28-04-17). Thereby argues that striving for honesty is not always enough, because to her, it 

is even more important to be aware of how you might influence other people, e.g. by triggering 

negative self-thoughts. At the same time, she can also argue that some people should hide away parts 

of themselves that, e.g. relates to their intrinsic motivation. 

Another way in which the hosts manage to have a high score in this trait, is by differentiating 

themselves from e.g. other bloggers (see section 4.3.5.2, “Differentiating From Other Influencers”)  

 

4.3.1.1. Sum up 

The hosts’ relational orientation was found to be a prominent trait. The hosts were found to explicitly 

emphasize striving for, e.g. transparency, openness and honesty in their communication (28-04-17, 

08-12-17, 11-04-18). They were also found to share certain self-aspects that might promote a genuine 

expression of their core selves, e.g. by explicitly sharing information that reveals e.g. certain body 

images that seem generally undesirable (06-05-18), or by sharing visual elements that reflect some 

natural or unedited content. Lastly, they were also found to engaging with the users of their online 

community on Instagram and Facebook, e.g. by (a) asking them questions (e.g. about how to remain 

trustworthy), (b) praising inputs, and (c) expressing enthusiasm, gratitude and affection for them, 

which also promote an image of them as “open communicators”.  

 

4.3.2. Self-Awareness 

Secondly, authenticity has been found to include having awareness and knowledge of, and trust in, 

one’s motives, intimate feelings, desires and self-relevant cognitions, which include one’s perception 

of strengths and weaknesses (Kernis & Goldman, 2006). Wood et al. (2008) describe this dimension 

as the subjective feeling of knowing oneself. 

 

Overall, when considering the case of Fries Before Guys, it revolves around the hosts’ self-awareness, 

which is a strong theme in the podcast, as they mainly talk about their traits, thoughts, feelings, and 

behaviours. The hosts appear confident about their self-knowledge in this arena, e.g. in terms of 
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knowing their preferences, and thus, they represent an integrated self-image, which is anchored in 

these strong self-beliefs.  

 

When reflecting upon the traits of this analysis, as you will see in the following sections, the hosts 

appear to be aware of some of their own “faulty” traits, which might make them perceived as 

possessing a high level of self-awareness. For example, in their podcast, the hosts tend to talk about 

noticing when they accidentally behave in ways merely to please others, and thus, they express the 

belief that they value intrinsic motivation over extrinsic motivation. Similarly, they also talk about 

striving to act in accordance with their values, and thus, they express the belief that they also value 

the authentic behaviour trait. They also sometimes talk about their biased ways of processing negative 

self-aspects, which they explain, can cause them to react to situations in defensive ways. This high 

level of self-awareness might cause the hosts to still be perceived as authentic, even if they do not 

possess these traits, and thus, this knowledge might compensate for the lacking traits.  

 

In Stensgaard & Nymand’s paper “Designing for Imperfection” (2018), the authors touch upon the 

hosts’ self-beliefs, e.g. when describing Fries Before Guys as a podcast that promotes the view that 

young women should accept themselves as whole human beings, and the hosts as social entrepreneurs 

who aim to change how young women relate to themselves as having to be perfect. In general terms, 

imperfection can be defined as “the state of being faulty or incomplete” (Oxford Dictionaries).  

Steensgaard & Nymand (2018) therefore argue that Fries Before Guys are a part of the “imperfection 

discourse” (Stensgaard & Nymand, 2018, p. 31).  

 

But in this study, the hosts are found to describe themselves in ways that are aligned with their ideals. 

For example, they are found to value honesty and openness (e.g. see section 4.3.1 “Relational 

Orientation”), and they can also be found to describes themselves as, e.g. “saying things as they are” 

(11-04-18), bringing “underwear truths” (06-05-18), and striving to be “a decent voice” (28-04-17). 

Thereby, they can be argued to live up to their ideals. In general terms, perfectionism can be defined 

as “the state or quality of being perfect” (Oxford Dictionaries). Thus, they are not found to represent 

the “imperfect”, but rather, to live up to some other standards that make up a new ideal, which might 

challenge some of the existing dominant ideals, but they are just as likely to represent new standards 

for young women to live up to. Also,  in the previous section, the hosts argued that certain self-aspects 

should be hidden away, as runners, for example, made other people feel ashamed (28-04-17). 

Therefore, they do not promote the view that people should accept themselves as whole human 

beings. Therefore, the practices, appearances, and mindsets that the hosts promote as the solution to 
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the perfectionism are also deemed to be problematic. Instead, the hosts consistently express the belief 

that they find it essential to talk about how and why people, including themselves, are staging perfect 

self-representations.  

 

4.3.2.1. Sum up 

The hosts describe themselves as “honest” and as two influencers who hold a social responsibility 

when sharing content online and in their podcast. They hold some strong self-beliefs about their 

preferences, their likes, and dislikes, as well as their own “positive” vs. “more negative” traits, which 

might represent an integrated self-image. At the same time, they are not found to be aware of the 

ways in which they do not promote a more “self-accepting” mindset for young women, as they appear 

to foster new standards for young women to live by. Similarly, they do not seem to be aware of how 

perfect-self-representations also foster constructive self-thoughts. 

 

4.3.3. Unbiased Processing 

The second component involves the unbiased processing of flattering and unflattering self-relevant 

information, which relates to “objectivity” with respect to one’s positive and negative self-aspects, 

emotions and other private knowledge (Kernis & Goldman, 2006).  

 

One way in which the host appear to possess this trait is when sharing certain self-information that 

can be argued to reflect some of their “unflattering” aspects. Thereby, they appear to be unbiased in 

their processing of self-relevant information, as they do not overinterpret the consequence of sharing 

some unappealing or unattractive self-aspects, and thus, they might promote a genuine self-

representation, which aligns with their relational orientation, and thus, it could also be argued to 

reflect an authentic behaviour. For example, this involves sharing pictures of their “imperfect” bodies 

on social media, which, e.g. show signs of stretch marks or “unfavourable” curves (12-03-18, 03-06-

18, 12-08-18, 09-02-18, 28-02-18; Appendices, Table 3: Visual Elements).  

