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Abstract 
 

The social networking site Instagram is a steadily growing community with increasing numbers of 

consumers that use its possibilities for self-expression and communication. As it is one of the most 

popular social networking sites, also brands are represented with profiles on Instagram to get in touch 

with customers. To increase the success of brands on Instagram, the actual drivers of consumers to 

follow a brand need to be identified.  

Hence, the purpose of this thesis is to discover the underlying desires of Instagram consumers to follow 

brands on this social networking site. Thereby, focus is given on exploring experiences and the feelings 

of desire of Instagram users as well as how brands on Instagram can facilitate the extension of the 

consumer’s self. Based on an interpretive, qualitative research approach, ten interviews were conducted. 

This investigated research study consists of female German consumers, aged between 18 and 29.  

The findings indicate that the desire to follow brands on Instagram develops on the one hand from a 

desire for self-extension. Consumers follow brands to define themselves, to present themselves, or to 

conserve their personal memories on Instagram which ultimately leads to an extension of the consumer’s 

self. On the other hand, consumers follow brands on Instagram to satisfy occurring feelings of desire. 

These feelings are the desire for inaccessibility, otherness, and sociality. The findings are interesting for 

marketers, since they provide an understanding of consumer consumption behavior and how to 

effectively approach consumers with marketing activities on Instagram. 
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1. Introduction  

 

Today’s digitalized society offers many new ways for consumers to get in touch and communicate with 

brands. In the context of social media, Instagram receives much attention from consumers as well as 

companies. The mobile application has over 400 million active users (Joseph, 2015) that upload over 

80 million photos daily (Instagram, 2016a). Hence, Instagram is playing an increasing role in the 

marketing strategy of companies, since it has for example 50 times the engagement rate over Facebook 

(Munro, 2015). Already in 2013, even more than 22% of the ‘Fortune 500’ companies used an active 

Instagram account (TrackMaven, 2013). Currently, even 85% among top brands adopt Instagram which 

shows the importance of this platform as a social media channel (Shively, 2015).  

Although there exists already a lot of scientific expertise about social media, there is so far little known 

about Instagram from a research perspective (Hu, Manikonda and Kambhampati, 2014). Thus, 

identifying the underlying desires of brand followers on Instagram, might help marketers to derive future 

actions for their social media marketing strategy and thus gain more followers on Instagram among their 

target group as well as improve the brand awareness and brand engagement. Hence, the purpose of this 

thesis is to improve the understanding of the desires of consumers that follow a brand on the social 

networking site Instagram. 

Consumer desire is anticipated as a passion for creating a meaning in life by forming consumption 

fantasies and possession imaginations of goods while anything could become a desired object (Belk, 

Ger and Askegaard, 2003). Moreover, prior work suggest that consumers willingly overserve 

consumption for example by television viewing, internet surfing, window-shopping or even the 

consumption of others (Belk, 2001, Belk and Güliz, 1997). Since Instagram is related to internet surfing 

and the observation of consumption by scrolling from picture to picture and following multiple profiles, 

it is a tool to willingly observe consumption and desired objects online, too. Belk et al. (2003) identified 

within their studies the three specific feelings of otherness, sociality, and inaccessibility which are 

attached to the experience of desire. Therefore, this thesis tests with the conducted research study if 

brand followers on Instagram are attached to these feelings and thus to the experience of desire. 

To study the underlying desires of consumers on Instagram, the concept of self-extension is outlined as 

well. According to Belk (2012), digital technologies change the perception of the self, possessions and 

the extended self. Instagram and other social networking sites offer consumers many possibilities to 

communicate and compare their possessions in an easy way as a part of their daily life (Belk, 2013). 

Possessions are utilized to define and present the individual as well as to keep memories and feelings 

alive which leads to an extension of the self (Belk, 1988; Sartre, 1943). It is anticipated that these three 
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functions apply when consumers follow a brand on Instagram, too. Moreover, Belk (1988) identified 

three processes that develop objects into a part of the extended self. These processes will be analyzed 

within the research study as well. 

To analyze this problem statement, the applied research-method will be qualitative interviews as 

suggested by Østergaard and Jantzen (2000), since this thesis is based on the consumer research 

perspective. Thus, the consumers can explain in detail their experiences and emotions with a brand they 

follow on Instagram. 

 

Problem Statement 

 

As described above, the social media platform Instagram is a steadily growing community with 

increasing numbers of users as well as brand profiles. Not only the community is growing but multiple 

forecast show also that Instagram is becoming a more and more important brand touchpoint for 

consumers (Emarketer, 2015; TrackMaven, 2013). Hence, an increasing amount of companies tries to 

connect via Instagram with their consumers (Shively, 2015). Thus, it seems to be interesting to examine 

what actually drives the consumer to follow brands on Instagram. Identifying especially the underlying 

desires of Instagram users might help marketers to derive future actions for their social media marketing 

strategy. Therefore, this thesis examines following research question: 

 

What are the consumer desires to follow brands on the social networking site Instagram? 

 

Additionally, the three following sub questions assist for the research to answer the problem statement: 

 Does the consumer seek for new experiences by using Instagram?  

 Which feelings of desire is the consumer attached to by following a brand on Instagram?  

 Does following a brand on Instagram support the self-extension of consumers?  
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Structural Composition  

 

In order to ease and guide the reading of the thesis, this section provides an overview of its structural 

composition. This master thesis contains 5 chapters.  

The first chapter provides a general introduction to the field of interest and explains the identified 

research question as well as the related sub-questions. The chapter concludes with the delimitations of 

the thesis. 

In the second chapter, an introduction to the methodology is presented. It outlines the philosophical 

consideration for this research and explains the used methods in order to answer the research questions. 

After explaining the explorative research method, the data gathering process by qualitative interviews 

is introduced. 

The third chapter provides an overview of the relevant theories to answer the three sub-questions 

mentioned within the problem statement. At first, the overall meaning of brand is defined which is 

followed by an explanation of the term social media. Thereafter, relevant consumer behavior theories 

are introduced which facilitate to answer the research question. Thus, an introduction into the theory of 

consumption perspectives, the theory of consumer desire, possessions and the extended-self is provided 

in chapter three. 

The fourth chapter outlines the interpretive findings of the analysis of the conducted interviews. This 

chapter reflects the themes and categories which were found in the interviews. 

The final chapter five reflects the findings and provides a conclusion of the research study of this master 

thesis. Here, the answers to the research question are given as well as managerial implications and 

suggestions for future research in this field of study. 

 

Delimitations  

 

In order to improve the applicability of the findings, this thesis establishes delimitations to narrow its 

scope. The delimitations concern the scope of the thesis, the theoretical foundation and the empirical 

data of the analysis. 

Since the chosen field of research is quite new, literature on an academic level concerning consumer 

behavior on Instagram is very limited. Hence, this lack has been complemented with recent articles and 

publications on social media marketing. 
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The focus of the thesis lies on the social media networking site Instagram as mentioned in the research 

questions. Thus, a comparison of consumer preferences in regard to brands on other social media sites 

is excluded. Nevertheless, there is a brief introduction of other social media platforms to contribute to 

the reader's understanding of social media and the position of Instagram in the market. 

Furthermore, the scope of the thesis is delimited in regard to Instagram. According to the brand 

definition of Kotler and Keller (2012), everything can be a brand. Instagram, as a social networking site, 

contains profiles of private people, celebrities, bloggers, companies and even pets that became famous 

through Instagram. Each profile is a possibility for people to brand themselves. Due to the scope of the 

thesis, the focus of the research is narrowed on brands of consumption goods and thus excludes 

Instagram profiles of human beings like celebrities and bloggers. 

Furthermore, it was chosen to delimit the scope of the research especially on Instagram photos. Although 

the features of Instagram contain the upload of photos as well as short videos, this decision is justified 

by the fact that the majority of the uploaded content on Instagram are photos which generate even a 

higher engagement rate than videos (Hitz, 2015).  

Moreover, Instagram is a globally used social networking platform. Hence, people with different cultural 

backgrounds use this networking site. These cultural differences might affect the results of the research 

study. Therefore, this thesis limits its research especially on German users to ensure a high reliability of 

the results. 

Additionally, there is a multitude of active user segments on Instagram with different behavioral 

patterns. Indeed, women use social media much more than men to stay informed about brands, comment 

on them and access deals and promotions from brands (Vermeren, 2015). On Instagram, the most 

frequent user segment are women aged between 18 and 29 years, according to Brenner and Duggan 

(2013). Due to the different consumer segments on Instagram, the chosen segment of this research study 

is delimited on German females aged between 18 and 29 years. The focus on this specific consumer 

segment will moreover facilitate the reliability of the findings. 
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2. Methodology 

  

In this chapter, the methodology of the thesis will be introduced and elaborated. The purpose of the 

thesis is to identify the underlying desires of consumers to follow a brand profile on Instagram. The first 

part of this chapter explains the research philosophy and its ontological and epistemological 

considerations. Thereafter, the research approach is elaborated as well as the research strategy and 

methods. Finally, semi-structured interviews as a qualitative method for data collection are presented 

and introduced as the chosen method to conduct the research. This chapter closes with a discussion about 

the research quality in regard to validity and reliability. 

 

Research Philosophy  

 

According to Saunders, Lewis and Thornhill (2009), the choice of a research philosophy reflects on how 

knowledge is developed by researchers. The chosen assumptions about how research is developed does 

influence the research process (Bryman, 2015). The research philosophies are distinguished into the two 

research assumptions which determine how researchers develop new knowledge: ontology and 

epistemology (Saunders et al., 2009).  

Ontology expresses assumptions about how the nature of reality is seen and what the world is like 

(Saunders et al., 2009). Ontology distinguishes between two positions which are objectivism and 

constructivism. Within objectivism, social phenomena and social entities are interpreted as objective 

and independent of social actors. Constructivism on the other side describes an ontological position 

where social phenomena are produced and are in a continually state of change by social interactions 

(Bryman and Bell, 2015).  

Epistemology describes the assumption on how to study the social world and how to produce acceptable 

knowledge. Interpretivism and positivism can be named as two areas of focus of the epistemological 

philosophy (Saunders, Lewis and Thornhill, 2009). Positivism aims to collect facts and law-like 

regularities by observing the reality. In contrast, interpretivism implies a not observable, subjective 

reality where the social world can just be understood by the eyes of the beholder 

(Bryman and Bell, 2015, Saunders at al., 2009). This philosophy assumes that individuals create a 

meaning into their social reality and into their individual behavior. Thus, the reality is socially 

constructed and focuses on the meanings assigned to things by individuals (Saunders et al., 2009). 

Hence, researchers try to understand human behavior and the subjective meaning of social actions 

(Bryman and Bell, 2015).     



 

 

12 

 

In regard to the purpose of this thesis, which is to analyze the desires of consumers on brand profiles on 

Instagram, it is necessary to investigate the subjective perception of Instagram users about brands as 

well as what impact the brand profiles have for the user. In addition, it can be assumed that brand 

followers on Instagram have different feelings, opinions and meanings towards the brands they follow. 

Thus, there is not one objective view on social reality.  

Hence, epistemology and in particular interpretivism is the most appropriate research philosophy. This 

results from the fact that Instagram is a social network and therefore part of the social world of the 

consumer. Hence, interpretivism seems to match well with the idea of social media. In fact, social media 

can be interpreted as a social construct of the reality consumers’ life in. On Instagram, users connect 

and share their photos and subjective opinions and hence also influencing other's view on the reality. 

Therefore, also the followed brand profiles on Instagram can be assumed as part of the social world of 

consumers.  

 

Research Approach 

 

Literature points out three different research approaches considering the relationship between research 

and theory: deduction, induction and abduction (Bryman and Bell, 2015, Saunders et al., 2009). 

Following the deductive approach, theories are analyzed in the beginning and hypotheses are deduced 

from these theoretical considerations. These hypotheses are tested and either confirmed or rejected. 

Contrary, the inductive approach proposes to collect data at first to explore a phenomenon. The theory 

is developed as a result of the research study (Bryman and Bell, 2015, Saunders et al., 2009). Abduction, 

as a third approach, can be seen as a combination of deduction and induction. Within abduction, a 

phenomenon is observed at the first place followed by considering theory which could explain the 

occurring phenomenon (Saunders et al., 2009).   

Within this research, an abductive approach is pursued. Hence, this thesis will uses the previous existing 

theory on social media, consumer desires and self-extension which seem to be plausible theories to 

explain the phenomenon of consumers following a brand profile on Instagram. These theories can be 

seen as a starting point to create knowledge within this field of research. The findings within the research 

method of choice will then determine if the factors are conclusive or not (Malhotra and Birks, 2007).    
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Research Strategy 

 

Research strategies are distinguished into quantitative and qualitative ones. Quantitative research 

emphasizes quantification by collecting and analyzing data and is especially used within a deductive 

approach where theory is tested. Qualitative research on the other hand, is a commonly used strategy 

used within interpretivism. Here, the emphasis is on words rather than on numbers when collecting and 

analyzing data (Bryman and Bell, 2015).  

Due to the choice of the interpretive approach, the qualitative research method is considered as the most 

appropriate. Furthermore, this thesis aims to explore subjective aspects in terms of what consumers 

desire when following a brand on the social networking site Instagram. This cannot be analyzed easily 

with quantitative methods and makes the qualitative methods the most appropriate ones. The choice of 

a qualitative method will make it possible to understand things from the consumer’s subjective point of 

view. Hence, this research study follows an exploratory purpose where it is valuable to ask open 

questions to discover insights about a particular issue (Saunders et al., 2009). Since the participant of 

the research study has the opportunity to elaborate and explain its statements, qualitative methods 

generate the opportunity to get close insights into the consumer’s world and could uncover unknown 

aspects. It further enables a continuous elaboration upon the participant’s statements in regard to the use 

of Instagram.  

 

Research Methods  

 

To provide an in-depth understanding of desires of consumers on Instagram when following a brand, 

the most appropriate qualitative research methods are interviews and focus groups.  

According to Morgan (1997), a focus group is a research method which gains data through group 

interaction and discussions on a particular topic. Focus groups are often praised for the meaningful 

insights they deliver on consumer perspectives. They can offer insights into group thinking and offer 

room for flexibility and creativity. Nevertheless, they are also equally criticized for their artificial 

environmental setting in which they take place. This can influence unintentionally the consumer’s 

statements and behavior, and hence make them not representative enough (Agafonoff, 2006). 

Furthermore, the gathering of group data might also overshadow the data of an individual opinion, 

especially if dominant individuals tend to overtake the discussion.   
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Since the purpose of the thesis is to analyze individual desires of consumers and gain insights into their 

individual perceptions, interviews are the better choice, compared to focus groups, to gain data to answer 

the research questions.  

By conducting interviews, researcher can gain even a greater depth of insights compared to focus groups. 

Furthermore, the answers of the interviewees can be immediately attributed to them which might be 

difficult in the case of focus groups. Moreover, the responses of participants of interviews are not 

influenced by social pressure to conform a group response (Malhotra and Birks, 2007). The interviewees 

are free to talk about their own experiences and impressions regarding the topic. Thus, interviews are 

used to get to know the internal consumer thoughts and feeling (Weiss, 1995).  

Hence, in order to find out the perceptions and opinions of Instagram users, semi-structured interviews 

are conducted in this research. Within semi-structured interviews a list of themes and key questions is 

prepared by the researcher (Saunders et al., 2009). Thereby, the results from the interviews are better to 

compare with each other. However, the order of these questions can vary from interview to interview 

depending on the individual conversation. Also additional questions can be included to explore 

interesting patterns into detail which the interviewee mentioned (Saunders et al., 2009). 

 

Research Design 
 

Preparation of the Interview 

To conduct the semi-structured interviews, the researcher does not follow a strictly organized schedule 

(Bryman and Bell, 2011). In contrast, an interview guide is developed which contains themes and 

suggestions for questions the researcher aims to cover during the interview (Kvale, 2007). Thereby, the 

interview guide ensures consistency among the conducted interviews by asking the participants about 

the same themes (Kvale, 2007). The complete interview guide can be seen in Appendix 1.  

