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Abstract 

 

The aim of this study has been to examine how international companies can change and improve their 

marketing and branding activities on Instagram, resulting in the research question: 

 

How can international companies alter their marketing and branding activities on Instagram to 

better appeal to customers? 

 

As of today, social media is undoubtedly a trending topic, but what exactly is it and how does it affect 

companies’ opportunities to promote their products or services online? It was considered vital to begin 

this Thesis with a considerably large literature review on social media and several correlated concepts, 

to gain a broad overview and understanding of the phenomenon.  

 

Three international companies from different industries (PurePharma, Nike, Levi’s) were analysed to 

address the research question. The conceptual framework chapter covered theories on branding, framing 

and cognitive behaviour. These theories, combined with the insights of the initial literature review as 

well as two previous studies with a similar research scope, ultimately resulted in the theoretical 

framework that the analysis would be based on. Following a two-sided content analysis, hundreds of the 

companies’ Instagram posts were examined.  

 

The analysis provided several interesting findings. For instance, photos are by far the most common to 

upload, and tend to receive more likes and comments than videos. A likely explanation to this is the way 

in which we use Instagram; it is fast and instant, thus watching a video, even if just for a couple of 

seconds, might be perceived as too time consuming. Another noteworthy discovery was how the level of 

interaction with the consumers differed among the firms. Nike, who was not interacting with its 

followers in any of the posts assessed, tended to get more negative comments in general than the other 

two firms. 

 

In sum, the findings of this Thesis indicate that marketing and branding on social media is a complex 

challenge, but comprises many opportunities for firms to seize. Not one single way to act and behave 

seems to exist; thus, every firm must find their unique approach to be successful on Instagram.  
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In April 2012, a video clip was uploaded on YouTube, which quickly became a viral success. The video 

clip, which to date has been watched more than 700,000 times, is an interview with Instagram co-

founder Kevin Systrom. To the question,  

 

“How does it feel to sell Instagram for a billion dollars?” 

 

Mr. Systrom replies, 

 

“Well… To tell you the truth, we are a little bit disappointed here. We were aiming for two billion, and 

yeah, well they only gave us one, so… You know, but sometimes, shit happens.” 

 

After a few seconds of silence, Mr. Systrom bursts into laughter together with his colleagues, and the 

interview ends after almost ten seconds of hysterical laughs.  

 

… 

 

This Thesis is about Instagram, a Facebook-owned social media platform that has grown at incredible 

pace ever since its launch in 2010.  
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PART I 

1. Introduction 

1.1. Structure of the Thesis 

In order to explain the structure of this Thesis in a comprehensive manner, the paper’s content has been 

subdivided into three main building blocks. Part I contains the introduction, literature review and 

problem identification. Part II consists of the conceptual and theoretical frameworks as well as the 

analysis. Finally, Part III comprises the discussion, conclusion and suggestions for further research. 

Image 1 illustrates the structure of the Thesis. Apart from here, the graphic will appear in the beginning 

of each part to indicate the position in the Thesis.  

 

  

Image 1: Structure of the Thesis. Source: own production. 

 

1.2. Instagram 

In October 2010, two students at the prestigious Stanford University Kevin Systrom and Mike Krieger 

founded a social networking app (Fortune, 2014). The students would soon become famous for having 

created the world’s #1 photo social platform, Instagram (WERSM, 2014). The brand name, Instagram, 

was made up by combining the word ‘Instant’, commonly used in camera marketing in the old days, and 

‘telegram’, which the founders perceived people’s everyday snapshots to be like (Instagram1, 2016).  

 

Instagram is all about visual sharing (About, 2015). The idea of Instagram is simple: “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” (Instagram2, 2016). Although the 
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possibility to upload video clips has been introduced since 2013 (Instagram, 2013), the vast majority of 

posts (roughly 90%) remain photos (DMR, 2016).  

 

Instagram was an immediate success. Merely two months after the launch, Instagram had 1 million 

users (Telegraph, 2015). Already the subsequent, year that number was roughly 10 million users, and as 

of January 2016, it was one of the world’s most popular social media platforms with 500 active 

members (see appendix 1). Not only has the platform attracted private users. In fact, plenty of 

organisations have realised the astonishing possibilities Instagram offers. Although a total number of 

active companies are not accessible online, examples of present brands e.g. Nike, National Geographic, 

and ASOS, emphasise the popularity (Hub Spot, 2016).    

 

In April 2012, Facebook acquired Instagram for $1 billion, at a time when Instagram merely had 13 

employees (Business Insider, 2012) and less than 100 million users. Since the firm became part of 

Facebook’s growing empire, the exact number of employees remains undisclosed. However, with a user 

base of 500 active members as of June 2016, it is fair to say that Instagram has been immensely 

successful since the acquisition (See appendix 1).  

 

Since the acquisition, Facebook has put great emphasis on the monetisation of Instagram. Upon 

acquisition, people were questioning how the firm would make a profit out of the platform. In 2013, it 

took at large step forward, introducing advertisements in users’ feeds (Forbes, 2015). The so-called 

“sponsored ads” began to appear automatically in relevant users’ feeds, based on the particular user’s 

interests, shopping behaviour, and such indicators (Hootsuite, 2014). Interestingly, the graphical 

impression of the ads is essentially identical to regular posts, which makes them less obvious in the 

users’ feeds. The introduction of ads seems to have paid off revenue wise; according to Credit Suisse, 

Instagram is anticipated reach a staggering $3.2 billion in 2016 (IBTimes, 2016). 