These self-representations could easily be argued to be far more flattering than unflattering, but they 

still might represent some more ordinary self-aspects than seen in, for example, other underwear 

commercials, which might help explain why they are perceived as authentic, according to this trait.  

 

4.3.3.1. Sharing Flattering Unflattering Self-Aspects 

In the Organic Basics posts, the hosts can also be found to share certain unflattering self-aspects. For 

example, in the video “Organic Basics takes an honest talk with Fries Before Guys” (06-05-18), the 
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hosts talk about their breasts as being “sagging”, which they describe e.g. by stating “Gravity is 

something that exists in the world, which pull things towards the ground” (Josephine, 06-05-18), and, 

“When you have sort of big breasts, it can sometimes be nice to use your sports bra, because you get 

more gathered tits” (Nanna, 06-05-18). Similarly, they also describe looking like a sausage in a 

certain top “You wire on the back, and then you get kind of sausage-ish. But it does really bring life 

to the front party, right?” (Josephine, 06-05-18). Thus, they can be found to share some intimate self-

information, which might reflect some “unflattering” body images.  

 

Similarly, in the first Organic Basics commercial, which appears to be a home video, they also share 

certain “unflattering” self-aspects, at least if comparing it to many of the “perfect” self-

representations that are present on social media. In this video, they joke about having become 

commercial, e.g., by adopting the rhetoric of a cliché commercial “ (11-03-18): 

 

Nanna comes running up the stairs to her apartment.  

Nanna: I am sweating so much. I have just been out running 88km.  

Josephine: But all that sweat and no smell? What is your secret?  

Nanna: I can tell you. My secret is Organic Basic’s Silver Tech line… 

Josephine: That is amazing. 

Nanna: And then it is fucking good to stretch out in.  

Nanna stretches out. She drinks some cola and eats some chips.  

Nanna: Jose, where are you?  

Josephine: I am out her taking a dump.  

Nanna: But, it does not at all smell like shit?  

Josephine: My Silver Tech t-shirt has absorbed all the smell out here. 

 

This video can be argued to contain some unflattering self-elements, as it might not be considered 

“ladylike” to talk about “taking a dump” as a woman. Thus, one might argue, that due to the social 

norms of the society, many would be biased about sharing such a video on social media. 

On the other hand, it can also represent a flattering self-representation, e.g. by being self-ironic when 

making fun of themselves by exaggerating their running performance, eating unhealthy after their 

work out, and by emphasizing their body odours. As previously discovered, this video was by far the 

most commented post within the selected period, and when studying the comments, the users praised 

the hosts for being hilarious. Thus, they appear to receive a great deal of social status by posting such 

content and sharing such self-information. 
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4.3.3.2. Expressing Nervousness 

Lastly, in the DR documentary “Podcasts I Massevis” the hosts can be found to express feelings that 

might be considered unflattering. Here they are about to do a live recording in front of a live audience, 

which they feel very nervous about. Josephine, for example, states “I’m about to cry. I’m so sorry. I 

can’t do this at all. I hate it so much” … “It is totally nerve-wracking” … “I simply must smoke 

before we go on air. That’s for sure” … “My heart is ponding so fucking fast” (11-04-18). Thus, they 

express these feelings, which might also promote genuine self-expressions. 

 

4.3.3.3. Experiencing a Low Self-Worth 

The hosts can often be found to ascribe feelings of self-doubt to external factors. For example, in one 

episode, they talk about social media content, where Josephine states “You obviously see value being 

associated with, e.g. working out, wearing certain clothes, going on certain travels, expensive 

designs, places to live, all this stuff. I am the only one who experiences getting fucking low self-worth 

from this?” (28-04-17). Here Josephine ascribes her self-uncertainty to external factors. Often, the 

hosts tend to undermine, or at least excommunicate, the parts of themselves that are also responsible 

e.g., for their thoughts and actions, and thereby, to over-interpret their own negative self-aspects, 

while perhaps also undermining their own positive self-aspects, which makes them become so 

challenged by this kind of external influence. They also do not recognize that they, for example, spend 

a lot of time on focusing on perfectionism and feelings of low self-worth as being solely problematic, 

which might reinforce this bias on their part.  

 

4.3.3.4. Sum up 

When creating “flattering unflattering” self-representations, the hosts are here argued to appear 

unbiased in their processing of evaluative self-information, as they do not over-interpret the 

consequences of showing, e.g. unappealing or unattractive self-aspects, which according to this trait, 

is an essential part of their authenticity strategy. 

To some extent, they are found to be aware of not always being unbiased in their processing of self-

relevant information, and thus, that they do not always manage to process their thoughts in an 

“objective” way, but instead react by denying, distorting or exaggerating externally evaluative 

information. However, by sometimes being aware of this tendency, they are might still able to be 

perceived as unbiased, as it could appear more biased to be, e.g. perceiving yourself as being 

completely unbiased in your way of processing self-relevant information.  
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4.3.4. Authentic Behaviour 

Wood et al. (2008) refer to the third component of trait authenticity as authentic living, which involves 

behaving according to one’s personal values, goals, and motivations, of which one is aware (Kernis 

& Goldman, 2006). 

 

Behaving authentically can appear to be a straightforward process. For example, if valuing honesty, 

one ought to share honest content. In several ways, the hosts have been argued to do this, e.g. when 

sharing some unflattering self-aspects. However, as we have seen, they receive a lot of social status 

for doing this, which could be a strong incentive to behave in the way they do.  