 

Recruitment of Interviewees 

The recruitment of an interview participant took about one to two weeks before the start of each 

individual interview. To be selected for the interview, the respondents need to meet following criteria 

to ensure the reliability of the collected data: female, 19-29 years and an active Instagram user. 

Therefore, the researcher called out within own social media channels like Facebook and different 

forums for participants to recruit as friends and colleagues as well as persons without a social connection 

to the researcher. Table 1 illustrates the profile of the chosen interviewees. In order to generate a 

significant data basis, ten participants were recruited and interviews with them conducted. 
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Interviewee Age  Occupation Followers on 

Instagram 

Followed Profiles on 

Instagram 

Pia 23 Student 321 291 

Patrice 23 Student 468 350 

Danila 23 Student 137 152 

Desiree 25 Young Professional 70 350 

Katharina 25 Student 160 230 

Marie 26 PhD Student 71 113 

Kerstin 26 Young Professional 60 60 

Dani 27 Professional 23.000 104 

Mira 27 Student 85 225 

Rieke 28 Professional 105 164 

 

Table 1: Profile of Interview Participants. 

Source: Own illustration. 

 

Conducting the Interviews 

The interviews were conducted in the respondents’ natural environment so that they felt comfortable 

with their surrounding and open up their experiences with the subject (Kvale, 2007). Hence, the 

interviewee could decide beforehand where the interview should take place. Thus, four interviews took 

place at a Café of choice. Six interviewees decided to participate the interview within a video-call to 

overcome the distance between respondent and researcher and to save the participant’s time. This 

ensured that the respondents felt comfortable, since they could stay at home at their natural environment. 

This guaranteed a proper recording and avoided the danger of unplanned interruptions during the 

interview as well (Kind and Horrocks, 2010). 

Moreover, seven interviews were conducted in English and three interviews were conducted in German 

language. Within the German interviews, the respondent felt more comfortable to express themselves in 

their native language. Thereby, a possible distraction from the interview by the challenge to formulate 

answers in another than the native language was eliminated. When the interviewee mentioned interesting 

themes, planned prompts were applied to ask more in detail about particular issues. Additionally, leading 

and complex questions were avoided during the interview. 

 

Interview Structure 

First, the respondents were introduced to the purpose of the research and the themes which should be 

covered were briefly summarized. The respondents were encouraged to talk free what comes into their 

mind. Further, it was emphasized that there were no wrong answers. The respondents were informed 

about the amount of time which will be approximately necessary to conduct the interview with them, 
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and they were asked for their request to record the interview. Furthermore, they were asked about their 

language of choice for the interview. Before starting questioning the respondents, the researcher 

informed them about the start of the recording. The interviews were closed by asking the respondents to 

add any last comments about the field of research and the interview. Finally, the respondents were 

thanked for their collaboration and their participation as well as informed about the end of the recoding. 

 

Data Processing 

The latent content analysis according to Mayan (2009) was applied on the data to analyze the interviews. 

This includes “(…) the process of identifying, coding and categorizing the primary patterns in the data” 

(Mayan, 2009, p. 94). Hence, all conducted interviews were recorded and transcribed (see Appendix 5 

and Appendix 6) by the researcher since the transcripts are the basis for the content analysis. Within the 

transcripts, empty words like “ehm” and “hm” were excluded since they were not of significance to the 

outcome of the interview. In addition, irrelevant content that went off topic was revised (Bryman and 

Bell, 2011). 

Furthermore, each interview transcription was read several times to ensure the process of 

comprehending, and important text sections were identified and highlighted. Subsequently, the meaning 

of the highlighted passages were analyzed and paraphrased by the researcher which can be seen in the 

Codebook (see Appendix 2). Important text sections in German language were translated into English 

in the Codebook. In an ensuing step, the sections were grouped into distinct categories and sub-

categories (Mayan, 2009). Thereby, the ten different interviews could be compared, and similarities as 

well as differences be identified within the formed categories (Mayan, 2009). An overview about the 

identified categories is presented in Chapter 4- Findings. 

 

Quality of Research  

 

Within social science the evaluation criteria reliability and validity are often used 

(Kvale and Brinkmann, 2010). These two evaluation criteria are appropriate for the production of 

knowledge in qualitative research and thus are applied for the evaluation of the quality of the present 

research study. Moreover, consideration of objectivity within the production of new knowledge is a 

relevant aspect when it comes to reliability and validity (Kvale and Brinkmann, 2010). Although the 

researcher considers objectivity throughout gathering and analyzing the data, the findings rely on the 

personal statements of the interviewees and the interpretations of the researcher. It is acknowledged that 

objectivity as a qualitative researcher is difficult to realize, since personal experiences within the field 
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of research do influence the perception of the researcher. Nevertheless, the researcher made effort to 

stay objective while analyzing the data to reduce the risk of bias (Saunders et al., 2009). 

The criterion of validity describes if the research study investigates what it is supposed to 

(Kvale and Brinkman, 2010). A high level of validity is giving in this research study, since the area of 

interest is studied by focusing on a variety of social settings, like age and profession, within the chosen 

interviewees. Thereby, a one-sided perspective should be avoided and valid knowledge produced.  

The consistency of the findings are described by the criterion of reliability. Thus, reliability of the new 

created knowledge within a research study includes that the findings stay consistent by the analysis of 

another researcher while using the same methods (Kvale and Brinkman, 2010). Within a qualitative 

research study, the reliability is in general low, since social settings in an interview always vary and it 

is not possible to obtain again exactly the same empirical data (Bryman and Bell, 2015). However, to 

enhance the reliability of the gathered data, ambiguities of the interview questions were limited to 

improve the understanding of the questions by conducting two pilot interviews before the start of the 

actual interviews. While transcribing the collected data, the researcher listened several times to the 

recordings to avoid further risk of bias. Nevertheless, reliability can be affected while translating the 

interview content from German to English. In order to avoid this, it was tried to not rewrite the 

statements. In addition, only three out of ten interviews were held in German language while the others 

were held in English. Based on these aspects, a moderate level of reliability for the research study of 

this thesis is considered. 
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3. Theoretical Framework 

 

In order to present a deeper understanding about branding on social media and especially on Instagram, 

this chapter will provide an overview of the theoretical framework related to social media, branding 

consumer desires and the extension of the self. 

 

Social Media and the World of Brands 
 

Branding 

According to Keller (2008) a brand is a name, term, sign, symbol, or design formed to identify the 

product or service as well as to differentiate them from other competitors. Moreover, as Keller (1998) 

defines,  

"A brand is a set of mental associations, held by the consumer, which add the perceived value of the 

product or service” (p.87).  

Hence, branding creates a promise to the customer about the experience and the performance of the 

consumed product or service (Kotler, 2005). From the brand performance point of view, branded 

products or services give customers the advantage to identify the source and thus assigning responsibility 

to the producer. In addition, the consumer can notice a signal of quality which also reduces risk with the 

received information by branding (De Chematony, Dall’Olmo Riley and Harris, 1998). 

In regard to the consumer experience of a brand, brands offer consumers also an intangible added value 

(Meffert, Burmann and Kirchgeorg, 2012). According to Kapferer (2012), brands tell a story to their 

customers and thus contain a meaning for them. This more symbolic function of a brand can create an 

emotional bond with the customer (Fan, 2005). 

Moreover, Hill (2005) clarifies that brands have the capability to drive revenue to, and become the most 

valuable assets of a business. Furthermore, a strong brand can be seen as a long-term strategic asset that 

leads to competitive advantages for companies and differentiates their products from others 

(De Chematony et al., 1998). 
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Social Media  

The term of social media is still a rather new as well as broad concept, which utilizes mobile and web-

based technologies. Kaplan and Haenlein (2010) define social media as  

"A group of Internet-based applications that build on the ideological and technological foundations of 

Web2.0 and that allow the creation and exchange of user-generated content" (p.61). 

According to Mangold and Faulds (2009), there are three roles that social media takes within the 

marketplace. These are the opportunity for companies to communicate with their customers and vice 

versa, as well as to enable customers to communicate with each other. 

Social media constructs interactive platforms for users to share, co-create, discuss, and modify user-

generated content (Kietzmann, Hermkens, McCarthy and Silvestre, 2011). Social media enables 

interaction between individuals which satisfies their need to connect and interact with each other. 

Facebook, Twitter, YouTube, LinkedIn, and Instagram are popular examples for social media networks 

which made it possible for individuals to communicate with other people 

(Kietzmann et al., 2011; Mangold and Faulds, 2009).  

Furthermore, Kaplan and Haenlein (2010) distinguish several types of social media: blogs, social 

networking sites, virtual social worlds, collaborative projects, content communities and virtual game 

worlds. A classification of current popular social media platforms according to Kaplan and Haenlein 

(2010) is assorted in Table 2. 
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Table 2: Classification of Social Media Platforms.  

Source: Own illustration, based on paper by Kaplan and Haenlein (2010). 
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Social Networking Sites  

Since the rise of social media, social networking sites record an extreme growth of their user base 

(De Vries, Gensler and Leeflang, 2012) while they are especially popular among young people 

(Kaplan and Haenlein, 2010). Social networking sites, as a sub-category of social media, are Internet-

based applications that enable people to create an individual profile and connect with profiles of other 

users for social or professional interactions. The profiles can contain photos, videos, audio files, blogs 

and any other type of information (Kaplan and Haenlein, 2010). Common social networking sites are 

Facebook, LinkedIn and MySpace. 

 

Brand Profiles 

However, users of social networking sites can not only connect with other people but also become fans 

of brands on brand profiles within the social networking site (De Vries et al., 2012). Brand profiles give 

companies the opportunity to share news and information directly with users and react to comments of 

consumers. Moreover, consumers who follow brand profiles tend to be more open-minded in receiving 

information and are more loyal as well as committed to the brand (Bagozzi and Dholakia, 2006). 

Additionally, brand followers become more emotionally attached to the brand and create more positive 

word-of-mouth about it (Dholakia and Durham, 2010). By liking and commenting, brand followers are 

able to interact with brand posts on social networking sites (De Vries et al., 2012). Thus, following a 

brand on social media can reflect and enhance the consumer-brand relationship 

(McAlexander, Schouten and Koenig, 2002; Muniz and O'Guinn, 2001). According to De Vries et al. 

(2012), liking or commenting on a brand post is even similar to word-of-mouth-communication. Hence, 

several companies use social media and social networking sites to improve their product branding 

(Kaplan and Haenlein, 2010).  

 

Social Media Users 

Examining the demographic aspects of social media users, a recent study by Global Web Index 

(Mander, 2015) identified that adult social media users have about 5.5 accounts while using only 2.8 

actively. Nevertheless, users between 16 and 24 years own the biggest amount of social media accounts 

– about 90 % of young adults use social media (PewResearch, 2015). However, users within the age 

group 25 - 34 years are the most active users of social media (Mander, 2015).  

Due to the fact, that most frequent social media users are aged between 16 and 24 years, social media is 

used by the generation of Millennials – also known as Generation Y- which are defined as born between 

1980 and 2000 (PewResearch, 2016; Barnes and Lescault, 2013).  
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Typical characteristics of Millennials are the frequent use of mobile phones, tablets and netbooks to 

purchase for example beauty products and apparel (Barnes and Lescault, 2013). Therefore, Millennials 

are highly familiar with the usage of digital media and thus have an easy access to get product 

information (Bolton, 2013, Smith, 2011). 

Moreover, Millennials are especially likely to actively contribute, share, search, consume and create 

content within social media (Bolton, 2013). Contribution describes an active usage of the social media 

platform by commenting, rating, liking, and using hashtags. Consumption on social media describes the 

online activity of a consumer in regard to reading, downloading, watching or listening. The creation of 

content within social media takes place by uploading content by the users themselves into the network 

(Evans, 2010).  

By the Internet and social media, Millennials are more empowered to participate in the development and 

advancement of brands. As the leading group within social media, they are seeking for dialogs with 

brands by following, liking and pinning companies and brands on social media (Barnes and Lescault, 

2013; Mangold and Faulds, 2009). Millennials are eager to share their opinions with other consumers 

as well as to write reviews and to promote brands they like (Smith, 2011).   

In regard to gender, Pew Research (2015) states that 68% of all women and 62% of all man use social 

media. Thus, women are slightly more engaged within social media usage. Furthermore, several studies 

revealed that women tend more to interact with brands on social media compared to men. Women use 

social media much more than men to stay informed about brands, comment on them and access deals 

and promotions from brands (Vermeren, 2015). 
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The Social Networking Site Instagram 
 

Introduction of Instagram and its Functions 

 

Instagram is a mobile application to capture and share photos and videos of personal stories and interests 

of users (Ginsberg, 2015). It can be categorized as a social networking site according to the criteria of 

Kaplan and Haenlein (2010): users can create an own profile, connect with other users and share 

information about them by uploading photos and commenting these. 

The relatively new social networking site has seen a strong growth in popularity and in the number of 

users and uploads since its launch in October 2010 (Instagram, 2016a; Hu et al., 2014). Today, the 

mobile application has over 400 million active users (Instagram, 2016a; Joseph, 2015) that upload over 

80 million photos daily (Instagram, 2016).  

Instagram describes itself on its homepage as: 

"[…] a fun and quirky way to share your life with friends through a series of pictures. Snap a photo with 

your mobile phone, then choose a filter to transform the image into a memory to keep around forever. 

We're building Instagram to allow you to experience moments in your friends' lives through pictures as 

they happen. We imagine a world more connected through photos." (Instagram, 2016b). 

Instagram users are able to connect with other users by following their profiles. Users following other 

users are called "followers". However, followed users do not have to connect with their followers (Hu 

et al., 2014).  

In general, users look at pictures on Instagram by scrolling through the core page which shows the latest 

photos posted by followed profiles. These photos can be favored, commented, and also other users can 

be tagged by commenting. In addition, one can see how many people already favored or commented the 

photo. 

The special feature of Instagram is the included image processing tool which can be used before posting 

a photo on the platform. The application offers 23 different filters to change the appearance of a photo, 

and 13 for videos. The photos can be shared on the Instagram page of the user and additionally on the 

social media platforms Facebook, Twitter, Tumbler, Flickr and Swarm.  

The created as well as shared photos can be categorized into eight different types: portraits, friends, 

activities, captioned photos, food, gadgets, fashion, and pets (Hu et al., 2014). Thus, , by sharing pictures 

users express their interests, personalities as well as values (Ginsberg, 2015). 
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Furthermore, the user can add a comment on photos. By using a hashtag in front of a word, the user can 

categorize its picture. According to an Instagram study of Hitz (2015), 86% of all posts contain at least 

one hashtag. By adding hashtags to the comments, the posted picture can be searched and found within 

the Instagram network next to other photos categorized with the same hashtag. A further possibility is 

to geotag the photo. Thus, the user shares the location of the taken photo as well as categorizes it, based 

on that location. By searching for a particular hashtag or location, users can easily find other appealing 

accounts (Ginsberg, 2015). Thus, using hashtags or geotagging photos enhances the chance to find, 

connect as well as track people with similar interests.  

Figure 1 illustrates how the feed on the core page looks like. Moreover, to illustrate the described 

functions, Figure 2 presents the functions of searching for pictures and editing pictures as well as what 

the profile of the user looks like.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Instagram Core Page. 

Source: Own illustration, based on Instagram (2016c). 
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Figure 2: Instagram Functions. 

Source: Own illustration, based on Instagram (2016c). 

  

Millennial Consumers on Instagram   

According to Brenner and Duggan (2013), Instagram is most appealing to young adults aged between 

18 and 29 years. This user group represents 55% of all Instagram users while the most majority of the 

users are females (PewResearch, 2015). Therefore, the photo sharing platform is mainly used by the 

generation of Millennials since they were born between 1980 and 2000 (Barnes and Lescault, 2013). 