 

Despite all positive figures, Instagram has also received a lot of negative feedback in recent years. Early 

2016, the company announced that it would soon change the post algorithm; from the previous 

chronological ordering of posts to a new formula putting together posts according to the particular 

user’s taste (The Guardian, 2016). The announcement was met with a lot of criticism, but Instagram 

reassured that the motive for the change, i.e. users missed 70% of their feed, was solid enough to 

support the change (The Guardian, 2016). The change of algorithm was launched in the summer of 2016 

and has been rolling out smoothly to date (Instagram1, 2016).  
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Another interesting fact about Instagram is that the platform still to date does not offer its users any 

integrated analytics tool. According to Holly Willis, this lack of native analytics constitutes a great 

barrier for firms, who are forced to rely on add-on applications that provide some insights (e.g. track 

engagement), but do not offer a complete overview (see appendix 8). In contrast, Zeshan Ali Jaffari 

argues that plenty of great analytics application tools in fact do exist. In his opinion, the problem is 

rather that the phenomenon is so novel that firms still have not figured out which tools to use, how to 

use it or by whom at the company (see appendix 11).  

 

The above examples stresses an important point; Instagram is still in a growth phase and undergoes 

several changes, improvements and modifications regularly. Take the example of video clips; first 

introduced in 2013 with a length limit of 15 seconds, it was recently modified and the time limit got 

extended to 60 seconds (Irish Examiner, 2016), likely to be more appealing to organisations wishing to 

advertise on the platform. A related new feature is the option to see number of views and viewers of 

video clips, added in 2016 (Social Media Examiner, 2016). Only considering the last two years, the list 

of changes is extensive and nothing seems to indicate that fewer changes will be introduced in the 

future. Not only does it constitute a challenge with regards to writing a business report on the topic. It 

also emphasises the problematic situation marketers and brand managers are facing doing business on 

the platform; what tools are appropriate to use? How to interact with users? How to use this as a 

channel for driving sales? Such questions and many more will be discussed throughout this Master’s 

Thesis.   

 

2. Literature Review 

This literature review provides a holistic overview of social media, trends and outlooks, and relevance 

for the scope of this study. It was considered vital to include a thorough literature review since the field 

still must be considered novel, entails several peculiar concepts and key words one ought to be aware of, 

and is ever-changing features, form and functionality, which stresses the importance of an up-to-date 

knowledge. Essentially, the purpose of this literature review is to educate the reader on areas in which 

he or she might not possess a full understanding and/or the latest knowledge of social media and in 

particular Instagram. Additionally, the literature review sets the scene for the later parts of the Thesis, in 

which certain terms or keywords again are mentioned and applied.  

 

To demonstrate how the research was conducted, a search activity table was created (appendix 4). The 

search activity table could be considered as a systematic and chronological overview of how the 
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research developed over time, based on the new insights gained along the way. In the very initial part of 

the research, the search words were quite generic as the scope of the study had not been fully 

distinguished. Later, the research focused on specific topics that would provide new insights for the 

purpose of the study. Thus, the selection of which articles, webpages and academic literature to use 

varied; first, the judgment of the researcher was setting the boundaries, whilst in the later research, 

criteria such as total number of results found on Google and number of times cited on Google Scholar 

established whether or not to rely on a certain document.   

 

This chapter begins with an explanation and definition of social media. Six different types of social 

media platforms are presented and discussed. The next section clarifies some of the key concepts 

revolving social media; Web 2.0, creative customers and user-generated content. The following section 

addresses the relevance for marketing and advertising. This includes a general discussion of marketing 

and advertising on social media, as well as a deliberation of two relating issues; big data and analytics’ 

application on social media, and consumers’ sentiment towards marketing. In the final section, the 

international aspects are considered. Here, two main issues are studied; the environmental factors one 

must be aware of when doing marketing on social media internationally, and whether to standardise the 

material or not. 

 

2.1. What is social media? 

Today, the term ‘social media’ has reached the vast majority of the world’s online population and in 

2014 approximately 74% of online adults were using social networking sites (Pew Research Center, 

2014). As of 2015, approximately 3 billion people were active Internet users (roughly 42% of the total 

world population), and out of these nearly 2.1 billion individuals had social media accounts (We are 

social, 2015). In Alexa’s ‘top 500 sites on the web’ list of 2015, Facebook was in second place 

following Google (Alexa, 2016). Notwithstanding, there seems to be some misperception as to what 

should be comprised under this term. Yang and Dia (2008, p. 2030) define a social network as “a set of 

individuals connected through socially meaningful relationships, such as friendship, coworking, or 

information exchange. Social networks are formed when people interact with each other and can thus be 

seen in many aspects of everyday life.” Social networks are usually free to use, and are commonly open 

to the whole population or certain groups (Hadija et al, 2012). According to Boyd and Ellison (2007) 

there are a set of features that a webpage must offer to its users for it to be classified as a social network 

webpage: (1) it must contain public or semi-public user profiles, (2) a system that supports interaction 

between the users, (3) list of other users in the network with whom they share a connection.  
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Kaplan and Haenlein (2010) suggest that social networks oftentimes are mistakenly understood and 

discussed as social media. In their view, it is important to distinguish between the two: social media 

enables users to unite, and constitutes the environment in which social networking sites emerge to exist. 