In the podcast the hosts often talk about the challenging aspects of this trait: to always behave 

according to one’s goals, preferences, and beliefs. For example, when criticizing other influencers for 

creating “perfect” content, Josephine states “The reality that one is let into on social media is perfect 

90% of the time. And I am guilty of this myself. I am totally like that on my personal Instagram. I just 

get so tired of it” (28-04-17). Thus, she admits to also make perfect self-representations online, which 

according to this theory, would make Josephine’s behaviour inauthentic. However, by being aware 

of “not walking the talk” she might compensate for this trait.  

 

4.3.4.1. Becoming Sponsored 

When engaging in a partnership with Organic Basics, they start to get paid to push commercial 

content, which at least to some extent, pressures them to value profit over the freedom, and thus, the 

sincerity of their content, which they associate with quality. How do they navigate this, in a way that 

makes their listeners still perceive them as authentic?  

 

They are found to consistently express certain beliefs, which might make up for this inauthentic 

behaviour. For example, they strive for transparency, and thus, when, e.g. sharing information about 

their income, they might be perceived as open. In the episode “Strøtanker” (08-12-18), Josephine 

shares that they have in between 20-50 thousand downloads per week, but 85 who support them via 

the “10’er” project. She states “And there is no doubt that this is the way one would prefer to go. That 

is the dream scenario. But man, it would take a lot, before… making it financially sustainable” (08-

12-17).  

 

Also, they express “feeling a bad conscious” about having to earn money on the podcast someday 

(28-04-17). They propose an alternative solution to becoming an influencer, by proposing the 
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crowdfunding solution (27-11-17). They highlight that they are aware of the risks of becoming 

sponsored (08-12-17), where they also ask the listeners about how to do it in the best possible way, 

which can be argued to promote an open image of them. They emphasize that they will refuse 

commercial opportunities that did not match their inner interest. 

 

The hosts express a high level of enthusiasm (see section 4.2.1, “Content Associated With Intrinsic 

Sources of Motivations”), when describing Organic Basics and their products. They emphasize their 

shared values (such as their interest in sustainability and female diversity, and thus, they appear to be 

intrinsically motivated about receiving the external influence of Organic Basics, which might help 

them be perceived as authentic. In this way, the hosts might even be interpreted as using Organic 

Basics as a partner to push the content they feel passionate about, e.g. when using their products to 

generate the sharing of “embarrassing” underwear stories, while also gaining audience reach. This 

will be discussed further in the following section. 

 

A few months after becoming sponsored, the hosts are found to talk about their partner as a necessity 

(see section 4.1.3, “Sponsored By Organic Basics”). Here Josephine explains that it has been “really 

difficult to get a sponsor” (11-04-18), and emphasizes that it is also a question of “how picky you can 

allow yourself to be” (11-04-18). Here she also express hope for future crowdfunding “It might be, 

as podcasting is growing in Denmark, that it becomes more like in the US, where there is 

crowdfunding, where it is being financed by your listeners via donations…” (11-04-18), and thus, 

she also continues to describe this as her preferred business model.  

 

4.3.4.2. Sum up 

In several ways, the hosts can be argued to act in a way that seems congruent with their values, and 

thus, they are perhaps perceived as possessing this trait more than many others. The hosts also often 

found to talk about the challenging aspects of behaving according to one’s goals, preferences, and 

beliefs. For example, when engaging in a sponsorship, they start getting paid to push commercial 

content, which at least to some extent, pressures them to value profit over the freedom, and thus, the 

sincerity of their content, which they associate with quality. The way in which they navigate in this 

is by being aware of “not walking the talk”, and thus, a part of their authenticity strategy might involve 

compensating by demonstrating a high level of self-awareness. Additionally, they also express 

motivation intrinsically for receiving external influence, which will be discussed further in the 

following section. 
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4.3.5. Low Acceptance of External Influence 

This component relates to not conforming to other people’s expectations and being good at rejecting 

external influence (Wood et al., 2008).  

 

Fries Before Guys often revolves around not giving in to other people’s expectations, e.g., when 

sharing stories about their “own imperfection” when realizing that they act in ways merely to please 

others, or to attain rewards or avoid punishments. Thus, they express valuing intrinsic motivation. 

 

4.3.5.1. Rebellion Against Perfectionism  

In Steensgaards & Nymand’s (2018) study, they describe the Fries Before Guys podcast as an aim 

towards changing how young women relate to themselves as having to be perfect. Thus, to be a 

rebellion against perfectionism, e.g. by trying to resist excessively high personal standards and overly 

critical self-evaluation. If adopting this view, the hosts could be regarded as “independent thinkers”, 

or at least, more independent than many others.  

In the following statement, Josephine demonstrates an ability to reflect critically upon the external 

influence of social media “A lot of the content I see, when opening Instagram, is somehow 

contributing in maintaining all sorts of negative things, which negatively influences people. In a way 

that is not just inspiring, but also maintain a very stereotype image of how especially women must 

look, and when something is good or bad. You obviously see value being associated with e.g. working 

out, wearing certain clothes, going on certain travels, expensive designs, places to live, all this stuff” 

(28-04-18). This might contribute to this perception of them. 

 

But even when aiming to rebel against this influence, one might notice that they are still become 

influenced by it, e.g. by positioning themselves in opposition to certain standards. Thus, even when 

trying to resist a certain external influence, one is still influenced, e.g. by being affected by the non-

ideal behaviour of others, which therefore also shapes one’s values or ideals. 

 

4.3.5.2. Differentiating From “Other Influencers”  

In the following, I will study how hosts seek to differentiate themselves from certain influences while 

associating themselves with others. As seen with Organic Basics, the hosts can appear intrinsically 

motivated about receiving external influence. But more often, the hosts are found to express their 

feelings of contempt for e.g., other influences, whom they criticize for “lacking social responsibility” 

(28-04-17), “capitalizing on others low self-worth” (08-12-17), and for being “dishonest” (28-04-
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17). Thereby, they seem to preach about “also” making other influencers live up to their social 

responsibility. 

 

For example, the hosts criticize Flora’s Blog for an unpaid internship position she posted (08-12-17). 