In regard to the preferences of Millennials, Instagram gives them the opportunity to satisfy their needs 

on a social media platform: consume, contribute, share, search and create content (Bolton, 2013). 

Consumption on Instagram can be seen as scrolling through the news feed on the core page, having a 

look at comments, hashtags and the amount of likes of pictures, taking screenshots and visiting profiles. 

Instagram users are also able to contribute to the network and creating their own content by commenting, 

liking, using hashtags as well as upload own photos. 
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Brand Profiles on Instagram 

As discussed above, social media creates an opportunity for brands to listen to, and interact with their 

customers as well as to build a relationship with the consumer (Smith, 2009). Since brands are 

represented on Instagram as well, users are able to participate in a dialog and engage with brands by 

following the brand profile as well as liking and commenting photos of the brand. They are further able 

to share their own opinions with other consumers and with the brand.  

The growing popularity and the growing amount of users show the relevance of Instagram in the social 

media life of consumers and hence the importance of Instagram for marketers to communicate and 

engage with potential customers. Consequently, this leads marketers to include the social networking 

site within their promotional mix and implement branding strategies. Therefore, it is not surprising that 

today’s brands are well represented on Instagram (Shively, 2015). In 2015, already 90% of the 

Interbrand Best 100 Global Brands list, which includes brands like Apple, Coca Cola and Microsoft, 

own an Instagram account (Hitz, 2015).  

Brand profiles on Instagram can be categorized into airlines, alcohol, art, athletes, auto, beauty, 

beverages, celebrities, columnists, decoration and furnishing, DJ, education, electronics, energy, 

entertainment, entrepreneurs, fashion, finance, fmcg, food, health, jewelry and watches, luxury, media, 

moto, nonprofit, places, political, radio, retail, services, shoes, sports, startups, tourism, transportation, 

TV, and others (Iconosquare, 2016). 

The currently most successful brand profiles in regard to consumption goods on Instagram is the sports 

and fashion brand Nike with about 39.1 million followers. With this immense amount of followers, Nike 

is therefore ranked on place 17 of all Instagram brand profiles in regard to the amount of followers. 

While Nike is the overall leading brand fan page within consumption goods as well as number one in 

the category of sports and fashion brands, Nike Football and Adidas Originals are on place two and three 

with 16.3 and 10.6 million followers in the sports and fashion category (Iconosquare, 2016).  

Another category with a strong success on Instagram are luxury fashion brands. Here, the leading brand 

profiles are Chanel (10,7 million), Louis Vuitton (9,9 million), and Dior (9,0 million). It can be identified 

that especially the category fashion contains the most successful Instagram brand profiles. These are in 

chronological order: Nike, Victoria's Secret, Nike Football, H&M, Chanel, adidas Originals, Louis 

Vuitton, Zara, Forever 21, and Dior. Additionally, Iconsquare (2016) analyzed that the most used 

hashtags containing brand names are #Nike and #Chanel, each used more than 40 million times in total. 
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The Perspectives of Consumer Consumption Behavior 
 

To answer the research question of the thesis, it is important to have at first a look at known consumer 

consumption behavior theories and thus provide a better understanding of the consumption behavior on 

Instagram. Within the framework of Østergaard and Jantzen (2000), consumer consumption behavior is 

distinguished into four different approaches: buyer behavior, consumer behavior, consumer research, 

and consumption studies. Each of these four different approaches describes how consumers and 

consumption are noticed in consumer research. 

The buyer behavior perspective was the common one during the early 1960s. Within the buyer behavior 

perspective, the consumer is metaphorically seen as an animal while its fundamental needs are driving 

the behavior (Østergaard and Jantzen, 2000). Hence, the ontology of the consumption behavior is 

described as mechanical and instinct driven. A well-known example for this perspective is the Pavlov 

experiment which studied the stimuli-response process of dogs and further converted the results to the 

behavior of human beings (Østergaard and Jantzen, 2000). 

Within the consumer behavior perspective, the behavior of human beings is not determined by 

physiological needs anymore. The consumer is much more assumed as a rational decision taking 

individual. The scientific basis of this approach results from cognitive psychology: how does the 

consumer react while receiving stimuli from the environment (Østergaard and Jantzen, 2000).  

While the previous perspective assumes the consumer to be rational, the consumer research approach 

describes the consumption as emotionally and narcissistically determined. The consuming individual is 

metaphorically described as a tourist who seeks for new experiences by consumption. This perspective 

regards consumption as a flow of fantasies, feelings, and fun which contains a variety of symbolic 

meanings, hedonic and esthetic criteria (Holbrook and Hirschman, 1982). Further, the consumption 

behavior is based on emotions and on the desire for a meaning in life (Østergaard and Jantzen, 2000). 

According to Østergaard and Jantzen (2000), the individual consumes products and services, based on 

individual desires, as components for the construction of a meaningful life. 

The forth perspective is named consumption studies. This perspective does not present the consuming 

individual anymore as a single person, but represents a tribe member (Østergaard and Jantzen, 2000). 

The tribe member is characterized as an individual who neither bases its decisions on personal emotions 

or psychological motives nor seeks for new experiences. What is more relevant, is the product 

symbolism for the tribe member. Tribe members are looking for symbols to consume that makes them 

recognizable to other members of the tribe. Thus, the reason to consume a product is more about the 

awareness of the symbolic meaning to them. 
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Instagram and the Perspectives of Consumer Consumption Behavior  

In regard to the purpose of the thesis which is to discover the reasons of consumers as individuals to 

follow brands on Instagram, the buyer behavior as well as the consumer behavior perspective are not 

appropriate for this study. On Instagram, the consumer is affected by emotions rather than by rational 

criteria (Munro, 2015) which will be explained in the further course of this section. In addition, using 

Instagram, following profiles and looking at pictures does not fulfill fundamental needs of a consumer.  

Although Instagram users can follow profiles of for example brands or bloggers which might be symbols 

for members of a tribe, the behavior of following a particular profile is not, or at least hardly, to recognize 

by other tribe members. Thus, it can be assumed that the individual users do not expect that others are 

aware which profiles they follow on Instagram. Furthermore, it is assumed that Instagram users base 

their decision on personal motives and not on the ones of a community. Therefore, the consumption 

studies approach cannot be applied within this thesis, too.                      

However, the consumer research approach seems to be the most appropriate one. This can be explained 

the best by understanding the meaning of Instagram pictures to consumers. Typically, the Instagram 

user can be seen as someone who seeks for new experiences by watching pictures for example of fashion 

bloggers, food, vacancy destinations, or pets (Times Live, 2014). Hence, the Instagram user can 

metaphorically be interpreted as a tourist – as described in the consumer research approach – in the 

Instagram network who is looking for new experiences by scrolling from picture to picture. Furthermore, 

looking at Instagram pictures results in stronger feelings, memories and experiences of the viewer 

(Long, 2011). This results from the fact that pictures with an applied Instagram filter do not reflect 

reality. Thereby, the viewer will interpret this photo in a way the owner of the photo wants to 

(Long, 2011). A photo of a regular sunset for example can, with an applied Instagram filter, turn out to 

be the most beautiful sunset with color-intensive orange and red clouds. Hence, the filtered photo 

becomes more impressive and powerful to viewers. Thus, the consumption of Instagram can be 

interpreted as a consumption of fantasies, feelings and fun as well, as describes by Holbrook and 

Hirschman (1982). Therefore, it can be said that the Instagram user is affected on an emotional level 

(Munro, 2015). 
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The Theory of Consumer Desire 
  

Instagram affects the consumer emotionally and thus matches the consumer research perspective of 

Østergaard and Jantzen (2000) which states that the consumption behavior of the consumer is based on 

emotions and on the desire for a meaning in life. Since the concept of consumer desire is a key aspect 

of this approach and a fundamental aspect of the research question, this chapter will take a closer look 

at the theory of consumer desire. 

According to Belk et al. (2003), consumer desire is described as a passionate emotion in contrast to a 

passionless fulfillment of needs. Belk et al. (2003, p. 326) define consumer desire as an ‘embodied 

passion’, a ‘motivating force’ behind the consumption behavior. Further, consumer desire can be 

anticipated as a passion for creating a meaning in life by forming consumption fantasies and possession 

imaginations of goods while anything could become a desired object (Belk et al., 2003). 

By undertaking a mix of qualitative as well as interpretive methods, Belk et al. (2003) studied the idea 

and experience of desire among mainly young and mid-class consumers. Within their research, 

Belk et al. (2003) asked the participants to reflect and picture their idea and experience of desire to 

identify the evoked thoughts and emotions. Out of this research, they found that the experience of desire 

is an embodied passion which results from specific objects and feelings like travel destinations, 

attractive people, activities with others as well as delicious food. Participants of that study showed their 

desire by craving or using sexual or even addictive metaphors. Further, Belk et al. (2003) state that 

desire for goods is culturally conditioned and self-stimulated for example by marketing activities as well 

as interpersonal experiences. They discovered within their studies the three specific feelings otherness, 

sociality, and inaccessibility which are attached to the experience of desire (Belk et al., 2003).  

The detected desire for otherness describes the desire to escape from present conditions to something 

better. This can be an escape to the past where images of the childhood are recreated, a longing to future 

conditions or a desire for otherness of a place. The desire for otherness of a place can include for example 

extraordinary travelling experiences, living within other countries, city nightlife or simply another 

lifestyle. Desire for otherness in regard to time can result from nostalgia, which describes a recreation 

of childhood images. These nostalgic images are often in a strong contrast to the present condition.  

As stated by Belk et al. (2003), desire is strongly affected by interpersonal responses from others like 

family, friends or loved ones. In addition, consumers hope that the desired good will improve their social 

relations. Belk et al. (2003) name this underlying motivation for consumption as a desire for sociality. 

Moreover, this kind of desire is often developed by a longing to be like an observed person or to limit 

the envy about the counterpart - and not the actual desire for the particular goods. Furthermore, desire 
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for sociality is often evident by a longing for things associated with a wealthy lifestyle. Common 

consumer desirables are cars, luxury brands, vacations, dining out and much more that is anticipated 

with a good and wealthy life (Belk et al. 2003). 

The third type of desire identified by Belk et al. (2003) is the desire for inaccessibility. This kind of 

desire depends on the difficulty to obtain something. The more difficult the product is to receive and 

possess, the more desirable it becomes. The difficulty to reach the desired good can result from financial 

barriers, objections from family and friends or any required effort. Nevertheless, consumers can only 

develop a feeling of desire for a good by its distance or inaccessibility if there exists hope to overcome 

the distance to the good. 

 

Consumer Desire on Instagram 

Prior work of Belk (2001) and Belk and Güliz (1997) state that window-shopping, television-viewing, 

magazine reading, Internet surfing as well as word-of-mouth conversing and the willing observation of 

the consumption of others develop a feeling of desire for goods. Today, Instagram can be assumed as 

one of these mentioned tools which makes the user feel a desire for goods, too. By scrolling from picture 

to picture, following multiple profiles, searching for specific hashtags and geotags, Instagram might 

become a tool to willingly observe others and desired objects as well. 

In regard to the three approaches of desire by Belk et al. (2003), it can be assumed that the feelings 

desire for otherness, sociality, and inaccessibility are culturally conditioned and self-stimulated by the 

consumer experiences on Instagram.  

By scrolling from picture to picture and searching for pleasurable Instagram profiles, the Instagram user 

can be assumed to escape for a moment from the present life situation which seems to correspond with 

the desire for otherness. On Instagram, the consumer has the chance to escape by following for example 

travelling accounts which show the most beautiful vacation destinations, luxury accounts picturing high-

end consumer goods and lifestyle accounts that document for example a sporty, vegan, vegetarian, or a 

luxurious way of living to escape for a moment from a present situation.  

Since desire is affected by interpersonal responses from others (Belk et al. 2003), Instagram users might 

decide to follow particular profiles because of other people as well. By following these profiles and thus 

observing them, users might get the feeling to reduce the distance to the desired goods, brands, people 

or vacation destinations. Thus, they might see the possibility to improve their social relations. Although, 

they cannot own the desired object, they have at least the possibility to follow it on Instagram and 

therefore be informed about the object and about latest uploads within the profile. The gained knowledge 

about the object pictured on the Instagram profile and the knowledge about the relation of others towards 



 

 

30 

 

the object, might result in a feeling of being connected to others. This would support the theory of 

Belk et  al. (2003) about desire for sociality. 

Also the desire for inaccessibility might be applicable to Instagram. Users can find and follow multiple 

profiles which picture things people like to achieve and seek for, as already mentioned. These can be 

extraordinary experiences, vacation destinations, luxury goods, a healthy lifestyle and much more. In 

addition, the barriers preventing consumers to consume an object make it even more desirable which 

might lead consumers to follow exactly these brands on Instagram. 

To sum it up, Belk et al. (2003) identified within their studies the three specific feelings otherness, 

sociality and inaccessibility, which are attached to the experience of desire and seem to be relevant for 

consumers on Instagram as well. Therefore, this thesis aims to test and identify if brand followers on 

Instagram are attached by these feelings and thus to the experience of desire on Instagram. 
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The Theory of Possessions and the Extended Self 
  

Supplementing the study of Østergaard and Jantzen (2000) by the brand-relationship theory of Fournier 

(1998), not only the consumption of goods but also the brand of a product creates a meaningful life for 

the consumer. According to Fournier (1998), brands can form a viable relationship with consumers, and 

this relationship becomes part of the life experience of a consumer. In addition, the relationship between 

possessions and the sense of self, as examined by Belk (1988), facilitates the understanding about 

consumption behavior. Although people do not necessarily possess the brands they desire, they do enter 

a form of relationship with the brand (Fournier, 1998). Thus, the act of following a brand on Instagram 

might support the consumer-brand relationship as well, no matter if the Instagram user possesses or does 

not possess the followed brand. Hence, understanding consumer identities and their relationship in 

regard to possessions will support the purpose of the thesis to examine consumer desires to follow a 

brand on Instagram. 

 

Possessions and the Self-Extension 

According to Belk (1988), consumer identities are reflected and contributed by possessions. This view 

is supported by Tuan (1980, p.472) who states that "Our fragile sense of self needs support, and this we 

get by having and possessing things because, to a large degree, we are what we have and possess". 

Moreover, the consumer uses the consumption to shape its identity (Cova, 1997). Hence, consumer 

identity can be interpreted as a list of attributes of possessions and consumption experiences while the 

interplay of these attributes and experiences forms the identity (Ahuvia, 2005).  

The way an individual subjectively perceives who he or she is, is described as “the self” (Belk, 1988). 

Grubb and Grathwohl (1967) define the self as something “one is aware of, one’s attitudes, feelings, 

perceptions, and evaluations of oneself as an object” (p.24). Since the perception of the self is 

constructed by a subjective assessment, it varies between individuals, time as well as across cultures 

(Belk, 1988). According to Belk (1988), consumers contain a core self which is expandable by adding 

objects. These objects become part of the extended self. Hence, the consumption of particular items can 

be seen as an instrument to form an identity and thereby become part of the consumers’ selves 

(Ahuvia, 2005). Additionally, next to external objects and personal possessions, identified categories 

which can become part of the extended self are also "body, internal processes, ideas, and experiences, 

and those persons, places, and things to which one feels attached" (Belk, 1988, p.141). Thereby, 

persons, places and things to which people feel attached to are the most clearly parts of the extended 

self. Moreover, also digital possessions like photos, videos, emails, text messages and web pages can 

become a part of the extended self as well (Belk, 2014). Consequently, things people do not feel attached 
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to do not become part of the self (Ahuvia, 2005). Figure 3 illustrates the understanding of the relationship 

between the core self and the extended self. 

According to Bagozzi and Dholakia (2006), also brands can form an identity if the consumer interprets 

an overlapping of the self-image and the image of the brand. Encoded through advertisements, brands 

or material items, consumers actively rework and transform symbolic meanings to present their identity 

and lifestyle goals (Arnould and Thompson, 2005; McCracken, 1986). In addition, Belk (1988) 

highlights that the consumption of brands results from the phenomenon of self-extension, too. As 

Csikszentmihalyi and Rochberg-Halton (1981) explain, the consumption of brands includes that 

consumers invest their energy in form of time, attention and effort into the brand. The invested energy 

develops and increases from the self and thus the consumed brand is seen as part of the extended self as 

well (Csikszentmihalyi and Rochberg-Halton, 1981).  