The researchers define social media as “[…] a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content.” (p. 61) 

 

2.2. Clarification of some key concepts 

To better understand social media and its practicalities, several key concepts ought to be explained in 

greater detail. This section will present the concepts of Web 2.0, creative consumers, and user-generated 

content.  

 

2.2.1. Web 2.0 

Originally, marketing and advertising were functions that companies utilised to communicate and 

inform potential customers about their product or service offerings in a one-way manner. Consumers 

were merely receivers of the messages, and collaboration between consumers and the marketers was 

scarce. The only source of interaction between the two took place when ambitious marketers wished to 

follow up on certain campaigns by questioning the recipients about their perception through the 

implementation of surveys (Campbell et al, 2011).  

 

Since then, Internet has rapidly developed and the technological as well as infrastructural improvements 

have laid the foundation for what we today refer to as Web 2.0. According to O’Reilly (2007, p. 17) 

“Web 2.0 is the network as platform, spanning all connected devices; Web 2.0 applications are those 

that make the most of the intrinsic advantages of that platform: delivering software as a continually-

updated service that gets better the more people use it, consuming and remixing data from multiple 

sources, including individual users, while providing their own data and services in a form that allows 

remixing by others, creating network effects through an "architecture of participation," and going 

beyond the page metaphor of Web 1.0 to deliver rich user experiences.” On the same notion, Campbell 

et al (2011, p. 87) argue that “[…] Internet has evolved from simple information retrieval to 

interactivity, interoperability, and collaboration.”  

 

Evidently, given these features of the Web 2.0 phenomenon, the ways in which marketers can 

communicate and promote their offerings must have been adjusted accordingly. The emerge of Web 2.0 

has stimulated the growth of two related concepts; creative consumers and user-generated content. 
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2.2.2. Creative consumers 

In an attempt to clarify how the terms Web 2.0, creative consumers and social media are connected and 

interdependent but still different, Berthon et al (2012) present a figure that demonstrates the 

technicalities of the concepts (see below).  

 

 
Web 2.0, Social Media and Creative Consumers. Source: Berthon et al (2012) 

 

By including the dimensions technical, social, content and creators, it becomes evident how the three 

terms act differently in practice. Web 2.0 is primarily technical, and hence functions as the infrastructure 

that enables the social media and creative customers to exist. The creative consumers, then, are creators 

of social content that will be accessible on the social media. According to Berthon et al (2012, p. 263) 

“creative consumers are the new locus of value in Web 2.0. It is they - rather than firms - who produce 

much of the value-added content in social media, and it is their networks of friends and associates that 

constitute the social.” 

 

Already a decade ago, The Economist anticipated the rise of the creative consumers (The Economist, 

2005).  Whereas firms used to be responsible for value creation in this realm, the power of influence has 

now moved, or at least spread, to include the individual consumers. Millions of private users are 

producing content in the format of texts, images, audio, and videos everyday, which from a marketer’s 

perspective has a lot of relevance to track in order to capture or be inspired to creation of value (Muniz 
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& Schau, 2011). Hanna, Rohm and Crittenden (2011) stress that the technological transformation has 

converted consumers’ role to become both initiators and recipients of information simultaneously.  

 

Despite the obvious growing importance of finding ways to appropriately involve consumers in social 

media, many firms are having a difficult time dealing with the matter. According to Kietzmann et al 

(2011) in the new world of Web 2.0, consumers want and expect to be heard, engaged and responded. 

Still today, many established firms’ procedures for consumer interaction are ill suited for the new flow 

of interaction on social media. Therefore, it is not rare that companies disregard or mishandle the 

opportunities and threats articulated by creative consumers (Kietzmann et al, 2011).  

 

Several recent publications study the term creative consumers and its implications for firms as of today. 

Plangger and Robson (2014) studied creative users’ impact on one of the world’s biggest brands, Coca-

Cola. The ways users were using the product (Coke) varied from high novelty (e.g. neutralise a jelly-fish 

sting) to low novelty (e.g. using Coke in cooking). The novelty was then compared to utility to assess 

the creative continuum of the user’s efforts, to distinguish four different types of uses. The results of the 

study indicate that creative consumers offer both opportunities and risks to a firm’s reputation and brand 

image. The only generalisation the researchers could offer was that applications with both low utility 

and low creativity most of times do not provide any value and hence should be disregarded by the 

companies (Plangger and Robson, 2014). Otherwise, when and why a firm is presented an opportunity 

rather than a threat is highly subjective and really depends on the circumstances. For example, killing 

snails by pouring Coke on them, an action of low utility and high creativity, arguably does not align 

well with Coca-Cola’s brand image (Plangger and Robson, 2014). At the same time, an effort of high 

utility and high creativity such as using Coke to perk up flowers is an opportunity that could have a 

positive effect on the brand.  

 

Lee (2014) studied the advice creative consumers contribute through online hotel reviews. A remarkable 

finding was that not only are creative consumers tempted to write and share their thoughts and reviews 

online; other fellow consumers are in fact interested in their recommendations and advice. The results of 

the study stress that companies “[…] can and should harness the power of creative consumers and their 

online reviews” (Lee, 2014, p. 68). Lee’s article illustrates the important role creative consumers play 

for firms and the power they possess online and for e-Word of Mouth (eWOM). 