They criticize her for “not walking the talk”, e.g., by stating “I felt like: You are cheating me. Do you 

even hold your opinions in reality? When you can think of doing that” (08-12-17). In this episode, 

Josephine repeats “It just had me thinking so much. I have just been thinking so much about us and 

this in relation to us. Well, this influencer stuff. There are so many pitfalls … I just want us to be as 

transparent as at all possible… I just do not want any mistrust to occur from our listeners towards 

us, as I could feel in relation to her … I just want to be open… And I just do not want it to be any 

secret that we, of course, would very much like to earn money of our podcast, but also not at any God 

damn cost … We would like to earn money, but also not at any God Damn cost… Not in that 

influencer-ish way, where you just want to sell something, a product, or a lot of products” (08-12-

17). Thus, it makes her reflect upon their position, while also emphasizing their self-awareness and 

relational orientation.  

 

Lastly, she states “I just want to say out loud that making a podcast is not the same thing as making 

a blog. And that I just need to make clear. That it is not – For me, it is not the same. Or, I don’t 

know… Oh God, I want to be open about, well, that we would like it to be as if you are watching 

television … all of that is journalism that ads pay for … And that is the way we would like to earn 

money…” (08-12-17). Thus,  she differentiates them from the “mistrustful bloggers”, while 

associating herself with the “transparent ad-paid journalists”.  

 

4.3.5.3. Conforming to Commercial Expectations 

When considering the hosts’ collaboration with Organic Basics, the hosts can be found to conform to 

certain “commercial” expectations or norms.  

 

For example, if considering the video commercial “organicbasics takes an honest talk with Fries 

Before Guys” (06-05-18). Here the hosts appear to become challenged in their way of expressing 

themselves, and thus, they seem to make an effort to fit in, in this arena. At the beginning of the video, 

Nanna changes her choice of word from “breasts” to “tits”, and thus, she initially appears to be making 

an effort towards speaking “more properly” than usual, but then she goes back to her normal way of 

speaking. This is repeated later in the video:  
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Nanna: But also, if you are going dancing, then those of us who have some big jars… breast” 

Josephine: Oh my God, you always say “big jars”, “big milk cans” and stuff like that, it is so unsexy! 

Nanna: Sorry, but if you have big breasts, it can be nice to get some hold onto them (06-05-18). 

 

Here Josephine interrupts her and rebukes her for her choice of words for being too “unsexy”. Nanna 

explicitly apologizes, and they both laugh.  

 

Thereby, they suggest that it is a goal for them to stage a sexy self-representation, which they 

apologize for not living up to. Usually, they describe themselves as feminists, and thus, aim to rebel 

against the objectified and sexualized representations of women, which frequently occurs e.g. in 

commercial contexts. One might, therefore, argue that they usually strive to confine this kind of sexy 

self-representation. But in this example, they aim to be a part of this narrative,  e.g. by speaking in a 

sexy way.  

 

Josephine also becomes uncertain about her way expressing herself, e.g. when being asked about 

panties, where she states “All the way up to the belly button. Even if that means…” She draws a 

“camel toe” in the air, and laughs “I don’t even know if I’m allowed to say that!” (06-05-18). 

She also comments this post by writing “@nay.ruby my breasts are beyond huge 😂” (josehinekuhn, 

06-05-18), and thus, she also appears to become self-conscious about her appearance in this video. 

The hosts do therefore appear to become very self-conscious (e.g., when correcting their ways of 

communicating), which make them appear e.g. nervous about being inappropriate, or concerned about 

fitting in. According to this perspective, this could therefore be argued to hurt their level of perceived 

authenticity. But this will be challenged in the discussion of this paper, as the comments of this post 

indicate otherwise.  

 

4.3.5.4. Sum up 

The podcast can be argued to be an example of rebelling against perfectionism and as an effort 

towards resisting this type of external influence, e.g. by focusing on how to break free of excessively 

high personal standards and overly critical self-evaluation. Thus, the hosts might be perceived as 

“independent thinkers”, or perhaps just more independent than many others.  

In this section, the notion of “refusing external influence” was challenged, as the hosts were also 

found to be influenced when aiming to rebel against certain ideals, and other times, to appear 

intrinsically motivated about e.g. receiving inspiration. 



Page 66 of 84 

In a commercial context, when collaborating with Organic Basics, the hosts were found to become 

self-conscious and uncertain about themselves, and thus, they seemed eager about conforming or 

fitting in, to Organic Basic’s expectations. According to this theory, this is argued to harm the way 

in which they are perceived as authentic. However, their self-awareness trait might again compensate 

for this “lacking” trait component. 

 

4.3.6. Sum up: Trait Authenticity Strategy 

Wood et al. (2008) and Kernis & Goldman (2006) suggests that authenticity can be broken down into 

five separate but interrelated components, which has been analyzed in this section. The main findings 

have continuously been summarized. You can see an overview of the main conclusions in Table 5.3.6 

(see next page). 
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Table 4.3.6. Sum up: Trait Authenticity Strategy 

 

Trait Authenticity Yes No 

Relational 
Orientation 

 

Yes, (a) by being explicit about striving 
for, e.g. honesty and transparency, and 
(b) by sharing unflattering self-aspects, 
which promotes genuine self-
expressions, and (c) by adopting an open 
communication style when 
communicating with their followers and 
listeners. 

No, (a) by describing that they, e.g. aim 
to “seem” credible (rather than being it), 
and (b) by valuing profit and self-
interest over, e.g. the sincerity of their 
content. 

Self-Awareness 

Yes, (a) by being appearing confident 
about their preferences, and (b) 
consistently expressing certain beliefs, 
such as the importance of how and why 
people are staging perfect self-
representations, and lastly (c) by being 
aware that they do not possess all traits 
of this analysis. Together this makes 
them represent an integrated self-image, 
which is grounded in these strong self-
beliefs. 