 

 

Figure 3: The Core Self and the Extended-Self. 

Source: Own illustration, based on Belk (1988). 

 

Belk (1988) explains three functions that possessions serve the individual which clarify how the 

consumer defines its identity. Consumers utilize possessions, and thus the consumption of brands, to 

present themselves, define themselves and to store their memories and feelings to remind themselves 

about their identity. 
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Possessions support the individual to present the self in a way the individual wants to be seen by others. 

This supports the theory about consumer desires of Belk et al. (2003) and especially the desire for 

sociality where consumers are affected by interpersonal responses, as explained previously.  

The second function of possessions which is to define the self, takes place through observing what the 

individual possesses or does not possess which leads to the desire of goods to increase their extended 

self. Hence, individuals desire things and want to possess things to enlarge their sense of self 

(Sartre, 1943). 

In addition, possessions are a possibility to keep memories and feelings alive which people feel attached 

to. This is comparable with a personal archive where the individual can reflect about and remember the 

past. Thus, possessions like holiday souvenirs can make intangible experiences more tangible 

(Belk, 1988). Further examples for possessions that awake feelings and are rich of memories are 

furniture, visual art and photographs (Csikszentmihalyi and Rochberg-Halton, 1981).  

 

Self-Extension with Instagram 

Within the relationship between consumers and their brands, the aspect of loyalty plays an important 

role (Fournier, 1998). By following a brand on Instagram, it can be interpreted, that consumers authorize 

themselves to be loyal to the brand and accept to receive information about it while using Instagram. If 

consumers do not want to be loyal to a brand anymore, they can unfollow the brand on Instagram. Hence, 

beginning to follow a brand on Instagram can be interpreted as the start to develop a relationship with 

the followed brand on the social networking site. Thereby, individuals are obviously somehow attached 

to the brand by following its profile. They invest their energy in form of time and attention on the 

Instagram brand profile by following it and being steadily confronted with its news. Therefore, it can be 

said that the invested energy into following a brand on Instagram develops and increases out of the self, 

and thus the brand is seen as part of the self, as explained by Csikszentmihalyi and Rochberg-Halton 

(1981). 

Hence, photos and profiles on Instagram can be seen as a possibility to extend the self as well, because 

the photos can picture everything from body parts, persons, places, things, experiences and ideas which 

consumers feel attached to. This can further be posted pictures within a brand profile, the profile of 

another Instagram member or even the own profile. As already mentioned, scrolling through the photos 

within Instagram and interacting with hashtags and comments can be assumed as a kind of consumption 

(Evans, 2010). From this point of view, consumers using Instagram are also able to consume brands. 

Therefore, it can be said that brand consumption on Instagram by following the brand profile results 

from the concept of self-extension, according to the theory of Belk (1988).  
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This leads to the assumption that Instagram overtakes the three functions – define and present the 

individual as well as to keep memories and feelings alive – to facilitate the self-extension of consumers. 

This will be explained more in detail in the following.  

According to Ginsberg (2015), the personal profiles of users can be interpreted as a representation of 

themselves since they express with their posted pictures their interests as well as personalities and 

values. Moreover, Ginsberg (2015) states that the users even portray themselves in way they would 

prefer to be seen by others. Consumers can connect their pictures on Instagram to a particular brand by 

using hashtags no matter if they possess goods of the desired brand or not. Thus, they can present their 

Instagram account in a favorable way to others. Furthermore, they connect with the hashtags their 

pictures to the brand and might even get awarded with a like or comment by the brand profile or by 

other Instagram users. Hence, it can be said that Instagram gives consumers the opportunity to present 

themselves and thus supports the consumer’s self-extension. 

Instagram seems to be also a proper tool to facilitate consumers to define themselves through observing. 

Users have the possibility to visit and follow multiple brand profiles to gain information and compare 

their individual possession with further available goods in the marketplace. Thus, consumers can 

develop desires to possess goods pictured on Instagram which might also extend their self. 

Moreover, Instagram can be assumed as a possibility to store memories and feelings as well. Indeed, 

following an Instagram profile of a travel agency could awake the same feelings of wanderlust by 

watching the posted pictures of the visited holiday destination as a little souvenir. Thus, the intangible 

holiday experience can become more tangible by being connected via Instagram to the holiday location. 

Another example could be a shopping tour. By following the Instagram brand profile of the preferred 

shoes for example, the memories and the experience of a pleasant moment which the consumer 

experienced while trying the desired shoes inside a shop could be memorized as well. 

 

Integrating Possessions into the Extended Self 

Now, that the functions of possessions to extend the self of the consumer have been explained, it is 

important to understand the process of how possessions, and thereby the consumption of brands, become 

part of the extended self. Belk highlights within his studies the framework of Sartre (1943), who states 

three processes that develop objects into a part of the extended self: control, creation, and knowledge. 

Sartre (1943) explains that intangible, non-ownable or nondurable objects can be appropriated by 

overcoming, conquering or mastering them. This can be products, services, public properties, events and 

much more. For instance, learning to drive a car or climbing a mountain and reaching the peak can lead 

to a contribution to the individual’s self by asserting a kind of control over the car or the mountain 
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(Belk, 1988). Moreover, giving possessions to other people can, as a form of control, be a way to extend 

the self (Sartre, 1943). On the one hand, giving possessions to others shows the control the person has 

about the possession. On the other hand, the object which presents the gift is associated with the gift 

giver as well as it does contain the gift giver’s identity.  

Furthermore, the creation of an object is another process to incorporate possessions into the extended 

self. An object can be created as a material object or even as an abstract imagination. This created object 

contains the identity of the creator as long as the object is associated with creator. Also buying an object 

is interpreted as a form of creating an object and thereby incorporate the bought possession into the 

extended self (Sartre, 1943). With money the consumer has the possibility to selectively choose what 

object will be possessed. The selection of an object and also the imagination of further possibilities of 

objects a consumer could possess or thing that the consumer could do, make the consumer create an 

object and thus incorporate it into the extended self (Sartre, 1943). 

Another way to make an object – a person, place, thing – extending the individual’s self is by knowing 

it (Beaglehole, 1932; Sartre, 1943). As Sartre (1943) states, the desire to own the object results from 

knowing the object. The specific knowledge about an object lets the consumer consider to possess the 

object. Furthermore, this specific knowledge about an object has a passionate character and goes into 

detail. Hence, knowledge incorporates the object into the extended self (Sartre, 1943). 

 

Integrating Possessions into the Extended Self with Instagram 

The three explained processes control, creation and knowledge that incorporate possessions into a part 

of the extended self are expected to apply also when consumers follow a brand on Instagram. Applying 

these theoretical aspects of Belk et al. (2003) on Instagram, the action of tagging an own picture with a 

common hashtag of a brand could be interpreted as a way of giving the possession of the own photo to 

the brand. Following a particular brand profile, which is an intangible and non-ownable service, could 

give the consumer the control to consume and experience the photos of the brand. Moreover, the photos 

on the brand profile might be in a way controllable for the consumers since they have the possibility to 

express themselves by commenting and liking the photo and thus favor the brand in a direct way. 

Therefore, following a brand profile and thus experience and contribute to the brand could result in a 

contribution to the self. 

As mentioned before, consumers are able to upload own photos and tag these with specific brand related 

hashtags on Instagram. Since the photo is posted on Instagram, it appears also on the personal profile of 

the consumer. Furthermore, if other Instagram users see this posted picture in their news feed or 

searching for something particular, they always see who the actual creator of that picture is. Thus, it will 
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always be associated with the creator and does contain the identity of the creator of the photo. By tagging 

the photo with brand related hashtags and describing the picture in a few words or hashtags, the 

consumer also creates an own imagination of the brand. Also by commenting on photos uploaded 

directly by the brand profile, the consumer has the possibility to express their own imagination of the 

brand and create content to the brand. Hence, it can be assumed that the creation of content on Instagram 

in regard to brands can be seen as a way to incorporate imaginations of a brand into the extended self. 

Therefore, following a brand profile on Instagram and adding content to it might result in an extension 

of the consumer’s self. 

Moreover, Instagram offers its users the opportunity to be informed about preferred brands. Consumers 

who follow a brand profile are always confronted with the latest uploads of photos by the brand profile. 

The regular use of Instagram thus facilitates the consumer to know the brand, its products, its brand 

character, maybe also current campaigns of the brand. Hence, consumers might receive also background 

knowledge of the brand, they probably would not receive by consuming traditional media of the brand 

like TV advertisements. Therefore, it can be assumed that consumers who follow a brand profile tend 

to know the brand. This concludes that following a brand profile on Instagram leads to self-extension as 

well. 

In summary, it can be said that following a brand profile on Instagram can be assumed to result in an 

extension of the self by the consumer’s possibility to control and to know the brand as well as creating 

content to the brand. 

 

Summary and Expected Findings 

  

Since this thesis follows an abductive approach to answer the research question, the thesis builds up on 

existing consumer behavior theories about consumer desire and its development. The chosen theories 

seem to be a plausible starting point to answer the research question of the thesis: What are the consumer 

desires to follow a brand on the social media platform Instagram? The findings within the conducted 

interviews, which are described in detail in chapter 4, will determine if the factors that develop consumer 

desire according to the theory, apply also in the case of Instagram.  Hence, this section provides a 

summary of the expected findings in the conducted interviews in regard to consumer desires on 

Instagram based on the discussed theories.  

 

First of all, it is expected to be found that the use of Instagram is based on emotions rather than rational 

criteria. As anticipated by the consumer research perspective by Østergaard and Jantzen (2000), the 

consumer can metaphorically be interpreted as a tourist who seeks for new experiences and has a desire 



 

 

37 

 

for a meaning in life. Hence, by studying the consumer desires on Instagram, it is expected to be 

found that Instagram users seek for new experiences and desire a meaning in life while following brand 

profiles on the social network site.  

 

These assumptions lead to further expectations about consumer desire in the case of following brand 

profiles on Instagram. Belk et al. (2003) detected within their studies the three specific feelings 

otherness, sociality, and inaccessibility which are attached to the experience of desire and seem to be 

relevant for users on Instagram as well. Thus, it is anticipated to identify the three feelings otherness, 

sociality and inaccessibility as motives to follow brands on Instagram. In regard to the desire for 

otherness, it is expected to detect that Instagram users try to escape form the present condition. 

Furthermore, Instagram users are assumed to follow brand profiles which represent goods or lifestyles 

that seem to be hard to realize or even unachievable for them in real life which would confirm desire for 

inaccessibility. Also the desire for sociality is expected to be found within the research study of this 

thesis. This expectation includes that consumers use Instagram for observational reasons and to improve 

social relations since users follow particular profiles because of others. Moreover, the possibility for 

users to gain knowledge about a brand might result in a feeling of being socially connected to the brand. 

Thus, it is anticipated that following a brand profile leads to a reduction of the distance to the desired 

brand and its goods, and therefore improves the social relation with the brand.  

 

Furthermore, the desire to follow a brand on Instagram is expected to result from the desire for self-

extension by possessions. Possessions are utilized to define and present the individual as well as to keep 

memories and feelings alive which leads to an extension of the self (Belk, 1988; Sartre, 1943). It is 

anticipated that these factors - define the self, present the self, and store memories and feelings - apply 

when consumers follow a brand on Instagram, too. Hence, following a brand on Instagram might result 

from the phenomenon of self-extension which is explained by Belk (1988). Moreover, Belk (1988) 

identified three processes that develop objects into a part of the extended self: control, creation, and 

knowledge. Within the research study it is expected to identify that these mentioned ways of integrating 

possessions into the extended-self apply also when consumers follow a brand on Instagram. 

 

The upcoming analysis of the conducted interviews will investigate if the mentioned expectations can 

be identified, and if further factors for consumer desires occur in the case of the social networking site 

Instagram.  
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4. Findings 

 

This section of the thesis presents the findings which are based on the gathered and analyzed data from 

the conducted qualitative interviews. To answer the research question of this thesis, the respondents 

were ask about their preferences and reasons to follow brands on Instagram. Thereby, the respondents 

mentioned many brands out of several brand categories as well as explanations which were analyzed 

with the latent content analysis. Thereby, four overaching themes were identified: New Experiences, 

Emotion, Feelings of Desire and Self-Extension. Each of these themes consists of categories that result 

from interpretive codes. The detailed findings along the identified themes are presented in this chapter. 

 

Desired Brand Categories 

 

To identify what drives the consumer to follow brands on Instagram, it is necessary to present at first 

the found brand categories which are followed by the respondents. During the interviews, the 

respondents mentioned several brands which they follow on Instagram. These brands are summarized, 

categorized and ranked by the amount of the respondents that follow the brand category in Table 3. 

Thereby, nine overarching brand categories were identified: Cities, Cosmetics, Fashion, Food, Interior, 

Jewelry, Retailers, Sports and Vacations. Nevertheless, there was no specific brand within these 

categories which stood out and had a clear majority of followers within the scope of the conducted 

interviews. 

However, the category ‘Fashion’ received outstanding attention by all ten research participant with 

overall 33 different mentioned and followed fashion brands (see Appendix 3). Furthermore, the category 

Fashion could be divided into the subcategories General Fashion, Luxury Fashion and Sports Fashion. 

Here, the strongest subcategory is General Fashion with 22 named brands like H&M, Mango and 

Forever21. All research participants follow at least two brands within this subcategory. In comparison 

with the other categories the subcategories Luxury Fashion and Sports Fashion, each named by 4 

interviewees, have a strong representation as well. 

The second most followed brand categories on Instagram, according to the interviewees, are ’Retailers’ 

which contains supermarket brands like LIDL and ALDI, the drugstore dm and the perfumery Douglas. 

But which is even more preferred among the research participants, is the subcategory Fashion Retailer. 

Half of the interviewees admitted to follow a fashion retailer on Instagram like Otto, Asos or Zalando.  
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Moreover, 5 interviewees named brands like Benefit, MAC Cosmetics and L’Oréal from the category 

Cosmetics while 4 interviewees admitted to follow brands of the category Jewelry. Within the category 

of Jewelry especially brands of watches, like Skagen, Daniel Wellington and Captain and Son were 

preferred among the research participants. 

 

 

Ranking Brand Category 
Category 

Followers 
Subcategory 

Subcategory 

Followers 

1 Fashion 10 

General Fashion 10 

Sports Fashion 4 

Luxury Fashion 4 

2 Retailer 8 
Fashion Retailer 5 

Retailer 3 

3 Cosmetics 5 - - 

4 Jewelry 4 
Watches 3 

Jewelry 1 

5 Interior 3 - - 

6 

Cities 2 - - 

Sports 2 - - 

Vacations 2 - - 

Food 2 - - 

 

Table 3: Ranking of Brand Categories. 

Source: Own illustration, based on individual interviews. 

 

 

Seeking for New Experiences 
 

Based on the analysis of the interviews it is found that one reason why people follow brand profiles on 

Instagram is that they are looking for experiences by watching the Instagram pictures. This aspect is 

expressed by all ten research participants as a major reason to use Instagram and to follow brands. 

The respondents of the interviews express them seeking for new experiences by describing their desire 

for inspiration for their own life as well as the education about the followed brand. 
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Hence, the found theme New Experience contains the categories of Inspiration and Education about the 

brand which is illustrated in Figure 4. Each of these interpretive categories result from descriptive codes 

identified by the latent content analysis. In the following, the findings among the theme New Experience 

will be explained more in detail. 

Figure 4: The Theme ‘New Experience', its Categories and Interpretive Codes. 

Source: Own illustration, based on interviews. 