 

These examples truly highlight the complexity that marketers are up against online in the aftermaths of 

Web 2.0. No precise guidelines seem to be applicable for when user-generated content is to be 
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considered an opportunity or a threat to a firm’s brand. Thus, it requires marketers to constantly stay 

alert and keep a close relationship with users and track market trends. 

 

2.2.3. User-generated content 

User-generated content (UGC) or user-created content (UCC) is strongly interconnected with the 

concept of creative consumers. Kaplan and Haenlein (2010, p. 61) describe it as “the sum of all ways in 

which people make use of social media.” Thus, UGC is a collection of the material produced and 

published by the users themselves. Organization for Economic Cooperation and Development (OECD, 

2007) has defined a set of three criteria that must be met for the content to be considered UGC; (1) it 

must be made publicly available over the Internet, (2) it must reflect a certain amount of creative effort, 

and (3) it must be created outside of professional routines and practices (p. 5). In other words, it must be 

content open for anyone to access, it must not be replication of something already created, and it must 

not be created for a commercial market purpose.   

 

UGC is not a recently developed phenomenon. In fact, it has existed ever since the early 1980s. 

However, considering how Web 2.0 has affected the technological, economic, and social drivers 

involved, it is not until now that it plays an essential importance in the so-called participative web 

(Kaplan and Haenlein, 2010). Zinnbauer and Honer (2011) relate UGC to the term social currency, 

which builds on the classic idea of social capital. Since UGC is both created and consumed by users, 

companies have limited means through which they can influence and/or control what is produced 

(MacKinnon, 2012). Yet, research shows that successful firms tend to do one thing similar; “[…] "they 

strive to be an integral part of people’s daily lives by enabling them to connect, interact, and benefit 

from likeminded brand users” (Zinnbauer and Honer, 2011, p. 5). Thus, as has been previously outlined 

in this literature review, the changing online conditions do not require firms to exit the given domains. 

Rather, it forces them to rethink the ways they produce and capture value, as well as how individuals 

that create content can be approached and utilised.  

 

User-generated content has indeed changed the dynamics of content creation and communication on 

social media, which Patino, Pitta and Quinones (2012) praise from a market research perspective. 

Marketing researchers’ role is to assess market tendencies and demands. The fact that content now is 

created by individual users rather than by firms subsequently means that “[…] social media shift the 

research technique from asking to listening - from an active listening to a passive listening approach” 

(Patino et al, 2012, p. 235). Thus, by following and assessing the content produced by users, firms have 

a great opportunity to tailor their products and services to better fit with customers’ needs and demands.  
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2.3. Different types of social media platforms 

Within the broad definition, a plethora of different types of social media exist. Harris (2009) 

acknowledged that “Hundreds of different social media platforms and applications make it practically 

impossible to understand how they relate to each other”. Kietzmann, Hermkens, McCarthy and Silvestre 

(2011, p. 242) that it exists a “rich and diverse ecology of social media sites, which vary in terms of 

their scope and functionality”. Okazaki and Taylor (2013) build on Kaplan and Haenlein’s classification 

(2010) and summarises the different social media platforms as collaborative projects (e.g. Wikipedia), 

social networking sites (e.g. Facebook), blogs (e.g. WordPress), user-generated content communities 

(e.g. YouTube), virtual game worlds (e.g. World of Warcraft), and virtual social worlds (e.g. Second 

Life). Since the latter classification gives a holistic view of social media and has been widely accepted 

in academia (Kaplan and haenlein’s 2010 article is to date cited more than 5,900 times1), it is the one 

applied in this literature review to ensure consistency and relevance of the content.   

 

Table 1 summarises the different social media platforms and provides a short explanation of their 

differences (see below).  

 

Type of social media Explanation Example 

Collaborative projects Users jointly create, edit, remove and replace content. Wikipedia 

Social networking sites 
Users create profiles, interact, comment and find 

connections among the other users of the platform. 

Facebook, 

Instagram 

Blogs 
Typically individual, either diary-like or information 

on a specific topic. Users communicate in comments. 
Blogger 

User-generated content 

communities 
Users upload and share content. 

Reddit, 

YouTube 

Virtual game worlds 
Users create a profile and an avatar that allows for 

interaction with others in the game. 

World of 

Warcraft 

Virtual social worlds Like virtual game worlds - but purpose is to socialise. 
Second 

Life 

Table 1: Social media platforms – overview. Source: Own production. 

 

2.3.1. Collaborative projects 

Collaborative projects enable users to jointly create, edit, remove and replace content (Kaplan and 

Haenlein, 2014). Unarguably, the most famous example of such social media is Wikipedia, the online 

encyclopaedia to date including more than 37 million articles available in more than 291 different 

                                                        
1 Source: Google Scholar (2016-01-11)   
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languages (Wikipedia, 2016). Within the collaborative projects term, four types can be distinguished; 

(1) Wikis allow users to add, delete and edit content on a webpage by using a simple web browser, (2) 

Social bookmarking sites allow users to assign bookmarks of web documents, (3) Online forums allow 

users to post and comment on content, but restricts users not to revise or change other people’s content, 

(4) review sites allow users to give and exchange feedback and review products or services (Kaplan and 

Haenlein, 2014).  