No, (a) by not being aware that their 
preferences do not necessarily represent 
the “right” or “true” values; and (b) by 
not being aware of the ways in which 
e.g. perfect self-representations can also 
be constructive, and (c) by being biased 
about the belief that they aim for 
unconditional self-acceptance, as they 
are not found to aim for the 
embracement of “the whole” human 
being. 

Unbiased 
Processing 

Yes, (a) by sharing unflattering self-
representations, the hosts can be argued 
to appear unbiased in their processing of 
self-evaluative information, as they do 
not overinterpret the consequences of 
showing unattractive self-aspects. 

No, by (a) being aware of some of their 
biases, which might yet make them 
appear less biased, and (b) by over-
ascribing feelings of self-failure to 
external influence and 

Authentic 
Behaviour 

Yes, by (a) striving for openness and 
then sharing information about their 
income, and (b) striving for honesty and 
then sharing “unflattering” self-aspects, 
(c) appearing intrinsically motivated 
about receiving external influence. 

No, by (a) striving for honest and 
sincere information sharing and then 
being paid to push commercial content, 
(b) by aiming to resist “perfect self-
representations” and then privately 
staging it anyway, (c) compensating for 
“not walking the talk” by promoting 
their high level of self-awareness trait. 

Low Acceptance of 
External Influence 

Yes, by (a) aiming to rebel against 
excessively high personal standards and 
overly critical self-evaluations with the 
podcast, (b) differentiating themselves 
from “other influencers”, while (c) being 
intrinsically motivated about receiving 
e.g. inspiration by others. 

No, by (a) still being influenced also 
when aiming to refuse certain influence, 
and (b) by conforming to Organic 
Basics’ expectations e.g. by correcting 
their own ways of talking, and thus, (b) 
by becoming self-conscious and self-
doubting within this context. 
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4.4. Personal Brand Authenticity Strategies  

In this section, I will consider Audrezet et al.’s (2018) model, which propose four different 

authenticity strategies to guide brand partnerships. Thus, I aim to study the extent to which this theory 

can help explain why the hosts are perceived as authentic, and also, to touch upon certain risks that 

the hosts perhaps ought to be aware of, when using their current authenticity strategies. 

 

4.4.1. Moving From Absolute Authenticity to Fairytale Authenticity 

When reflecting upon Audrezet et al.’s (2018) matrix in relation to the findings of this paper, the 

hosts could have started out with a genuine intrinsic motivation, where they applied “absolute 

authentic management” (Audrezet et al., 2018), when producing the podcast as a hobby.  

Then, they were tempted to accept the partnership with Organic Basics, which they did not feel 

equally as passionate about, e.g. when reflecting upon their earlier statements about “selling products” 

(see section 4.2.5.2, “Differentiating From Other Influencers”). Thereby, they moved towards the 

naive “Fairytale Authenticity Strategy”, which they can be argued to follow today, e.g. by more or 

less continually expressing high arousal positive emotions in their online communication. 

 

One might find it impossible to constantly express such feelings while also being constantly 

transparent. This path, therefore, involves the risk of being perceived as exaggerated by external 

parties. It also indicates that the hosts might not find this strategy inherently satisfying, which can 

also damage their authenticity in the long term. 

As regulations become more demanding, there will be a stronger call for differentiating sponsored 

from non-sponsored content, and thus, an increased demand for transparency. The hosts could, 

therefore, be advised to be more transparent. Audrezet et al. (2018) urge influencers to give full 

information about the products, their opinions, and their partnerships, as it can help them manage 

their transparent authenticity. The rules can might even help influencers manage these aspects of their 

authenticity. Audrezet et al. (2018) suggests that one way of complying with these expectations is to 

apply a disclosure policy systematically to all content, and thereby to be explicit across various 

platforms, rather than passively waiting for new rules to be enforced, which can help them build a 

trustable profile.  
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The hosts has been found to emphasize, e.g., openness, which might help explain why they are 

perceived as transparent authentic, also according to Audrezet et al.’s perspective. However, they do 

not communicate about this value in direct relation to Organic Basics. Maybe because they are afraid 

of drawing attention to other aspects of their “authenticity”, which could be called into question.  

 

Also, they do not share information about the contractual terms of their partnership, and thus, they 

do not specify what is contractually and legally required of them. These terms are only mentioned, as 

explained in section 4.1.3 “Sponsored By Organic Basics”, when the TV-reporter Louise Wolff  

ascertains that “Organic Basics” now must be said in each of their episodes  (11-04-18), which could 

call their transparent authenticity into question. However, no evidence in this case suggests that the 

users perceive them in a less transparent authentic way. 

 

4.4.2. Achieving Absolute Authenticity By Expressing Emotions 

By proposing this model, Audrezet et al. (2018) claim to complement past research by bridging the 

two streams of research, which relates to passion and transparency. But when reflecting upon the 

philosophical perspectives presented in the literature review of this paper (see section 2.2.1, 

“Philosophical Perspective”), it has historically been considered sincere to express one’s true 

emotions (vs. being manipulative by expressing “fake” feelings).  

 

Thereby, an influencer might manage to be perceived as authentic by convincing people that they are 

truly feel the emotions that they are express. Thus, the hosts might be argued to follow the path of 

“Absolute Authenticity” by expressing a lot of high arousal positive emotions (see section 4.2.1, 

“Content Associated With Intrinsic Sources Of Motivations), in a way that is considered trustworthy, 

which supports the image of them as being sincere.  
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5. Discussion 
 

5.1. Reflections on Main Findings   

 

5.1.1. Achieving Authenticity by Downplaying and Emphasizing Different Needs  

The findings of this study suggest that Maslow’s model can be used as an authenticity strategy for 

being perceived as authentic. The need for self-actualization has in this thesis been found to be an 

essential part of the hosts’ communication, which contributes to making them perceived as authentic. 