 

Inspiration 

One major finding among the results of the interviews is that all ten respondents mentioned that they are 

looking for inspiration while following brands on Instagram (see Appendix 2, Codebook):  

 “I also use it because it gives me a kind of inspiration. I sometimes follow brands of fashion or 

make up. I also travel and that gives me inspiration what to do. If there is a style that I like. I 

see it on Instagram, I kind of say I like it and maybe I look at it sometime or I follow more of 

this or I go deeper into this.” (Mira) 

Furthermore, one respondent describes that she follows brands, because she enjoys to explore new 

products like clothes, make up, or food. In addition, she clarifies that she is looking for new things on 

Instagram to realize them in her own life as well. Thereby, Instagram and the brand profiles integrate an 

inspiring roll for her. This finding is also supported by several statements of other respondents: 
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“I like to explore new things, for example new styles, new combinations of clothing, and new 

kinds of doing the makeup or new food recipes when I go to food profiles. I am searching for 

something new or something nice that I could copy in my life maybe.” (Katharina) 

“I use it for inspirational reasons. To have a look what could be possible trends in different 

areas.” (Danila)  

Another aspect, which is part of the category inspiration and thus of the theme New Experience, is the aim of the 

respondents to receive new ideas. They described that they are especially looking for brands and to get 

inspired and thus new ideas for example for what to buy during a future shopping process or to get ideas 

about clothing combinations. Moreover, the questioned women also try to realize the inspiration that 

she receives on Instagram in their daily life. Thereby, they turn the inspiration of the brand which they 

received on Instagram into a new experience with the brand in their life: 

“I follow some beauty blogger and some fashion bloggers to receive inspiration for what I can 

wear and what are the new trends on the market, especially with respect to beauty and fashion. 

[…] So basically I use it for inspiration for my daily life and for my holidays and I rather follow 

brands and bloggers and I don’t really follow my friends.” (Marie) 

Furthermore, one respondent admitted that Instagram even substitutes the act of going to the shops to 

see the latest offers and products of the brand. Thereby, the Instagram profiles support the customer to 

be informed about the offered products and activities of the brand. Thus, the consumer collects 

experiences with the brand. The respondent made this clear with the following statement: 

„I like to get new ideas for example from brands when they show something new. On the profile 

of Calzedonia they show for example the new bikinis. Thereby, I don’t have to go to the shop 

anymore since I can see that directly on Instagram. Thus, you are always up-to-date either 

because of friends or because of brands.” (Kerstin) 

 

Education 

Within this research study, there is also the theme Education found next to the theme Inspiration as a 

part of consumers’ longing for new experiences. The need for education is often described as looking 

for news or enhancing the knowledge about the brand by the respondents. All respondents described 

that they regard education as a relevant reason to follow a brand on Instagram. To describe their need 

for education about brands, the respondents mainly name information, news, and knowledge as 

descriptive codes. 
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The women express that they follow brands on Instagram to get to know what the product of the brand 

could offer to become educated about the performance of the brand’s product as well as to stay informed 

and up-to-date about the brand: 

 “So I want to see the world through the lens of the GoPro, I want to see what I can experience 

with this camera.” (Mira) 

„It is more about receiving information, what is in, how does fashion look like at the moment 

and to be up-to-date.” (Danila) 

“I want to inform myself about new styles, new arrivals and new trends. Now the summer is 

coming and I don’t know what the trend is for this summer. So I look through the fashion profiles 

and then I know exactly what to wear during this summer or what pieces to combine in my 

closet.” (Katharina) 

Furthermore, it is found that the respondents’ longing for education on Instagram often goes hand in 

hand with their longing for inspiration about the followed brand and its products. This is found within 

several statements of the respondents. For example, one of the women mentioned that she is actively 

searching for inspiration by following different brand profiles. In addition, she wants to receive news 

and thus enhance her knowledge about the brand and its offered products. She also admitted that she 

actively uses the function on Instagram to look for specific topics by searching for particular hashtags 

with the aim to receive inspiration and ideas for her life in regard to sports, lifestyles, food and fashion: 

“I use it like an inspiring thing. I follow many sports people and healthy lifestyle and many 

brands to get to know the news. […] I go through my feed and sometimes I search hashtags to 

get to know, maybe when I go to another town, to get some inspirations where to eat or what’s 

new, and watch on brand sites to get to know fashion.” (Desiree) 

Also Rieke (App. XY) described that she likes to receive inspiration from Instagram and by following 

brands, she aims to get more familiar with the brands, its style and the offered products as well. Thus, 

Rieke seeks for new experiences by following brands on Instagram in form of looking for inspiration 

and become educated about the brand. This example of Rieke is also supported by other respondents of 

the research study which support the consumers’ need on Instagram to receive education about brands 

in the marketplace: 

“I like to get some inspiration. So of course when I see the pictures and when I follow the brand, 

you could say that I want to achieve to get to know the new style and the new collection” (Rieke) 

 “I think I often feel inspired and happy to get to know so many new things. [….]You get to know 

what’s new, what’s happening. What new clothes from different seasons they have.” (Desiree) 
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“I like to look at Makeup looks, different lipstick colors and so on. It is inspiration for me and 

also what is new on the market. If there are new products, products I might be interested in.” 

(Pia) 

 

Experiencing Feelings of Desire on Instagram 
 

To answer the sub question which feelings of desire consumers are attached to by following a brand on 

Instagram, a closer look at the expressed feelings of the respondents in regard to followed brands has 

been taken. According to Belk et al. (2003), consumer desire is described as a passionate emotion in 

contrast to a passionless fulfillment of needs. In the case of Instagram, it is found as well that the users 

are attached to emotional experiences while using this platform. The respondents even mention the 

emotions the social networking site arouses as a reasons to use Instagram and to follow brands. When 

the Instagram user watches the pictures of followed profiles, they experience emotions like fun, joy, 

happiness, and excitement: 

“Instagram became a very and much more emotional tool for myself. It is something that I do 

in my free time and that I like spending time with. It became a hobby, sometimes.” (Mira) 

“I would say it makes me feel happy to see the pictures so I like them […]” (Rieke) 

“ [… ] it makes me feel good because if I see nice pictures of some outfits. I want to copy them 

and I am anticipating how I will feel if I will copy these outfits […]” (Marie) 

With a deeper insight into the analysis of the feelings the respondents’ experience, it is found that the 

women experience different kinds of feelings of desire when it comes to brands they follow on 

Instagram. As presented in the studies of Belk et al. (2003), it was expected to identify evidence for the 

three feelings desire for otherness, for sociality and for inaccessibility amongst the research participants 

and their consumption of brands on Instagram. This assumption could be confirmed by the content 

analysis of the qualitative interviews. Figure 5 illustrates the found theme ‘Feelings of Desire’ which 

contains of the categories ‘Desire for Otherness’, ‘Desire for Sociality’ and ‘Desire for Inaccessibility’. 

Each of the interpretive categories result from descriptive codes. The findings within each category are 

presented in the following.  
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Figure 5: The Theme ‘Feelings of Desire’, its Categories, Sub-Categories and Interpretive Codes. 

Source: Own illustration, based on interviews. 
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Desire for Otherness 

The desire of otherness describes the consumer’s desire to escape from present conditions to past or 

future conditions, according to Belk et al. (2003). Within the analysis of the results of the conducted 

interviews, all respondents mentioned to use Instagram especially for the reason to get sidetracked from 

their current life by watching Instagram pictures which show other lifestyles they are used to. An 

overview about the sub-categories of the found category ‘Desire for Otherness’ within the analysis of 

the interviews is illustrated in Figure 5.  

It is identified that the escape from the present condition can happened into an escape to past or future 

conditions. The escape to future conditions is experienced while looking for new cloths and imagining 

to wear this outfit in the future, looking at sports brands and thinking about becoming more sporty in 

the future, or looking at luxurious or wealthy lifestyle profiles which the user wishes to achieve in its 

future, too. On the other hand, the escape form present conditions to a past one is found especially when 

the respondents talked about vacations and Instagram profiles that present vacations destinations: 

“[…] by looking at these travel blogs and I have already been at a place that is posted on the picture, I 

am thinking about the experiences of myself […].” (Marie) 

“It is like a distraction or pastimes if I am on my way to university or to my job. You shut yourself off at 

this moment and you have a look what others are currently doing.” (Danila)  

“There I am aware that it is not easy to possess them because I don’t have the money for it or it is too 

luxurious. I like the luxurious world because it is very aesthetic and emotional so I like just knowing what 

there is let’s say.” (Mira) 

“I cannot see myself right now in that profile but it motivates me to improve myself. Sometimes it shows 

me in the future, but it doesn’t mirror me right now.” (Marie) 

 

Desire for Inaccessibility 

The found category ‘Desire for Inaccessibility’ contains of the three subcategories ‘Distance 

Reduction’, ‘Barriers’ and ‘Hope’ (see Figure 5). The findings within the qualitative interviews within 

these categories are presented in the following. 

The feeling of desire for inaccessibility describes the difficulty to obtain something (Belk et al. 2003). 

Within the research study the subcategory ‘Barriers’ is identified which contains out of three types of 

barriers that make it hard for the respondent to obtain the followed brand. These are geographical, 

financial and technical barriers. The respondents experience a geographical barrier, if the products of 

the followed brand are not available at their home country Germany. Here, the respondents mentioned 
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several fashion brands as well as some cosmetic brands which they got to know abroad but have troubles 

to consume them at their home country: 

“In referring to the brands, they are rather difficult to receive, because they are mostly brands from 

abroad. It depends, some of them are easy to possess other are too expensive to ship. For example the 

Gooseberry Intimates or Bali Body, a brand from Asia.” (Marie) 

One respondents mentioned next to the geographical barrier of some brands that there exist also 

technical barriers for her if the online shop does not work well or does not present the products in an 

appealing way: 

“The UK fashion labels, I am following, I follow them because I was in Ireland for studying abroad and 

there I got to know all these UK fashion labels. It is really tough to order this stuff from UK when you are 

living in Germany. Some brands don’t have a proper internet website where you can order this clothes.” 

(Katharina) 

Others described that some products are too expensive for them, at the moment. Nevertheless, they hope 

to be able to purchase or receive some products of the followed brand in the future: 

“[…] there is one brand which I follow which is a jewelry brand which I follow and is hard for me to 

afford. It is called “Anna Inspiring Jewelry” and it is a brand from Vienna. I mean I could afford one 

piece, but that’s all. And they have really, really pretty things and maybe one day I can buy me a ring like 

that.” (Pia) 

“Captain and Son with its watches is pretty nice and I would like to have such a watch, but I cannot afford 

it right now while being a student.” (Danila) 

 

Desire for Sociality 

According to Belk et al. (2003), desire is affected by interpersonal responses from others. Within the 

research study of this thesis, it was expected to identify that Instagram users desire to follow particular 

brand profiles to improve their social relations with others. Next to their desire to improve social 

relations, it is identified that the respondents follow brands for observational reasons and to reduce the 

distance to the brand.  

For some respondents, an improvement of their social relations takes place by following the same 

profiles as their friends do. Furthermore, they mentioned that they experience a feeling of becoming part 

of a community if they follow particular Instagram profiles. One respondent even mentioned to 

experience a feeling of peer pressure to follow a particular brand, because the community she belongs 

to does follow this brand: 
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“[…] you get to know many new things, new designs or outfits. […]You have like a community and feel 

like you belong to something.” (Desiree) 

“This was also the reason why I started with Instagram: because everybody is talking about it, because 

everybody says “look, did you see this already, do you know this trend“ and you sit there and you feel a 

little bit excluded from the discussion or you do not know was it happening.” (Danila) 

“It is like group pressure! There is for example Kyla Fitness. I have for example not really something to 

do with fitness and food like chia seed and goji berries. […] But my friends follow this profile and thereby 

I got attentive to it.” (Danila) 

Nevertheless, evidence is found as well that half of the questioned interviewees do not feel influenced 

by other people when it comes to the decision to follow a brand or not. They state that it is more an 

intrinsic motivation for them to follow a brand or any other profile on Instagram: 

“I don’t really care what other people could think about me because I follow this or that brand. So it is 

not an external motivation at all it is really an internal motivation for myself.” (Marie) 

“[…] it is not my target to follow brand because of others.” (Katharina) 

Furthermore, desire for sociality is often evident by a longing for things associated with a wealthy 

lifestyle (Belk et al. 2003). This longing for a wealthy lifestyle is also found among the responses of the 

research participants. The women mentioned jewelry, vacations and luxury brands like Chanel as 

desirables:  

“[…] I could never afford Chanel, I think. I follow them because I like their pictures they post.” (Rieke) 

“I like the luxurious world because it is very aesthetic and emotional so I like just knowing what there is 

let’s say.” (Mira) 

“I think it is because every girls wants to have one of those kind of luxury bags and purses and that’s like 

a dream to have those kind of brands. To see women that have those kind of brand is kind of nice.” 

(Patrice) 

Moreover, it is found that the respondents use Instagram to observe the activities of the followed brand 

and to receive information about the brand. The respondents explained that they prefer to receive 

information about the launch of new products, the current brand ambassadors, price offerings and the 

image of the brand: 

“It is nice for me to see what is on the market and to see what is in. What is the trend and what other 

people wear and buy.” (Patrice) 

“I want to know if there are new products, because the Instagram account of L’Oréal is an international 

one. Sometimes there are products shown which are not jet launched in the German market.” (Pia) 
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“[...] at Calzedonia, you could see a lot from the backstage area, the parties, the models inside the 

changing rooms were they got styled and try the different outfits, and sometimes making some grimaces. 

At Hunkemöller, it is most times that they post only the pictures from the shooting. So they show nothing 

from behind the scenes.” (Kerstin) 

By observing the followed brand profiles, the respondents admit to feel closer to the brand and hence 

reduce the feeling of distance. Thus, the reduction of the distance to the brand by following it on 

Instagram automatically leads to an improvement of the consumer-brand relationship: 

“I want to stay in contact with all these brands, because I am now back in Germany and I don’t have the 

opportunity to go to the shops every day, because they are often not located in Germany. So I want to 

keep in touch with these […].” (Katharina) 

“[…] I think the Instagram channel shows another side of the brand. […] On Instagram you can see the 

product and the values of the company. So you can see what they think is important or what they think 

the product should be placed, or in which world the product should be placed. What the target group 

looks like.” (Mira) 

“At the moment, I like Intimissimi the most, because they present also the shows where the models wear 

the new bikinis and where you can experience the show although you haven’t been there since they show 

also videos and not only pictures.” (Kerstin) 

 

Extension of the Self with Instagram 
 

Belk (1988) highlights that the consumption of brands results from the phenomenon of self-extension. 

To remind the consumer about its identity, the consumption of brands is used to present the self, define 

the self and to store memories and feelings (Belk, 1988). Thereby, the consumption of brands is seen as 

an instrument to form an identity and thereby become part of the self (Ahuvia, 2005). Hence, the desire 

to follow a brand on Instagram was expected to result from the need for self-extension. This expectation 

could be strongly confirmed by the findings of the conducted research study. All 10 participants 

described in different ways and with different examples from their own experience with Instagram how 

they use brands on Instagram as well as Instagram itself for self-definition, self-presentation and the 

conservation of memories. 

Along with the latent content analysis of the interviews, the categories ‘Define the Self’, ‘Present the 

Self’, ‘Memory’, ‘Brand Knowledge’, ‘Creation’ and ‘Control’ were identified as illustrated in Figure 6. 

The detailed findings within these themes are explained in the following. 
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Figure 6: The Theme ‘Self-Extension’, its Categories, and Interpretive Codes. 

Source: Own illustration, based on interviews. 
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Define the Self  

At first, the findings along the identified category ‘Define the Self’ are presented. According to Belk 

(1988), the function to define the self happens through observing and comparing what the consumer 

possesses or does not possess which leads to the desire of goods to increase their extended self. 