 

Collaborative projects offer both advantages and disadvantages for firms. Since users ‘take charge’ of 

writing reviews, recommendations, instructions or general facts, companies can pay less attention to 

these activities may allocate their resources to areas that otherwise would not have been possible. This 

notion is what scholars such as Kumar, Askoy, Donkers, Venkatesan, Wiesel and Tillmanns (2010) 

address as Customer knowledge value. However, given the openness of the content in this type of social 

media, it is very difficult for companies to control and monitor what is being written. In fact, Wikipedia 

entries are often mean and unsocial, which can have a negative impact on a firm’s reputation (Coombs, 

2016). Additionally, a study from 2010 revealed that companies’ Wikipedia sites over time are 

increasingly filled with negative information on e.g. legal concerns and scandals (DiStaso and Messner, 

2010, as cited in Kaplan and Haenlein, 2014). However to mitigate this threat, firms can themselves 

participate in creating the content, e.g. by keeping their unique Wikipedia page updated with the latest 

news.  

 

2.3.2. Social networking sites 

Social networking sites (SNSs) include platforms such as Instagram, Facebook and LinkedIn. The first 

online social network in the form that we know it today was Friendster.com, which was founded in 2003 

(Hadija et al, 2012). Since then, SNSs have completely exploded in popularity. Facebook alone has 

grown between 2008 and 2015 to more than 1.55 billion monthly active users (Statista, 2015).  

 

As previously outlined, social networking sites enable users to create profiles, interact, comment and 

find connections among the other users of the platform. Not only do these pages attract private users. In 

fact, more and more companies seem to understand the importance of being active on e.g. Facebook 

where the customers are present. Okazaki and Taylor (2013) outlined that 66% of Fortune 500 

companies were using Facebook as of 2012. More recently, Massachusetts Dartmouth Center for 

Marketing Research released an updated study, indicating that 401 companies (80%) of the Fortune 500 

companies were on Facebook as of 2014 (UMass, 2015). Although the Fortune 500 list exclusively 

includes American corporations, the numbers indicate some interesting findings that are considered 
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relevant for the scope of this paper. According to Chatzithomas, Boutsouki, Chatzithomas and Zotos 

(2014) US companies tend to quickly adopt new innovations, which partially can be explained by 

applying Hofstede’s theories on cultural differences. It is argued that since many among of the Fortune 

500 companies also are influential on a global scale, it is likely that other companies in other parts of the 

world will follow the trend of including social media in their practice (Chatzithomas et al, 2014).  

 

2.3.3. Blogs 

Blogs represent a rather early form of Social Media. Blogs, in comparison to e.g. social networking 

sites, are usually more individual and less collaborative. Blogs come in various ways: some are diary-

like focusing on the author’s personal life, whilst some concern something completely different such as 

information on one certain topic, e.g. Technology or Sports (Kaplan and Haenlein, 2010). The content 

on blogs is usually managed and produced by one person, but thanks to the option to comment on posts, 

people can interact and communicate with the creator. Text-based blogs are the most common, but new 

formats such as Video Blogs (Vlogs) are becoming increasingly popular (The Guardian, 2015). 

 

As part of their PR efforts, many companies have over the last decade begun to engage in corporate 

blogging (Kondratyeva and Zavyalova, 2015). Well-known firms such as Dell, Adobe, Marriott 

International and Accenture are all owners of successful corporate blogs (Sitepoint, 2008). Conversely, 

there are several examples of firms who have started a blog without having planned the content prior to 

the launch. Forrester Research published a study in 2008 in which they analysed 90 blogs belonging to 

Fortune 500 companies. It was concluded that the majority of the companies were filling their blogs 

with irrelevant, dull and boring content (Postano, 2011).  

 

One platform that has gained a lot of attention, both from private users as well as from companies, is the 

micro-blogging site Twitter. By 2012, approximately 73% of Fortune 500 companies were using Twitter 

(Swani, Brown and Milne, 2013), and the micro-blog has roughly 320 million monthly active users as of 

today (Twitter, 2015). Whereas corporate blogs are tools to provide rich, lengthy text content, Twitter is 

rather about conversation relying on real-time updates (Kietzmann et al, 2011). Considering that Twitter 

only allows for text-posts of 140 characters or less (Swani et al, 2013), it could be argued a quick and 

effective way for firms to communicate with their customers. Moreover, Baird and Parasnis (2011) 

stress that Twitter’s feature of ‘re-tweeting’ supports endorsement in the social community and potential 

for positive eWOM, which should be of interest of any company with an online presence.  
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2.3.4. User-generated content communities 

The main purpose of content communities is to share media between users (Kaplan and Haenlein, 

2010). This media content varies from text (e.g. Reddit), photos (e.g. Pinterest), videos (YouTube), etc. 

On some of these communities, users are obliged to create profiles in order to get access to all content, 

while on other one can remain completely anonymous on the site.  