Thus, it empirically supports that self-actualization can still be considered a core need, which is 

important to emphasize in one’s communication if aiming to be perceived as authentic. Up until 

today, the hierarchy of needs is a widely used model, and thus, it has likely shaped and influenced 

what is today associated with authenticity. Self-actualization can therefore still be considered an 

integrated part of the narrative that exists around authenticity. Also, if considering, for example, the 

trait authenticity perspective, the authentic person is characterized as, e.g. having a low acceptance 

of external influence, which can be argued to reflect the same view of authenticity as Maslow (1943), 

who categorizes our ability to connect with other people as a third tier need, while placing the 

individual’s innate growth potential at the top of his theory. Thereby, he does not conceptualize social 

connection as a fundamental driving force for human behaviour. 

 

Besides emphasizing their growth-oriented needs, the hosts are also found to downplay their basic 

needs when communicating about e.g. their physiological and safety-related needs. This thesis, 

therefore, might add to Maslow’s theory that being perceived as authentic also requires downplaying 

one’s lower needs. Maslow (1943) did not argue that self-actualization involved apologizing for the 

needs of the lower levels. Instead, he claimed that other peoples’ opinions would no longer motivate 

the self-actualized person. In this case, however, the hosts appear very concerned about being 

perceived as e.g. selling out because of their interest in profit, and thus, he might not characterize 

them as being truly self-actualized. Communicating in ways that make the hosts appear authentic may 

therefore also mean communicating in ways that make them downplay basic needs for the sake of 

appearance, which points to a paradox, as this could be considered inauthentic.  

 

The hosts were found to describe Organic Basics as a necessity in one context (11-04-18), while 

speaking passionately about them as partners in their sponsored posts (see section 4.2.1.2 – 4.2.1.3, 

“Organic Basics Commercials – and Compeititons”), and thus, they might feel differently about them 
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in these various moments, or they might change how they speak about them, depending on what they 

think others want to hear. Thus, they might be found to emphasize different needs depending on the 

context, or to gradually change one’s framing, e.g. by initially describing one’s sponsor as an 

economic necessity, and then, slowly start describing them as a pleasant partner, who they enjoy 

collaborating with. Thus, it might be a strategy to emphasize the lower levels of Maslow’s model 

initially, and then to start highlighting the higher needs during the collaboration process, if aiming to 

be perceived as authentic. 

 

It was found problematic to make a clear distinction between the different needs, as it was found 

difficult to know whether the hosts’ decisions were e.g. based on the need of self-actualization or 

self-esteem. Do they, for example, write for the sake of writing, take pictures for the sake of their 

memory. Why then publish this content? For the sake of sharing? Often, they were found to express 

feelings that reflected several interrelated needs, which might suggest that several needs can govern 

a person’s motivation at the same time. This challenges the hierarchical structure of Maslow’s 

pyramid model, and the ranking of needs, and thus, also the simple and intuitively appealing aspects 

of the model. 

 

Lastly, if considering, for example, Audrezet et al. (2018), who argue that individuals “cannot ignore 

their moral obligation of integrity nor their inner desires” (Audrezet et al., 2018, p. 9). They can also 

be found to emphasize the higher levels of Maslow’s model, by stressing the importance of ensuring 

“an inner satisfaction” by collaborating with brands that influencers must feel passionate about. Here 

they also mention the influencers’ “moral obligation”, which revolves around a highly individualistic 

perspective, as also touched upon earlier in this section. However, by writing this paper, I therefore 

also contribute to this narrative, e.g. by emphasizing that certain needs are “more essential” than, e.g. 

the basic needs of this model when studying authenticity strategies.  

 

5.1.2. Not Living Up To All Traits  

The findings of this study empirically supports the traits: relational orientation, self-awareness, 

unbiased processing, authentic behaviour and low acceptance of external influence were found to 

characterize the hosts of this case to some extent (see Table 4.3.6, “Sum up: Trait Authenticity 

Strategy), and thus, that they contribute in making them perceived as authentic. Not all traits were 

found to be equally prominent, and they were often found to be problematic to evaluate without 

comparing them to other findings in their surroundings, which suggests that authenticity is sensitive 
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to context. The hosts’ self-awareness and relational orientations were found to be among their most 

obvious traits, and thus, this study might add to the theory by proposing that certain traits can 

compensate for other traits that are less prominent, which raises some new questions, such as e.g. the 

number of traits that one needs to live up to in order to be perceived as authentic? Perhaps some traits 

are more critical than others, which can explain how the hosts of this case are still perceived as 

authentic, despite not living fully up to all five criteria. Such questions provides opportunities for 

future research.  

 

Questions were raised concerning the “Low Acceptance of External Influence” trait, as its meaning 

has been difficult to grasp, as it was, for example, found not to be about necessarily refusing external 

influence. However, according to this perspective, the hosts’ high acceptance of external influence 

would often be argued to harm their trait authenticity.  

 

As seen, the trait Low Acceptance of External Influence was challenges in this paper. If considering 

the example of the Organic Basics commercial, where the hosts can be argued to “act out of 

character”, e.g., by apologizing for being unsexy in their way of expressing themselves (06-05-18), 

where they usually stress the importance of, e.g. resisting excessively high personal standards and 

overly critical self-evaluation. Thus, they were argued to conform to Organic Basics’ expectations. 

 

However, instead of being criticized for this behaviour, a user for example comments “Haha! So 

great that Nanna sits and really tries to find a nicer way to say “gathered tits”… however ends up 

thinking fuck that shit and says it as it is! You two are such liberating honest and amazing women” 

(annaralkov, 06-05-18), to which the hosts reply  “Hahaha we can reveal that the worst phrases have 

been cut out. See you soon, wonderful Anna!” (friesb4guyspodcast, 06-05-18). “Haha too bad! I 

would have loved to have heard that. Yes, we do, and I am looking so much forward to it” (annaralkov, 

06-05-18). Despite also being informed that the video is also censored, the user still praise the hosts. 

Thus, in this user’s view, they still resist external influence, despite evidence available that shows the 

opposite.  