As found in the research study, every respondent follows multiple brand profiles (see Table 3) to 

compare the individual possessions with available items pictured on the brand profile. By comparing 

the possessions, the respondents admitted to develop desires to possess the items pictured on the brand 

profiles. Furthermore, they observe the activities of the followed brand profile and compare the 

presented product with the own possessions in regard to similarities of the product, a better look of the 

product or similar experiences made with the product: 

“I do compare them with my own life with what I have experienced but also with what I want to 

experience”’ (Mira) 

 “Sometimes I see products I really like and then I am thinking I have something similar, I have 

it already so I don’t necessarily need what is shown on Instagram, because that is something 

quite similar to that.” (Marie) 

Furthermore, some respondents admitted also to compare the locations in which the brand product is 

presented on Instagram with own experiences they made at the shown location: 

“There was one picture [of Daniel Wellington] in Milano, in Italy. And I remember, I saw this 

picture and then I remembered that I had some ice cream with my friends there, so I liked the 

picture [on Instagram], because I had some emotional memories there.” (Patrice) 

“Sometimes L’Oréal does post a lot of Paris content, that’s something I can relate to because I 

lived in Paris for one year after my high school diploma.” (Pia) 

Two respondent also mentioned that they, in combination with the process of comparing, are anticipating 

to purchase the pictured product if they like it. This is a clear hint that following brands on Instagram 

enhances consumer desires to possess pictured objects: 

“Sometimes when you see a product, then you think ‘cool I have something similar already’ or 

‘this is something new, I could try that’.” (Kerstin) 

“[…] if I see nice pictures of some outfits, I want to copy them and I am anticipating how I will 

feel if I will copy these outfits, or if I want to buy something presented I am already anticipating 

the process of shopping that particular item during the next days.” (Marie) 
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According to Bagozzi and Dholakia (2006), brands can form an identity if the consumer interprets an 

overlapping of the self-image and the image of the brand. This aspect is also found in the research study. 

Hence, this finding confirms that the consumption of brands on Instagram supports the self-extension 

of the consumer, too. All respondents confirmed several times that they follow brands on Instagram, 

because they can identify with the brand image. The respondents described that they can identify with 

the brand they follow, because they can identify with the target group of the brand, the way in which 

pictures are posted, the landscapes which are shown or even if they use the shown products of the brand 

in their life. Moreover, the respondents described the non-identification with a brand as a strong criteria 

to not follow a brand profile: 

“My favorite profile it the one of Engelhorn Sports […] It shows in a more realistic way that 

also normal people can buy their stuff. […] I have to identify myself with the product, and this 

is the case at Engelhorn Sports as well as at the Nike profile.” (Dani) 

“On Instagram you can see the product and the values of the company. So you can see what 

they think is important or what they think the product should be placed, or in which world the 

product should be placed. What the target group looks like. So I can see if I can identify myself 

with this company by looking at these Instagram pictures.” (Mira) 

“I follow brands I buy in my normal life too, I wear or I want to eat. I follow Dolce Gusto for 

example, so I drink Dolce Gusto coffee, but I drank them before I followed them. I wear some 

Adidas or Nike shoes for training, running shoes. I often have products and afterwards I 

followed the brands.” (Desiree) 

“I am only interested in this fashion and beauty stuff, that’s it. I don’t really like to cook, so 

food profiles can’t really inspire me. I wouldn’t use the advice that I see on Instagram. It doesn’t 

offer an essential value for me.” (Marie) 

 

Present the Self 

The consumption of brands supports the individual to present the self in a way the individual wants to 

be seen by others (Belk, 1988). According to the findings, this is also the case when consumers follow 

brands on Instagram. It is found along all ten interviews that the respondents use Instagram to present 

themselves to others. 

Furthermore, it is also found that the respondents want to present their possessions to others on 

Instagram. Thereby, evidence is found that the Instagram users utilize particular brands to support the 

presentation of the self in regard to others: 
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“I have one special Nike shoes where my name is on, so of course I posted a picture and posted 

the hashtag Nike. Or I have a coat from Zara and I hashtag the name from Zara. I bought a 

jumpsuit at Vero Moda and I hashtag the brand underneath. And I have a watch from Cluse 

where I did the same.” (Rieke) 

“When I post pictures of products, I use hashtags with the brand. It is an easy thing and I 

describe the picture for people who don’t know the brand.” (Patrice) 

The others which the respondents aim to present themselves to, are their friends on Instagram but also 

brands they follow. It is found that the respondents use Instagram and brands on Instagram to receive 

positive feedback from others. This feedback are the ‘likes’ which the respondents receive for their 

pictures: 

“When you post a picture you want to get some ‘likes’. This is kind of embarrassing, but that’s 

the way it is. And if I also see that no people like the post, sometimes I delete it to be honest.” 

(Patrice) 

“So I am very excited if they like my picture or did I have a lot of followers for this picture.” 

(Katharina) 

“I experienced that the more hashtags you use the more ‘likes’ you can get. So I am really 

having a hard time to determine which hashtags I could use for pictures.” (Marie) 

It is noticed that the respondents experience especially a feeling of pride if the brand itself liked the 

picture uploaded by the Instagram user. For example, one respondent mentioned the case that she 

uploaded a picture with her new shoes and tagged the brand profile on it as well as mentioned several 

hashtags containing the brand name. Further on, she admitted that she presented her picture to the brand 

to receive a positive feedback by the brand itself in form of giving a ‘like’ to her picture: 

“Recently, I bought shoes from Bianco. Then I used the Hashtag #bianco and tagged the profile 

of Bianco on my picture. The first ‘like’ that I received for this picture was also from them. This 

was really cool and I was also a little bit proud for that.” (Danila) 

“I have for example one post here where I used four hashtags and within these four hashtags is 

the word GHD- the brand of the hairdryers. I kind of wanted that everybody knows that I use 

GHD. Every girl likes GHD and it is a picture where I have curly hair so I used so many GHD 

hashtags. It seems like I was very proud to have the GHD curls.” (Patrice) 

“[…] if I find something interested or if I am proud of myself for cooking a great meal or that I 

found a piece of clothes or nice furniture for a long time then sometimes I post this on Instagram 
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to let others know that I reached my target or that I am very satisfied with my new furniture and 

achievement.” (Katharina) 

A third way found, in which the respondents present their self on Instagram, next to showing their 

possessions and seeking for positive feedback by others, is to present their lifestyle. Thereby, the 

respondents use hashtags of brands to describe the used product in their uploaded picture. Thus, others 

should be made aware of the brands the respondent uses which can be interpreted as a presentation of 

the user’s status and lifestyle. The respondents furthermore admitted to preferably show the wealthy and 

good side of their life: 

“I show others that I am at the beach, that I am doing fine and that I have a nice life and maybe 

to make them also a little bit jealous.” (Kerstin) 

 “You can only show the good sides of life or parts of it.” (Pia) 

“I use often the brands I wear as hashtags or I cooked with or I have been shopping […]” 

(Desiree) 

“So you create your own kind of personality on your Instagram account which is you or which 

is maybe not you. […] I thought oh that’s seems to be kind of cool. So pretending to be someone 

else.” (Patrice) 

 

Memory 

As Belk (1988) states, possessions – and thereby the consumption of brands – convert intangible 

experiences into more tangible ones. In addition, Csikszentmihalyi and Rochberg-Halton (1981) explain 

that also photos are rich of memories and feelings. It is found that Instagram supports its user to store 

memories and feelings experienced with a brand when they follow its Instagram profile. Thereby, 

experiences the respondent made in the past become more tangible for them. Within all these interviews 

evidence is found that shared photos of for example particular locations like cities, sights or vacation 

destinations by the brand profile awake memories of experiences the respondents made in the past. 

Moreover, they state that they are more favored to like the picture if it shows a location the respondents 

visited as well: 

“[…] by looking at these travel blogs, and I have already been at a place that is posted on the 

picture, I am thinking about the experiences of myself […] If a brand would post a picture of a 

place I visited before, I would rather like these picture.” (Marie) 
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“I visited some of the places which are shown on the brand profiles! Like Berlin, or London 

where you can see the Big Ben on it. […]I have memories from this locations. There was one 

picture [of Daniel Wellington] in Milano, in Italy. And I remember, I saw this picture and then 

I remembered that I had some ice cream with my friends there, so I liked the picture [on 

Instagram], because I had some emotional memories there.” (Patrice) 

 “I like travelling and I have memories with my travels. I identify myself when I see a picture in 

the see or at the beach. So it makes me think ‘Oh I want to be kind of that way’. I can identify 

with it. And sometimes I am imagining if I had a GoPro I would have taken the same picture 

probably. I sometimes look at these pictures as if I could have taken them because I like them 

so much!” (Mira) 

Further on, the respondents mentioned that the brand profiles they follow on Instagram remember them 

about experiences they made with the brand: 

“Forever21 for example, remembers me on the time when I was in the States and I when there 

shopping a lot.” (Rieke) 

“The UK fashion labels, I am following, I follow them because I was in Ireland for studying 

abroad and there I got to know all these UK fashion labels.” (Katharina) 

However, it is found that the respondents store not only experiences from the past but also aim to be 

reminded about experiences they wish to do in their future by following a brand on Instagram. They 

state that following brands on Instagram supports them to remind about their desires and things they 

want to achieve or buy in life: 

“If I see for example the watches that reminds me for the future that I want to have one of those 

one day. Sometimes, especially when you have a lot of wishes as most of the people do in these 

kind of days, then you actually forget what you want or what your wish is. And then if you have 

like a little reminder on Instagram, that is kind of helpful.” (Patrice) 

“With Intimissimi and Calzedonia I have for sure associations with my own life. There are often 

pictures from vacation destinations and I post by myself something like that as well if I am at 

the beach. This remembers me sometimes about myself and what I am doing there, that I could 

wear something like pictured as well if I am on vacations.” (Kerstin) 
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Integrating Brands on Instagram into the Extended Self 

Next to the found functions that brands on Instagram can take to extend the self of the consumer, also 

the process of how brands on Instagram become part of the extended self were explored. Belk (1988) 

defines the three processes control, create and knowledge which integrate the consumption of brands 

into the extended self. These three processes were expected to apply also when consumers follow a 

brand on Instagram.  

 

Brand Knowledge 

Analyzing the results of the research study, it is found that all respondents seek for knowledge about the 

brand by following it on Instagram. The respondents described that they aim to receive information 

about the brand and its offered products by following it on Instagram. They named the possibility to get 

to know the brand better as a major reason why they follow brands on Instagram. It is found that the 

respondents use Instagram to learn about the brand image, its target group, brand ambassadors, the 

launch of new products, and receive information about promotional events, competitions, product 

discounts and general activities of the brand. Furthermore, they state that Instagram is seen as a much 

faster medium to receive information about the brand compared to traditional advertisement channels: 

“Instagram helps me to get to know the brand better. I learn how the brand puts itself in the 

market. Like how they see themselves.” (Patrice) 

“Instagram helps me to get to know the style of a brand better and maybe the target group. So 

you see the advertisement is for very young people, or you see it is for very posh people. So the 

brand gives you very good information about the target group on Instagram.” (Katharina) 

 “[On Instagram] I think you get more information up-to-date in comparison to traditional 

advertisement. Because it is a faster medium than advertisement on TV.” (Desiree) 

 

Creation 

Instagram users describe their pictures with hashtags. It is found that they also use brand names as 

hashtags to describe their pictures and the presented brands on it. Thereby, the consumer creates an own 

imagination of the brand. Furthermore, they state that they only use hashtags of the brand, if the brand 

is presented on the picture, or if they used it, and if they are satisfied with the brand performance: 

“I use often the brands I wear [on the picture] as hashtags or I cooked with or I have been 

shopping […]” (Desiree)  
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 “[…] I think I would do the company name if I am really convinced that this is a good company. 

Because I think this is okay to give them the reward that they are doing a good job and that I 

like their product. So they know that have customers who value what they do.” (Mira) 

“Most times, I use the recommended hashtags for brands. There is for example for Nike: 

#nikerunning, #nikewomen. In addition, I post also some general hashtags like #sports, #sporty. 

Thereby, I describe the picture in a short way.” (Dani) 

“[…] I don’t post hashtags if it is not the truth. So if I use this product or I use the brand then I 

will post it.” (Katharina) 

Furthermore, it was expected to identify that the respondents express their own imagination of the brand 

by commenting photos of the followed brand profile. In spite of being able to comment pictures, it is 

found that the respondents do not express their imagination of the brand by commenting. Furthermore, 

they state that they use the commenting function just to tag friends under the picture to show it to them: 

“If I comment something, I usually link a person I know. So she sees that particular 

picture.” (Marie) 

“I normally don’t comment. I only like pictures if they inspire me or if I used the product for 

example.” (Desiree) 

 

Control 

In regard to the process of control, the results of the research study vary among the research participants. 

On the one hand, most respondents mentioned that they do not experience any control over the brand 

they follow. 

“I think I don’t have any influence. In the end you are just one of many others” (Danila) 

“I don’t think that the brand would have a look at my preferences if I comment 

something.” (Kerstin) 

“I don’t think that I have control over the brand. I think that blogger have more impact on the 

brand than I have.” (Desiree) 

On the other hand, one respondent described that she might be able to influence the perception of a 

brand by posting pictures and using hashtags: 

“[…] you can also […] control the brand, because you have influence on how the brand is 

depicted or perceived. So in this sense by tagging or by hashtagging.” (Mira) 
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Nevertheless, the respondents state that they feel control about consuming the brand. If they prefer not 

to be confronted with the content provided by an Instagram brand profile, the respondents have the 

opportunity either to scroll further down the Instagram feed without giving much attention to the brand’s 

picture or by even unfollowing the profile: 

“But I think it is good that you can decide by yourself that you can look through this or through 

it away. It is different from normal advertising. Because on normal TV you are not able to scroll 

or to move the advertising to go further on your firm. Here you can decide by your own if you 

want to get influenced by the brand or if you just over scroll it.” (Desiree) 

“It is just when the brand tend to post too many pictures during one day, I just don’t like that. 

It is too much I just unfollow it.” (Patrice) 

Furthermore, it is found that the respondents experience a feeling of control about others. It is found that 

the research participants link friends on pictures to present these to them. When the linked person sees 

the picture, he or she knows who the initiator is:  

“If I comment something, I usually link a person I know. So she sees that particular picture. So 

I rather see control of this person, because I know if I tag her, she will have to look at this 

picture.” (Marie) 
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5. Conclusion 

 

Discussion  

 

Based on the theoretical framework and the presented findings from the conducted qualitative 

interviews, in this chapter the findings are discussed and interpreted with regard to fulfilling the purpose 

of the thesis. 

This thesis contributes to literature about the concept of self-extension and consumers’ feelings of 

desires with an interpretation based on an exploration of female Instagram users in Germany. 

The purpose of the thesis was to discover the underlying desires of Instagram users to follow brands on 

this social networking site. Thereby, focus was given on exploring the made experiences and the feelings 

of desire of Instagram users as well as how brands on Instagram can facilitate the extension of the 

consumer’s self.  

 

New Experiences 

The Instagram user can be seen as someone who seeks for new experiences by looking for inspirational 

input or by receiving education from or about the brand. Moreover, Instagram users are affected on an 

emotional level.  

This proves that the Instagram user can metaphorically be seen as a tourist who is looking for new 

experiences. Thereby, the conditions of the consumer research approach of Østergaard and Jantzen 

(2000) are confirmed in the case of consumer consumption behavior on Instagram. Since the 

consumption behavior on Instagram is emotionally determined, it can be interpreted as a flow of 

fantasies and feelings as anticipated in regard to the theory of Holbrook and Hirschman (1982). 

According to Østergaard and Jantzen (2000), the consumption behavior of individuals is based on 

individual desires as a component for the construction of a meaningful life. This leads further to the 

analysis of the presented findings in regard to the explored feelings of desire, based on the theory of 

Belk et al. (2003). 
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Feelings of Desire 

According to Belk et al. (2003), consumer desire is described as a passionate emotion in contrast to a 

passionless fulfillment of needs. This passionate emotion is discovered when consumers follow brands 

on Instagram as well, since it is found that the consumption behavior on Instagram is emotionally 

determined. Further on, it connects also with the seeking for new experiences, based on emotions rather 

than rational criteria. 