 

The openness of Web 2.0 and the democratisation of the Internet have further laid ground to what 

Campbell, Pitt, Parent and Berthon (2011) refer to as consumer-generated advertising. Historically, one 

of companies’ main advantages was that they (or their creative agency partners) were in full control of 

the advertising and marketing material broadcasted to potential consumers. This loss of control has 

forced marketers to rethink how they plan and execute their advertising efforts. On the one hand, it is 

important to seek ways to collaborate and interact with the users producing content. Al Sukaini, Zhang 

and Albazooni (2015) suggest that one solution can be found in crowdsourcing. Promoting 

crowdsourcing, which has many similarities to user-generated content, it can motivate users to innovate 

and present inventions that the firm subsequently can benefit from (Al Sukaini et al, 2015).  

 

Since user-generated content communities rely heavily on content being shared among the users, 

executing a creative and memorable marketing initiative can be very rewarding for a firm’s businesses. 

For example, Telenet promoted the launch of the TV channel TNT in Belgium on YouTube in a video 

revolving a square in which they placed a button with the sign ‘push to add drama’ (Broadbandtvnews, 

2012). The video was an immense success and has been viewed more than 51.6 million times 

(Branded3, 2014). This example illustrates the second method that companies can cope with the new 

conditions of advertising with regards to user-generated content; namely being the creators of the viral 

content themselves (Campbell et al, 2011). Whilst there is a risk of being exposed and that customers 

get a feeling of inauthenticity, it remains an interesting domain to consider. Besides, some firms have 

successfully been producing user-generated content in collaboration with consumers, which in turn have 

resulted in beneficial outcomes and positive eWOM (Campbell et al, 2011).  

 

In sum, user-generated content entails both pros and cons. Companies must consider both sides of the 

coin before using the content in campaigns. Negatively, it requires a loss of control. Companies are 

hence forced to rely on users’ willingness to produce beneficial and encouraging content that will have a 

positive impact on the brand. From the opposite perspective, many positive features can be argued for; 
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(1) it is cost-effective, (2) its crowdsourced content is novel, (3) it is substantial drivers of social 

engagement (Mashable, 2012). 

 

2.3.5. Virtual game worlds 

Virtual game worlds are three-dimensional replications of an environment in which the players 

create a user profile and an avatar that allows for interaction with others in the game (Kaplan and 

Haenlein, 2010). An early example of such virtual game world is RuneScape, which has for over a 

decade offered its fantasy world free-of-charge to its users. In the virtual game world, users are 

commonly required to behave according to strict rules of a Massively Multiplayer Online Role-

Playing Game (MMORPG), this to ensure that the story of the game is followed. Examples in this 

category include the immensely popular adventure games “World of Warcraft” and “EverQuest”.  

 

For companies, being present in these virtual game worlds works in a similar manner to product 

placement in movies (Kaplan and Haenlein, 2010). The placement of brands in games is called in-

game advertising (Yang, Roskos-Ewoldsen, Dinu and Arpan, 2006). Firms have the chance to 

position themselves right in the games to attract the players’ attention. However, it is important to 

stress that marketing and advertising efforts do not work as well in a virtual game world as they do 

in real life (Kzero, 2011). Billboard advertising, for instance, works well in real life because we are 

‘forced’ to watch and read it while queuing, stuck in traffic jam, or the like. In virtual worlds, this 

logic does not apply and hence decreases the likelihood that players would pay attention to the 

advertisement (Kzero, 2011). Nonetheless, in-game advertising is on the rise and is constantly 

becoming more sophisticated (Coombs, 2016). Indeed, the video game and entertainment research 

company DFC Intelligence has forecasted that the global in-game advertising industry will reach 

7.2 billion USD by 2016 (ESA, 2014). 

 

Advertising in social network games is a field that has received marketers’ attention recently. 

FarmVille, a Facebook game application allowing people virtually grow gardens and become 

farmers, was launched in 2009 (Zynga, 2015). In merely six weeks, FarmVille grew to astonishing 

10 million players and became the most popular game on Facebook (CNN, 2014). The application’s 

popularity continued to grow and in 2012 the sequel, FarmVille 2, was launched (Kotaku, 2012). In 

December 2012, few months after the launch, it had around 40 million monthly active players 

coming from 180 countries (Polygon, 2013). From a marketing perspective, this growing user base 
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must indeed be appealing to target. One firm that has successful seized the opportunity is the US 

company Cascadian Farm. By partnering with Zynga, they allowed users to plant organic 

blueberries with the Cascadian Farm brand name (Venturebeat
1
, 2010). More than 310 million 

virtual plants were bought (Mashable, 2010) and planted during the limited time span, and 

subsequent studies have shown that the brand awareness for Cascadian Farm has increased by 

approximately 550% (Terlutter and Capella, 2013).  

 

In sum, in-game advertising has demonstrated to be a powerful tool to raise brand awareness and 

attract customers. However, the context is important and it is not certain that the similar advertising 

activities work as well in a virtual game as in reality.   

 

2.3.6. Virtual social worlds 

The final type of social media considered is the one of virtual social worlds, which has many 

similarities to the previously discussed example of game worlds. The difference is in the social – 

this type of social media is a realm in which users are free to interact and behave as they like, 

without restrictions or limitations due to a pre-written story (Kaplan and Haenlein, 2010). These 

worlds often have similarities to real life, and users may chose to either create fictional avatars or 

play as themselves. 