 

This example confirms that authenticity is sensitive to context. The hosts are perhaps perceived as 

more independent, honest and overall authentic than many the majority. Trait authenticity therefore 

depend on external standards, which makes it difficult to conceptualize authenticity as a stable 

individual difference, such that some persons are consistently more authentic than others.  
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The hosts were found to strive for the traits of this perspective, which indicates that they aim to live 

up to the criteria indicative of authenticity.  

In Steensgaard & Nymand (2018), they write “To further reinforce the pressure of being perfect, the 

discourse implies that young women should not struggle to perform, as they should be authentically 

perfect. If they struggle, they should not show it to the world” (Stensgaard & Nymand, 2018, p. 42).  

Thus, when the hosts promote these traits as principles worth aiming for, they also reinforce this kind 

of pressure on young women, and thus, they urge women to live to being authentically perfect. 

 

These traits were not found possible to consistently live up to, and people can are therefore unlikely 

live up to their “ideal self”, if evaluating themselves according to these ideals. This perspective 

therefore might contribute to feelings of inauthenticity, as it has been found to arise from the failure 

of meeting one’s own standards, “a value-behaviour violation” (Lenton, Slabu, et al., 2013, p. 287).  

 

Authenticity might also require more than “rationally” possessing these traits. People often argue that 

they can sense if something is “off”, e.g. if others are “trying to hard”, and thus, they might pick up 

on cue that, e.g., detect whether people feel intrinsically motivated. Thus, in future research, it might 

be relevant to explore how online users use their intuition when evaluating others’ authenticity.  

 

5.1.3. Feeling Authentic is Being Authentic or Vice Versa?  

In this paper, I touch upon the correlation between the state and trait perspective of authenticity, 

which can be considered two sides of the same coin, as they both revolve around “positive ambiance”, 

either as an input or as an output.  

 

The findings of this paper confirms that the distinction between trait and state authenticity is useful, 

as prescriptions regarding what should make people feel authentic might lead them towards what 

Audrezet et al. (2018) refers to as the path of “Fake Authenticity”, e.g., by expressing positive 

ambiance, regardless of the feelings one actually feel.  

 

The hosts were praised by its community for certain behaviours, which was argued likely to give rise 

to state authenticity. However, it could also give rise to inauthenticity, by making the hosts feel 

inclined to live up to certain expectations and the norms, and thus, to become extrinsically motivated 

about receiving a social status from their community, e.g. by delivering certain content, posting more 
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commercial or professional content, or expressing high arousal positive emotions, or being self-

ironic, which reflected the most liked and commented types of content.  

 

This also touches upon the core aspect of SDT by Ryan & Deci (2006), which is the distinction 

between intrinsic and extrinsic motivation. These concepts become increasingly difficult to 

distinguish from one another as we touch upon situations that might foster ambiguous or vague 

feelings. Feelings can, therefore, be difficult to interpret, which reflects the complexity of the 

emotional dimension of authenticity. At the same time, this also appears to be at the centre of 

navigating within the tension field of authenticity.  

 

Lenton et al. (2013) found that negative emotions yield negative self-thoughts, while positive 

emotions help people recall more positive self-thoughts. If feelings are tricky to interpret, this can 

foster a systematic biased processing of self-relevant information, which can lead to misinterpreted 

knowledge. Thereby people might feel inclined to either categorize themselves as their “ideal” or 

“non-ideal” self and thus, their “authentic” or “non-authentic” self. 

Lenton and colleagues argue that emotions are central to the experience of (in)authenticity. This is 

what makes people eager to seek authenticity and to avoid inauthenticity, as state authenticity feels 

relatively good, and state inauthenticity feels relatively bad. Lenton et al. (2013) touches upon the 

role of thoughts, which I believe is particularly important when evaluating feelings as information, 

as it is important not to over-emphasize feelings as self-relevant information, as this can create a 

vicious cycle. Therefore, it is important that people to not over-interpret the importance of emotions 

as information, either.  

 

 

5.2. Limitations 

This section aims to provide the limitations of this study. As touched upon earlier (see section 3.1.2 

- 3.1.3, “Qualitative Validity and Reliability”), as with any method, there are limitations when using 

netnography for research. Alvesson & Sköldberg (2000) contend that there are four reflective 

orientations in which social science researchers should be engaged in, which include the following. 

 

The first level of reflexivity relates to “systematics and techniques in research procedures” (Alvesson 

& Sköldberg, 2000, p. 7). When applying the method of netnography, the volume of data is 

problematic, even in this study, which was limited to the “Fries Before Guys” groups on Facebook 
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and Instagram, as it would not have been possible to capture all previous interactions within these 

groups, as it would not have been realistically possible for a thorough analysis within the given 

timeframe. Also, this study builds on a single online community, while there are dozens of different 

platforms and communities to explore. The expansive nature of these fields makes it impossible to 

comprehend in a single study. However, this study could have been strengthened by comparing and 

contrasting its findings with other authentic online communities.  

By its nature, this study was restricted to online communication. The results could have been different 

if it had included both online and offline communication. There are also concerns regarding the 

quality of the data material, as all information on the Internet cannot be trusted. 

Netnography can also be used in combination with other methods as a part of a bigger study, and 

thus, I am aware that different methodological choices could have reshaped the process as well as the 

result of this study. This will be elaborated in “Future Research” (see section 5.3). 

 

Secondly, there is the “clarification of the primary of interpretation” (Alvesson & Sköldberg, 2000, 

p. 7), which encourage the researcher to be aware of the theory and other elements of pre-

understandings that in some way determine our interpretations and representations of the object of 

study. The findings of this study have been interpreted by using different theoretical perspectives on 

authenticity, and thus, I am also aware that different theoretical choices could have reshaped the result 

of this study. Different theoretical approaches were discussed in the literature review, which could 

have been applied to explore various aspects of the phenomenon of online authenticity.  

All findings of this study were based on a single researcher’s observations, and thus, they were 

vulnerable to bias (see also section 3.1.2 - 3.1.3, “Qualitative Validity and Reliability”). 