Moreover, Belk et al. (2003) describes consumer desire as a motivating factor behind the consumption 

behavior. The results of the research study show that Instagram enhances the growth of consumer desires 

for brands and their products, and thus the consumption behavior of the consumer. As presented in the 

studies of Belk et al. (2003), it was expected to identify the three feelings desire for otherness, sociality 

and inaccessibility amongst the research participants and their consumption of brands on Instagram. 

These expectations could be confirmed and are now explained. 

In the study of Belk et al. (2003) the feeling of desire for otherness is described as a seeking of the 

consumer to escape from present conditions to something better. This desire was also explored in the 

context of consumers that follow brands on Instagram. It could be confirmed that Instagram users enjoy 

to escape for a moment with their thoughts from their present condition to a somehow better condition 

in regard to fashion, sports and lifestyle. This escape is found to be either directed into the future 

anticipations or to past experiences. 

The escape to future conditions is experienced by Instagram user when looking at brand profiles that 

present clothes, jewelry, sports fashion, and a wealthy or even luxurious lifestyle. These future 

conditions are often ones which the consumer strives for to achieve in its future life. 

Consumers experience a feeling for desire for otherness in regard to escape into the past. However, 

Belk et al. (2003) states, that the escape to past conditions is referenced with an escape to childhood 

images. This is not the case with brand followers of the millennial generation on Instagram. If consumers 

look for brands on Instagram, usually an escape in the world of vacations is identified to remember 

about personal and enjoyable experiences. Thus, this results go hand in hand with the identified desire 

for otherness of a place by Belk et al. (2003) which involves travelling to or living in other countries. 

The feeling of desire for inaccessibility describes the difficulty to obtain something (Belk et al. 2003). 

The more difficult the product is to receive and possess, the more desirable it becomes. According to 

Belk et al. (2003), the difficulty to reach the desired good results from financial barriers or objections 

from family and friends.  

This is just partly the case when it comes to the social media platform Instagram and brands. Within 

Instagram it is found, that the difficulty to reach the desired brand and its products results from financial, 
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geographical or technical barriers while family and friends do not have any influence on the individual 

in regard to avoiding particular Instagram profiles.  

Furthermore, Belk et al. (2003) states that consumers can only develop a feeling of desire for a good by 

its distance or inaccessibility if there exists hope to overcome the distance to the good. Similar results 

are identified in the case of following brands on Instagram. Moreover, consumers aim to reduce the 

distance to a brand which they experience by the geographical, financial or technical barriers. This helps 

them to carry up the hope and to imagine to overcome the barriers in their future completely. Imagined 

possibilities to overcome the barriers at some point in life are saving up money, getting a new job or by 

receiving the desired brand as a present. 

Hence, it can be concluded, that Instagram users follow brands if they experience a feeling of 

inaccessibility or distance to the brand, based on the premise that there exists hope to somehow be able 

to possess the brand in their future.  

As stated by Belk et al. (2003), the feeling of desire for sociality is strongly affected by interpersonal 

responses from others like family, friends or loved ones while the consumer hopes that the desired good 

will improve their social relations. 

The analysis of the findings show furthermore that there are Instagram users who experience a feeling 

of desire for sociality and ones that do not experience these desire. The ones that experience a desire for 

sociality on Instagram, follow particular brand profiles to improve their social relations with others. 

They often decide to follow the same brand profiles as their peers do and sometimes experience a feeling 

of peer pressure to follow particular brands to stay or become part of the group. By following the same 

brands as their peers do, the individual experiences an improvement of the interpersonal relationship 

and a stabilization of their group membership. By improving the social relations, a reduction of the 

distance to the group, which is aimed to belong to, is experienced.  

However, it has to be stated that not every Instagram users experience a desire for sociality and thus to 

improve their social relations with peers on Instagram. These Instagram users do not see any incentive 

to please others by following particular profiles on Instagram. The majority of the consumers experience 

the following of profiles on Instagram as a private decision which is hard to track by others. Hence, it 

can be concluded that if the Instagram user does not experience a feeling of desire for sociality, their 

incentives to follow brands is a more intrinsic one. 

Nevertheless, the Instagram user does not only experience a feeling of desire for sociality with others, 

but also with the followed brand itself. Consumers follow brands on Instagram, because they aim to get 

to know the brand better and observe its activities. It can be confirmed that desire for sociality is often 

evident by a longing for brands associated with a wealthy lifestyle, as found by Belk et al. (2003). On 
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Instagram this is often a longing for exotic vacations, expensive jewelry or luxurious fashion. Hence, 

the consumer experiences a reduction of the distance to the brand – not matter if the consumer possesses 

or does not possess the followed brand. Every time Instagram is used by the consumer, there is the 

possibility to be in contact with the brand, observe it and to receive new information about it. This 

happens sometimes more conscious by searching directly for the desired brand profile on Instagram or 

unconscious by looking at the pictures of followed profiles which are presented in the Instagram news 

feed.  

Thus, it can be concluded that Instagram users desire to follow brand profiles if they experience a feeling 

of desire for sociality with others or with the brand itself. Also experiencing the feeling of inaccessibility 

for brands enhances their desire to follow these brands on Instagram while their feeling of desire for 

otherness lets the consumer desire to follow brands that offer especially inspiring content and new 

experiences.  

 

Self-Extension 

It is found that consumers who use Instagram and follow brands are attached to these brands. By 

following a brand profile, the consumer invests its attention to the Instagram activities of the brand. As 

explained by Csikszentmihalyi and Rochberg-Halton (1981), these investment of attention is an inner 

energy which increases from the self of the consumer. Therefore, the consumption of brands results 

from the phenomenon of self-extension, as highlighted by Belk (1988). Moreover, the consumption of 

brands functions to present the self, define the self and to keep memories and feelings alive (Belk, 1988). 

Within this thesis, it is identified that the desire to follow a brand on Instagram does result from the need 

for self-extension. Instagram users utilize the consumption of Instagram brands to incorporate them into 

their self. 

Instagram facilitates consumers to define themselves through observing. Users have the possibility to 

visit and follow brands to receive information and compare their individual possession with further 

available goods in the marketplace. 

By comparing its possessions and experiences with the pictured objects on the brand profile, the 

consumer experiences on the one hand a feeling of satisfaction if the same or a similar product or 

experience in regard to the own possession or made experiences is presented by the brand profile. 

Thereby, the pictured brand product is already part of the extended self. On the other hand, there is also 

the situation that the consumer does not possess the presented object. Thereby, the consumer experiences 

an increase of desire for it to further extend the self if they feel attached to the pictured product. This is 
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strengthened by the theory of Sartre (1943) who states that individuals desire things and want to possess 

things to enlarge their sense of self.  

Furthermore, the consumer does not only observe the brand on Instagram to compare its possessions, 

but also to examine if they can identify themselves with the brand. According to Bagozzi and 

Dholakia (2006), brands can form an identity if the consumer interprets an overlapping of the self-image 

and the image of the brand. Instagram users follow brands if they can identify themselves with the image 

of the brand. They compare themselves with the pictured people, the general appearance of the picture, 

or with own experiences they made at pictured places on the brand profile. Further on, Instagram users 

feel strongly attached to brand profiles of brands they are familiar with by using them in their life. In 

contrast, non-identification with a brand is a strong criteria for Instagram users to not follow a brand 

profile. 

The consumption of brands supports the individual to present the self in a way the individual wants to 

be seen by others (Belk, 1988). The presentation of the self to others does also take place when 

consumers follow brands on Instagram. On the one hand, consumers use Instagram to present their 

possessions, which are part of their extended self, to others on Instagram. Possessions support the 

individual to present the self in a way the individual wants to be seen by others (Belk, 1988). The others 

can either be their direct followers of their profile but also the whole Instagram community which 

includes also the presentation of the self to brands. Thereby, consumers use particular brands as hashtags 

or link brands on the picture to present themselves to others. These are most times brands which are 

presented on the posted picture to emphasize that this brand is utilized by or a possession of the 

consumer. 

Moreover, consumers enjoy to present their lifestyle to others. By using hashtags of particular brands 

they aim to make others aware and confirm their way of living. Thereby, consumers aim to present only 

the wealthy or good side of life. 

Furthermore, consumers strive to receive positive feedback while presenting their self to others. This 

feedback takes the form of likes or comments which consumers receive for their Instagram pictures. 

While receiving positive feedback from others, consumers experience a feeling of pride, especially when 

the hashtagged or linked brand itself awards them with a feedback. With this feedback and the feeling 

of pride, the consumer receives a confirmation that their extension of self is positively perceived by 

others. Hence, consumers enjoy to follow brands on Instagram which actively give feedback and interact 

with consumers. 

Photos are rich of memories and feelings, as Csikszentmihalyi and Rochberg-Halton state (1981). 

Also photos on Instagram, shared by a consumer or by a brand profile, are rich of memories and feelings. 
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The followed brand profiles and its shared photos of for example situations, products or locations, 

remember consumers about experiences they made with the brand in the past and facilitate them to be 

reminded about experiences they wish to do in their future, too. Identified examples of the content of 

the Instagram pictures by the brand profile that awake feelings and are rich of memories are pictured 

locations like cities, sights or vacation destinations.  

Furthermore, experiences and ideas are part of the extended self (Belk, 1988). Hence, the memories 

about experiences and ideas are clearly a part of the extended self as well. Thus, brands on Instagram 

that picture their products at different locations support the consumer to remember about personal 

experiences. Hence, the brand profile becomes part of the extended-self since the brand’s picture awakes 

the stored feelings and memories of experiences made by the consumer personally. Therefore, it is 

concluded that following a brand on Instagram is a possibility for consumers to keep memories and 

feelings alive which they are attached by. 

Belk (1988) identified the three processes control, creation and knowledge which integrate objects into 

a part of the extended-self. It was anticipated to identify that these three processes apply also when 

consumers follow a brand on Instagram. 

In the case of Instagram, consumers experience a very low level of control over the brands or the 

activities of a brand they follow. However, consumers are able to control the consumption of the brand 

while using Instagram. This control takes place by consumers deciding for what duration they confront 

themselves with the shared content of the brand. The consumers have the possibility to either scroll 

through the Instagram news feed while giving low to no attention to the shared content of the brand or 

giving full attention to the brand’s picture. Further, consumers experience always the possibility and 

thus the control to unfollow brands on Instagram. 

Moreover, consumers are not only able to control the attention they can give to a brand, but also others. 

By linking other Instagram users on a picture, the consumer experiences a feeling of control about its 

peers. The linked person receives a notification by Instagram about being linked and must see this 

picture. Linking another person on a picture can be interpreted as a form of gift giving on Instagram. 

According to Sartre (1943), the act of giving something to other people is a form of control. As Belk 

(1988) states, received gifts are associated with the giver. Thereby the identity of the giver is extended 

to include the receiver (Belk, 1988). This is also the case on Instagram since the linked person knows 

who the initiator is. Thus, the associations of the linked person with the picture might become connected 

with the initiator. Hence, linking a person on a picture can be interpreted as a form of gift-giving which 

is a means of extending the self, according to Sartre (1943,) and thereby an act of control. 
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Therefore, it is summarized that consumers experience a feeling of control about the extent of consuming 

brands on Instagram as well as about others which results in a contribution to incorporate brands into 

the consumer’s self. 

The creation of content on Instagram in regard to brands cannot be clearly identified as a way of 

incorporate imaginations of a brand into the extended self. Since consumers are most times unaware of 

being able to create content to the brand, it cannot be confirmed that the process of creation on Instagram 

results to an extension of the consumer’s self. 

However, consumers upload pictures on Instagram and link brands they follow and use, or describe 

them with hashtags which contain the brand name. By describing the shown content, the consumer 

expresses its own perception of the brand to others. Hence, Instagram users create an own imagination 

of brands and are able to express it directly to others. 

Hence, the creation of content on Instagram, in connection with using brand hashtags or linking the 

brand, can be seen as a way to incorporate imaginations of a brand into the extended self. Therefore, 

following a brand profile on Instagram and creating content to it results in an extension of the self. 

Sartre (1943) states that the desire to own the object results from knowing the object. Brand profiles on 

Instagram offer the consumer to stay in touch and be informed about the brand and its activities. Hence, 

consumers who follow a brand know the brand and even continuously learn about the brand. 

By willingly receiving this specific knowledge about a brand, it can be said that the followed brand 

profiles are incorporated into the extended self. When consumers decide to follow a brand on Instagram, 

they seek to receive information. Following brands on Instagram supports the consumer to get to know 

the brand better. This gained knowledge about a brand has a passionate character and can go into detail. 

Hence, the consumer considers to possess objects (Sartre, 1943). Thus, it is concluded that following a 

brand profile on Instagram leads to self-extension as well. 
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Managerial Implications 

 

While the social networking site Instagram is growing more and more, it offers consumers opportunities 

for sharing possessions and interact with each other. Moreover, an increasing number of companies 

discovers the opportunity to connect and interact with consumers on Instagram as well. Thus, companies 

started to use the social networking site for their branding and communication activities. In order to 

develop successful marketing strategies for Instagram, it is crucial to understand the underlying desires 

of consumers on Instagram and the meanings of brand profiles for them.  

 

New Experiences 

Since the consumption behavior on Instagram is emotionally rather than rationally determined, 

consumers enjoy to see content which awakes their fantasies and feelings. Thus, marketers need to 

recognize that consumers seek for new experiences and inspiration on Instagram which attach 

consumers on an emotional level. Thereby, showing an idealized world with perfectly staged situations 

and a high quality of the pictures are welcomed by consumers.  

Moreover, the need for new experiences and inspiration implies that brand profiles should offer diverse 

content to its consumers. Some particular categories are found to be more successful and appealing to 

them than others. Within this research study, it is identified that women prefer especially objects and 

brands from the categories fashion, sports, jewelry, and cosmetics. Thus, consumers tend to be positively 

attached to pictures that contain objects or present situations from these categories. Hence, it is 

recommended for marketers to invest in a marketing strategy on Instagram especially if their brands 

belong to these mentioned brand categories.  

 

Feelings of Desire  

The desire of consumers is a motivating factor behind their consumption behavior (Belk et al, 2003). 

While managing a brand profile on Instagram, attention has to be drawn to the experienced feelings of 

desire.  

Since the desire to follow a brand on Instagram results also from a desire for sociality, marketers should 

give attention to actions which will satisfy this desire.  

Consumers follow brands on Instagram to observe them and to receive information. Hence, marketers 

should share a lot of information about the brand image, the launch of new products, who the current 

brand ambassadors are, and what campaigns they are running. Instagram is the channel where consumers 
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look for background information and something new about a brand. In the case of fashion brands, this 

could be for example pictures of exclusive fashion shows and from the backstage area. Moreover, the 

shared content should extend the information which is advertised on traditional media channels like TV 

or print media, because consumers seek for new experiences. This exclusive brand knowledge which is 

available on social media, will let the consumer feel closer to the brand and reduce the feeling of 

distance, eventually satisfy the desire for sociality. 

Additionally, consumers desire to take a break from their daily life and consume appealing content while 

using Instagram. Consumers perceive the content as refreshing if it illustrates a better condition as they 

are used to in their daily life. Therefore, it is recommended to practitioners to share pictures which 

illustrate the good side of life and awake positive feelings. Presenting the brand products for example 

within a vacation scenario will satisfy the feeling of desire for otherness of a consumer and awake 

positive emotions about the brand while looking at this picture. 

Furthermore, consumers desire to follow brands on Instagram which they experience as difficult to 

obtain in their life. Perceived barriers are financial, geographical or technical ones. However, to keep 

up the desire for the brand, it has to exist hope for the consumer to overcome the mentioned barriers at 

a future point in their life. An Instagram brand profile can facilitate the consumer to reduce the 

experienced distance to the brand because of the barriers. Hence, if the brand is not globally available 

for the consumer, or it is a more luxurious and exclusive to possess, or if the online store is not satisfying 

and presenting the brand products in an appealing way to the consumer, it is recommended to create an 

Instagram account for the brand and promote it on Instagram. Thereby, the consumer experiences the 

feeling that there is the possibility to reduce the distance to the brand. This enhances the hope to 

overcome the barriers in the future and keeps the feeling of desire for inaccessible brands alive.  