 

The most well-known example of a virtual social world is Second Life. The virtual world, first 

launched in 2003, quickly became a haven, or a parallel universe if you like, where people could 

escape to live out their inner dreams (The verge, 2013). It allows its users to do everything that is 

possible in real life, including selling and purchasing goods and services. In fact, Second Life has 

become so realistic that the money earned in the game can be traded to real U.S. Dollars (Second 

Life, 2015). In 2006 reputable business magazines were reporting news about Anshe Chung, the 

first person to become a millionaire in real US dollars in the virtual world (Businessweek, 2006; 

CNN Money, 2006). This created a massive buzz and by May 2007 the world involved more than 

six million virtual citizens (Boulos, Hetherington and Wheeler, 2007). In 2009, Linden Lab 

acquired the already existing Second Life marketplaces OnRez and XStreet SL and merged them 

into what would become the Second Life Marketplace (Second Life, 2009). Although Second Life 

has lost many of its users over the years, it is still by far the largest application in the category with 

roughly 900,000 active monthly users (Business Insider, 2015). 
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From a company perspective, virtual social worlds offer tremendous opportunities to promote the 

brand, advertise products and even sell directly to customers. Several firms, such as Adidas, 

American Apparel, Dell, Philips and Vodafone, have recognised the potential of offering virtual 

modifications of their products and services to the customers of this world (NBHorizons, 2009). 

Interestingly, however, is a recent study that assessed the value of real-life brands in virtual worlds 

(and in particularly Second Life). The study indicated that most brands experience a much lower 

return on investment than hoped for (Barnes, Mattsson and Hartley, 2015). Supposedly, the lack of 

emotional content, realistic 3D representations and interactive features were all pointed at as 

reasons for the dissatisfactory results. However, it was also found that companies who had engaged 

customers emotionally, physically as well as intellectually were yielding great results (Barnes et al, 

2015).  

 

In sum, virtual social worlds might on the one hand offer tremendous opportunities for marketers to 

promote the brand to a large audience. However, the appropriateness and context on the other hand play 

a crucial role and succeeding online relies on other aspects than in real life. Companies who 

successfully grasp these differences and find ways to advertise virtually might be very successful, whilst 

other companies that struggle with this new online channel might collapse and fail.  

 

2.4. Social media’s relevance for marketers 

Over the last decade, the marketing industry has gone through a significant transformation. During the 

early days of the Internet, marketers’ main task was to engage customers through ‘brochureware’, e.g. 

uploading the firm’s corporate brochures as basic webpages (Berthon, Pitt, Plangger and Shapiro, 2012). 

The concept of Web 1.0 sums up well the premises of early online marketing on the World Wide Web. 

Internet was a place where firms could promote their offerings to web users, with no or very limited 

interaction. In other words, web users were exposed to the companies’ information without having the 

opportunity to comment, review or give feedback (Handsfield, Dean and Cielocha, 2009).  

 

However, the circumstances have changed dramatically. Just as organisations had familiarised 

themselves with the technology, new concepts and classifications emerged that once again completely 

transformed the conditions. Web 2.0, as defined by Berthon et al (2012, p. 262), could be thought of as 

“[…] the technical infrastructure that enables the social phenomenon of collective media and facilitates 

consumer-generated content”. In other words, the influential position that firms enjoyed during the glory 
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days of Web 1.0 had now switched direction and by that empowered consumers to participate in the 

creation of the content online, which has had particular importance for the emerge of social media 

platforms. Inevitably, this swift has changed how information flows online, and it will be further 

elaborated on in this Master Thesis. 

 

As the conditions converted have consumers simultaneously changed their behaviour on the Internet. 

The emerge of Web 2.0 allowed the terminology creative consumers to arise (Berthon et al, 2012). 

Creative consumers are social media users who create a value on these platforms. They come in many 

different ways: user innovators, lead-users, hackers and outlaw users are some examples (McCarthy, 

2014). Regardless the differences, what they all have in common is that they are creators of content, 

which may be of great importance for companies to pay attention to. On the one hand, creative 

consumers are necessary to track to mitigate or avoid potential negative actions. On the other hand, 

firms have the opportunity to source these users’ innovations for own use. In accordance, Kuusisto and 

Kuusisto (2013) suggest that business leaders have begun to understand that ideas does not have to be 

derived from the firm’s own R&D resources.  

 

The changing patterns of online advertising put a huge pressure on firms to quickly renovate their 

business models and systems to be able to cope with the new market conditions. Considering that 

advertising on social networks has been present for less than 10 years (Hart, 2008, as cited in Hadija, 

Barnes and Hair, 2012) it is still a very novel and unexplored phenomenon and more research in the 

field is desirable. It is evident that firms must find appropriate ways to communicate and promote 

themselves in these new channels to remain competitive. To do so, however, can be much more difficult 

that what it seems. Choosing the right social media platforms, maintain continuous activity and 

uploading relevant and attractive content are some aspects that firms must consider to be successful 

(Kaplan and Haenlein, 2010).  

 

2.5. Relevance for marketing and advertising 

With Web 2.0, several social media platforms have emerged and the way that people interact and 

communicate on the Internet has dramatically changed. It has already been established that the 

transformation has had a severe impact on how marketers can promote their offerings to customers.  

 

In this section, the marketing and advertising activities in the new world, and primarily on social media, 

is deliberated. Subsequently, the term big data and analytics will be presented and evaluated with 



22 
 

regards to the social media landscape. Lastly, the term consumers’ sentiment towards marketing will be 

discussed.  