 

Alvesson & Sköldberg (2000) describe social science as a  social phenomenon, which is embedded 

in a political and ethical context. They write “What is explored and how it is explored can hardly 

avoid either supporting or reproducing or challenging existing social conditions” (Alvesson & 

Sköldberg, 2000, p. 8). Thus, they urge researchers to be aware of the political-ideological character 

of research, as some interests are favoured and disfavoured depending on the question being asked, 

or not asked. The interpretations made in this study are therefore not neutral but are a part of certain 

political and ideological conditions, which for example contribute to the narrative of authenticity as 

being something positive, as well as manageable to some extent.  
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Lastly, they advise researcher to reflect upon the problem of representation and authority. They 

explain that postmodernism decouples the text from any external reality, and thus, that the text lacks 

any reference to anything outside itself. All information of this analysis is available online, and can, 

therefore, be accessed by external parties.  

 

 

5.3. Future Research 

 

5.3.1. The Subjective Perspective of the Influencers and the Online Users 

A natural next step would be to conduct interviews with the hosts of the podcast, to also include their 

subjective experiences of authenticity, e.g. when producing different kinds of content, also in their 

collaboration with Organic Basics. Similarly, it would also be interesting to compare the findings of 

this paper, when the subjective views of other key stakeholders, such as the online users of the 

community, e.g. by studying whether they even perceive the selected posts and episodes as authentic, 

and if they do, which parts and why according to their view? This could also allow for an exploration 

of their perception of Fries Before Guys’ online vs. offline communication. Similarly,  it would also 

be interesting to study whether the users perceive specific content or posts as more authentic than 

other, e.g. by comparing content that contains high arousal vs. low arousal expressions. 

 

5.3.2. Adopting a Brand Perspective on Influencer Partnerships  

In this paper I adopt the perspective of influencers, and thus, it might be relevant to also study the 

tensions of brand-influencer collaborations from a brand perspective. Marketers has been found to 

play an important role in terms of allowing room, or providing the scope, for passionate and 

transparent authenticity to emerge, when using influencers as a way to complement traditional 

branding communication by serving as “an embodied presentation of their personal tastes and 

clothing choices” (Audrezet et al., 2018, p. 1). In this way, they can help foster an enhanced trust 

between the influencer and their followers by allowing them to provide informed and fact-based 

opinions. By being attentive to the influencer’s interests, the marketer could also become better 

capable of avoiding purely opportunistic behaviours. 

 

5.3.3. Alternative Strategies: The Construction of Online Narratives 

Not one negative comment was found in this case. In some ways, it seemed like the hosts could do 

almost anything and still be perceived as authentic by the users of the community, almost as if they 
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had celebrity status. The users could be found to support the narrative that was also being told in 

Steensgaard & Nymand’s paper (2018), about Fries Before Guys “rebelling” against perfectionism. 

Thus, they might contribute in creating a story about, e.g.,  the ways in which the hosts promote 

healthy ways for young women to relate to themselves. It might therefore also be interesting to study 

what narratives are constructed across the various online platforms, as this could also be an interesting 

perspective on authenticity strategy.  

 

6. Conclusion 
This final chapter is dedicated to present the result of the analysis by summarizing the findings and 

providing answers to the research question in connection to the theoretical frameworks. The purpose 

of this study has been to explore different authenticity strategies by answering:  

 

What strategies do Fries Before Guys use to maintain their brand authenticity in their 

communication, mainly on Facebook and Instagram? 

 

With the exponential development of influencer marketing, it is necessary to deepen the 

understanding of influencers’ authenticity management, as well as the tensions they might face when 

collaborating with commercial partners. In this paper, this was done by applying a netnographic 

method to analyse the online community of Fries Before Guys, which was used to gain meaningful 

insights about the perception, and human experience, of authenticity in this online setting.  

 

Three authenticity strategies emerged from this study, which has been summarized in Table 6: 

Conclusion (see next page). Strategy 1 and 3 mainly revolves around techniques to project an 

authentic self-representation to external parties (e.g. followers and marketers), while Strategy 2 aims 

to help influencers craft and manage authenticity on a personal level, while it was also found to 

support the image of them as being intrinsically motivated, and thus, the perception of them as being 

authentic. The influencers of this case, the two podcast hosts, were found to navigate within the 

tension field of authenticity by following these identified strategies. These findings can therefore 

offer guidance on how to build beneficial relationships in brand-influencer collaborations, while also 

protecting influencers’ personal authenticity in these commercial partnerships. 
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Table 6: Conclusion 

 

 
Strategy 1 

 

The first strategy involved downplaying the basic needs of Maslow’s 
hierarchical model of needs, while emphasizing the higher levels, in order to 
be perceived as authentic. 

 
Strategy 2 

 

The second strategy aimed to craft authenticity for the influencer, and thus, 
by considering affect as an input to state authenticity, this strategy involved 
(a) choosing a brand partner whom the influencer share certain goals and 
values with, and (b) engaging within a community that give rise to feelings 
of authenticity for the influencer, e.g. by fulfilling their psychological needs 
and making them likely to perceive themselves as their “ideal self”, and their 
behaviour as “well-adjusted”.  

 

This strategy also linked to brand authenticity, as the influencer was likely to 
be perceived as intrinsically motivated when communicating passionately, 
e.g. by expressing a lot of high arousal positive emotion, and thus, to also be 
perceived as authentic.  

 
Strategy 3 

 

Lastly, by considering positive affect as an output of authenticity, the third 
authenticity strategy revealed that an influencer did not need to live up to all 
personality traits of the Trait Authenticity perspective in order to be 
perceived as authentic. Instead, this study shows that possessing e.g. a high 
level of (a) self-awareness and (b) relational orientation is sufficient enough 
to make the influencers of this case perceived as authentic. These results 
offer guidance for both influencers and marketers on how to build 
relationships while also protecting the influencers’ authenticity. 
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