Moreover, it is found that consumers often desire to follow brands which are financially not achievable 

at their current life situation. However, these consumers often feel to overcome the financial barrier in 

their future. Hence, they enjoy to keep in touch with the desired brand on Instagram until they are able 

to overcome the barrier. Therefore, marketers can extent their target group on Instagram also to a 

younger segment with lower income compared to their actual target group. Hereby, it might be possible 

for marketers to build up a long term brand relationship with the customer which overcomes 

demographical criteria. 
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Self-Extension 

Since following brands on Instagram results from the phenomenon of self-extension, it is a relevant 

aspect for marketers to sensitize with regard to the function which consumers apply to extend their self. 

Consumers use Instagram and follow brands to define their self. While using Instagram and observing 

pictures of the followed brand, the consumer compares its possessions with the presented objects. They 

also check if they can identify themselves with the brand. The identification with the brand is given, if 

the consumer discovers similarities among its possessions and the pictured objects or similarities in 

regard to experiences made with the pictured object. Hence, it is recommended that the Instagram profile 

of the brand should contain pictures of the brand product’s usage. This can be for example pictures of 

people currently wearing or using the advertised brand product. Additionally, the Instagram brand 

profile should contain pictures of people representing the target group of the brand which the consumer 

can identify with. Another possibility to enhance the identification with a brand, is to present the brand 

at a popular location like tourist attractions or beautiful vacation destinations. Thereby, the identification 

with the brand will be improved, too. 

On Instagram, consumers try to present their self in a best way to others. This takes place by presenting 

possessions or a lifestyle of the consumer. Thereby, they use hashtags of brands presented or used within 

the picture to describe it. For the presentation of the self the consumer desires to receive positive 

feedback. They experience a feeling of pride and happiness if they receive a like or a comment by the 

brand they tagged on their picture. Hence, marketers need to recognize that actively interacting with 

their followers and consumers will give them the positive feeling that their effort for the brand is 

recognized and appreciated. This experienced positive feedback could probably motivate the consumer 

to even enhance their interaction with the brand. 

Moreover, consumers use Instagram to store their memories and feelings they experienced in the past 

or wish to experience in the future. Especially Instagram pictures of cities, sights, or from vacations are 

found to awake memories. Hence, these kind of pictures should be included within a brand’s Instagram 

profile as well to satisfy the consumer desire for being remembered about their memories. 
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Future Research 

 

While this chapter presents an understanding about the consumer desires on Instagram and what drives 

them to follow brand profiles, more variables can be added to achieve an even deeper understanding of 

this field of research. Thus, this section presents further opportunities for future fields of research. 

Since Instagram is a rather unexplored field of research, there are many possibilities for future research 

endeavors. First of all, the research study generated a big amount of data, and by this interesting topics 

within the context of branding, such as consumer-brand relationships, were mentioned which could form 

the basis for further research about branding on Instagram. 

Furthermore, this study is limited in terms of generalizability as it focuses on German women aged 

between 18-29 years. In order to verify the findings of this research study, further research in a more 

diverse cultural context should be conducted. Again, in order to extend the findings, additional research 

needs to employ broader target groups. The investigation of consumer desire on Instagram within 

different consumer segments like teenagers, students and professionals could enhance the knowledge of 

the examined field of this thesis. Moreover, as men increasingly become an interesting target group for 

marketers within the categories of fashion and cosmetics, and male consumers are also likely to use 

social media (Paw Research, 2015) and Instagram, further research on this field could lead to new 

findings and give new insights into the difference of consumer behavior on Instagram between men and 

women.  

 

 

 

 

 

 

 

 

 

 



 

69 

 

6. Bibliography 

 

Agafonoff, N. (2006). Adapting ethnographic research methods to ad hoc commercial market research. 

Qualitative Market Research: An International Journal, 9(2), 115-125. 

Ahuvia, A. (2005). Beyond the Extended Self: Loved Objects and Consumers' Identity Narratives. 

Journal of Consumer Research, 32, 171-184. 

Arnould, E. J., & Thompson, C. (2005). Consumer culture theory (CCT): Twenty years of. Journal of 

Consumer Research, 31, 868-882. 

Bagozzi, R., & Dholakia, U. (2006). Antecedents and purchase consequences of customer 

participation in small group brand communities. International Journal of Research in 

Marketing, 23, 450-461. 

Bagozzi, R., & Dholakia, U. M. (2006). Antecedents and Purchase Consequences of Customer 

Participation in Small Group Brand Communities. International Journal of Research in 

Marketing, 23(1), 45-61. 

Barnes, N. G., & Lescault, A. M. (2013). Millennials drive social commerce: Turning their likes, 

follows or pins into a sale. Retrieved 02 20, 2016, from University of Massachusetts 

Dartmouth Center for Marketing Research website: http://www. umassd. 

edu/cmr/socialmediaresearch/socialcommerce 

Beaglehole, E. (1932). Property: A Study in Social Psychology. New York: Macmillan. 

Belk, R. (1988). Possessions and the Extended Self. Journal of Consumer Research, 15, 139-168. 

Belk, R. (2001). Speciality Magzines and Flights of Fancy: Feeding the Desire to Desire. In A. 

Groeppel-Klein, & F.-R. Esch, European Advances of Consumer Research (Vol. 5, pp. 197-

202). Berlin: Association for Consumer Research. 

Belk, R. (2012). Extended Self in a Digital Age. In A. A. Ruvio, & R. Belk, The Routledge 

Companion to Identity and Consumption (pp. 83-90). Routledge. 

Belk, R. (2013). Extended Self in a Digital World. Journal of Consumer Research, 40, 477-500. 

Belk, R. (2014). Digital Consumption and the Extended-Self. Journal of Marketing Management, 30, 

1101-1118. 



 

 

70 

 

Belk, R., & Güliz, G. A. (1997). Consumer Desire in Three Cultures: Results from Projective 

Research. In M. Brucks, & D. MacInnis, Advances in Consumer Research (Vol. 24, pp. 244-

28). Provo: Association for Consumer Research. 

Belk, R., Ger, G., & Askegaard, S. (2003). The Fire of Desire: A Multisited Inquiry into Consumer 

Passion. Journal of Consumer Research, 30, 326-351. 

Bolton, R. N. (2013). Understanding Generation Y and their use of social media: a review and 

research agenda. Journal of Service Management, 24(3), 245-267. 

Brenner, J., & Duggan, M. (2013). The Demographics of Social Media Users - 2012. Retrieved 02 20, 

2016, from pewresearch.org: http://www.lateledipenelope.it/public/513cbff2daf54.pdf 

Bryman, A. (2015). Social Research Methods. Oxford university press. 

Bryman, A., & and Bell, E. (2015). Business Research Methods. USA: Oxford University Press. 

Cova, B. (1997). Community and consumption. European Journal of Marketing, 31(3/4), 297-316. 

Csikszentmihalyi, M., & Rochberg-Halton, E. (1981). The Meaning of Things: Domestic Symbols and 

the self. Cambridge: Cambridge University Press. 

De Chematony, L., Dall'Olmo Riley, F., & Harris, F. (1998). Criteria to Assess Brand Success. 

Journal of Marketing Management, 765-781. 

De Vries, L., Gensler, S., & Leeflang, P. S. (2012). Popularity of Brand Posts on Brand Fan Pages: An 

Investigation of the Effects of Social Media Marketing. Journal of Interactive Marketing, 26, 

83-91. 

Dholakia, U. M., & Durham, E. (2010). One Café Chain's Facebook Experiement. Harvard Business 

Review, 88(3), 26. 

Emarketer. (2015). Brand Engagement on Instagram is High- for Now. Retrieved 11 29, 2015, from 

emarketer.com: http://www.emarketer.com/Article/Brand-Engagement-on-Instagram-Highfor-

Now/1012789 

Evans, D. (2010). Social media marketing: the next generation of business engagement. John Wiley & 

Sons. 

Fan, Y. (2005). Ethical branding and corporate reputation. Corporate Communications: An 

International Journal, 10(4), 341-350. 



 

 

71 

 

Fournier, S. (1998). Consumer and Their Brands: Developing Relationship Theory in Consumer 

Research. Journal of Consumer Research, 24, 343-373. 

Ginsberg, K. (2015). Instabranding: Shaping the PErsonalities of the Top Food Brands on Instgram. 

The Elon Journal of Undergraduate Research in Communications, 6(1), 78-91. 

Grubb, E., & Grathwohl, H. (1967). Consumer self-concept, symbolism and market behavior: A 

theoretical approach. The Journal of MArketing, 22-27. 

Hill, R. (2005). Isn't it time for brand governance? Retrieved 12 14, 2015, from bizcommunity.com: 

http://www.bizcommunity.com/Print.aspx?I=196&c=82&ct=1&ci=5536 

Hitz, L. (2015). The Simply Measured Blog: 5 Instagram Stats You Should Pay Attention to Now. 

Retrieved 12 20, 2015, from simplymeasured.com: http://simplymeasured.com/blog/5-

instagram-stats-you-should-pay-attention-to-now/#sm.0001ci0jrdqked9rw6d25ey75aotb) 

Holbrook, M., & Hirschmann, E. (1982). The Experiential Aspects of Consumption: Consumer 

Fantasies, Feelings, and Fun. Journal of Consumer Research, 9(2), 132-140. 

Hu, Y., Manikonda, L., & Kambhampati, S. (2014). ). What We Instagram: A First Analysis of 

Instagram Photo Content and User Types. International AAAI Conference on Web and Social 

Media. Michigan: AAAI Press. 

Iconsquare. (2016). Retrieved 03 12, 2016, from index.iconsquare.com: 

http://index.iconosquare.com/category/all/ 

Instagram. (2016a). Our story – A quick walk through our history as company. Retrieved 04 02, 2016, 

from Instagram.com: https://www.instagram.com/press/ 

Instagram. (2016b). FAQ- What is Instagram? Retrieved 04 02, 2016, from Instagram.com: 

https://www.instagram.com/about/faq/ 

Instagram. (2016c). Brand Resources- How to feature Instagram in your marketing. Retrieved 03 05, 

2016, from instagram.brand.com: https://www.instagram-brand.com/ 

Joseph, S. (2015). Instagram has built itself a huge audience over the last five years but the threat of 

ad overload looms. Retrieved 11 28, 2015, from thedrum.com: 

http://www.thedrum.com/news/2015/10/08/instagram-has-built-itself-huge-audience-over-

last-five-years-threat-ad-overload 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of 

Social Media. Business Horizon, 53, 59-68. 



 

 

72 

 

Keller, K. L. (1998). Strategic Brand Management. Prentice Hall. 

Keller, K. L. (2008). Strategic brand management – Building, Measuring, and Manging Brand Equity 

(3 ed.). Pearson Prentice Hill. 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social Media? Get 

Serious! Understanding the functional building blocks of social media. Business Horizons, 

54(3), 241-251. 

King, N., & Horrocks, C. (2010). Interviews in Qualitative Research. London: Sage Publications 

Limited. 

Kotler, P. (2005). Kellogg on branding: The marketing faculty of the Kellogg School of Management. 

In A. M. Tybout, & T. Calkins. John Willey & Sons. 

Kotler, P., & Keller, K. (2012). A Framework for Marketing Management (5 ed.). Boston: Pearson. 

Kvale, S. (2007). Doing Interviews. Sage. 

Kvale, S., & Brinkmann, S. (2009). Interviews: Learning the craft of quanlitative research 

interviewing (Vol. 2). Thousand Oaks, California, USA: Sage Publication. 

Long, B. (2011). Why we love Instagram, Hipstamatic, and the lo-fi photo trend. Retrieved 02 23, 

2016, from macworld.com: http://www.macworld.com/article/1161514/whywelovelofi.html 

Malhotra, N. K., & Birks, D. F. (2007). Marketing research: An applied approach (3 ed.). Pearson 

Education. 

Mander, J. (2015). Internet users have average of 5.54 social media accounts. Retrieved 02 20, 2016, 

from globalwebindex.net: http://www.globalwebindex.net/blog/internet-users-have-average-

of-5-social-media-accounts 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. 

Business Horizons, 52(4), 357-365. 

Mayan, M. J. (2009). Essentials of Qualitative Inquiry. Walnut Creek: Left Coast Press. 

McAlexander, J. H., Schouten, J. W., & Koenig, H. F. (2002). Building Brand Community. Journal of 

Marketing, 88(1), 38-54. 

McCracken, G. (1986). Culture and consumption: A theoretical account of the structure and. Journal 

of Consumer Research, 13, 71-84. 



 

 

73 

 

Meffert, H., Burmann, C., & Kirchgeorg, M. (2012). Marketing: Grundlagen marktorientierter 

Unternehmensführung (11 ed.). Wiesbaden: Gabler. 

Morgan, D. (1997). Focus Groups as Qualitative Research (2 ed.). London: Sage Publications. 

Muniz, A. M., & O'Guinn, T. C. (2001). Brand Community. Journal of Consumer Research, 27(4), 

412-432. 

Munro, G. (2015). Why Instagram should be part of every business. Retrieved 02 18, 2016, from 

thenextweb.com: http://thenextweb.com/socialmedia/2015/06/04/why-instagram-should-be-

part-of-every-business/ 

Østergaard, P. &. (2000). Shifting perspectives in consumer research: from buyer behavior to 

consumption studies. In &. R. S. Beckmann, Interpretive consumer research. Paradigms, 

methodologies and applications (pp. 9-24). Copenhagen: Copenhagen Business School Press. 

PewResearch. (2015). The Demographics of Social Media Users. Retrieved 02 20, 2016, from 

pewinternet.org: http://www.pewinternet.org/2015/08/19/the-demographics-of-social-media-

users/ 

PewResearch. (2016). Millennials . Retrieved 02 23, 2016, from pewresearch.org: 

http://www.pewresearch.org/topics/millennials/pages/2/ 

Sartre, J.-P. (1943). Being and Nothingness: A Phenomenological Essay on Ontology. New York: 

Philosophical Library. 

Saunders, M., Lewis, P., & Thornhil, A. (2009). Research Methods for Business Students (5 ed.). 

Harlow, England: Pearson Education Limited. 

Shively, K. (2015). 7 Stats About the Top Social Networks for Brands. Retrieved 12 01, 2015, from 

simplymeasured.com: http://simplymeasured.com/blog/7-stats-about-the-top-social-networks-

for-brands/#i.zw90n6160scu0t 

Smith, K. T. (2011). Digital marketing strategies that Millenials find appealing, motivating, or just 

annoying. Journal of Strategic Marketing, 489-499. 

Smith, T. (2009). The Social Media Revolution. International Journal of Market Research, 51(4), 

559-561. 

TimesLive. (2014). The 15 most common types of Instagram users. Retrieved 12 02, 2015, from 

timeslive.co.za: http://www.timeslive.co.za/lifestyle/2014/04/10/the-15-most-common-types-

of-instagram-users 



 

 

74 

 

TrackMaven. (2013). The Fortune 500 Instagram Report. Retrieved 11 15, 2015, from 

trackmaven.com: http://trackmaven.com/resources/the-fortune-500-instagram-report/ 

Tuan, Y.-F. (1978). Space and Place: The Perspective of Experience. Minneapolis: University of 

Minnesota Press. 

Vermeren, I. (2015). Brandwatch Blog: Men vs. Women: Who Is More Active on Social Media? 

Retrieved 12 20, 2015, from brandwatch.com: https://www.brandwatch.com/2015/01/men-vs-

women-active-social-media/ 

Weiss, R. S. (1995). Learning from Strangers: The Art and Method of Qualitative Studies. New York: 

Free Press. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