 

2.5.1. Marketing and advertising on social media  

We are more connected than ever and forecast figures indicate that the numbers will continue to rise 

(Statista2, 2016). Online worlds, mobile applications and social media are convincing more and more 

people to enter the virtual realm and dedicate substantial time online. To give a demonstration of just 

how connected we are to date, consider the following numbers. More than 3.2 billion individuals from 

all over the globe have access to the Internet (BBC, 2015), and today there are roughly 2.6 billion 

smartphone subscriptions globally, a number that is estimated to skyrocket to astonishing 6.1 billion by 

2020 (Tech crunch1, 2015). In the US, almost two-thirds of American adults (65%) are using social 

networking sites in 2015, compared to only 7% in 2005 (Pew Research Center, 2015). These numbers 

indeed illustrate the considerable size and widespread presence of the Internet, and the tremendous 

growth pace that smartphones and social media usage are experiencing. Already in 2008, Tracy L. Tuten 

acknowledged that “[…] the advertising landscape has changed dramatically in recent years, and 

nowhere is this more visible than online” (Tuten, 2008, p. 1). With this in mind, it seems unlikely that 

any firm could neglect incorporating social media marketing into their business model. This puts 

pressure on marketers, who must be equipped with new competences, be agile and flexible to sudden 

changes in the social media world, in order to produce quality material that will appeal to the customers.   

 

Kietzmann et al (2011) suggest that the rise in social media has forced corporate communication to 

become democratised. Tuten (2008) points out that the democratisation of media never could have 

occurred if it would not have been for Web 2.0. Nevertheless, it is evident that the new conditions 

revolve around interaction and collaboration between company and customer. The firm is no longer in a 

power position to autonomously decide what their clients will be exposed to. Hanna et al (2011) argue 

that the social media ‘ecosystem’ centres on the consumer experience. Baird and Parasnis (2011) agree 

and state that companies must create experiences that bring value in return for users’ time, attention, 

endorsement and data. This has undoubtedly spurred the feeling of anxiety and eagerness among 

marketers to quickly adapt the new market rules and be present on all emerging platforms. Thackeray, 

Neiger, Hanson and McKenzie (2008) argue that due to the novelty and potential effectiveness of Web 

2.0, marketers would feel tempted to impulsively incorporate such applications into promotional plans. 

Problematically, many companies still regard traditional media and online social media as two separate 

domains, and therefore fail to integrate an effective holistic marketing strategy that would engage the 

users and subsequently given them a unique experience (Hanna et al, 2011). Doing so, as well as 
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carefully evaluating which social media platforms to be present on, should be a central issue for any 

firm to address.   

 

Additionally, much focus in literature has been on the interaction between company and customer 

(B2C), while the business-to-business (B2B) segment barely has been considered (Swani et al, 2013). 

The researchers studied whether tweets (text messages on Twitter) varied between B2B and B2C, and if, 

how. It was found that the two indeed differ; for example was corporate name branding more frequent in 

B2B tweets and B2B tweets featured a higher percentage of functional appeals while B2C tweets 

involved more emotional appeals (Swani et al, 2013). Whereas the study has some limitations (e.g. 

solely focusing on tweets), it does emphasise the importance of appropriate behaviour in social media, 

which seems to vary depending on the various customers. Additionally, Yang and Dia (2008) relate the 

importance of appropriate behaviour to target advertising. The researchers suggest that “[…] 

“understanding the needs of current and potential customers is an essential part of customer-relationship 

management” (Yang and Dia, 2008, p. 2029). Accordingly, Baird and Parasnis (2011) suggest in their 

study that far less people on social media are interested in interacting with brands than companies seem 

to believe. To build a successful Social CRM strategy, it is essential to deliver value to the customers; if 

you do not know what they value – ask them (Baird and Parasnis, 2011). 

 

2.5.2. Big Data and Analytics  

So how, then, can marketers predict and assess what the online customers want? Not only must 

companies deal with their own online presence, but also handle the increasing availability of data 

coming from the various social media applications such as user-generated content, user profiles, habits 

and behaviours, in combination with additional information such as geo-locations (Kaplan, 2015; Peters, 

Chen, Kaplan, Ognibeni and Pauwels, 2013). Just considering the immense amount of user-generated 

content being produced daily; the human brain simply is not sufficient to audit, observe and make sense 

of it all. Fortunately, the application of big data and analytics (BDA) tools in the social media sphere has 

unlocked this opportunity.  

 

SAS, a leading provider of data analytics software, explains that “[…] it is the large volume of data – 

both structured and unstructured – that inundates a business on a day-to-day basis. But it is not the 

amount of data that is important. It is what organisations do with the data that matters” (SAS, 2016). 

Thus, regardless of the quantity of data a firm has access to; how it is treated is that what makes the 

difference. Solomon, Marshall and Stuart (2016) present three main areas in which marketers can use 

big data to gain a competitive advantage: (1) identifying new opportunities that will have a positive 
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impact on ROI, (2) using the gathered data to produce products/services demanded, (3) communicate 

with the marketplace more effectively and efficiently.  

 

As stated above, one of the big data applications in social media relates to return on investment (ROI). 

In October 2015, eMarketer released an interesting report called ‘Social advertising effectiveness 

scorecard – industry execs grade the leading platforms’. In the report, eMarketer asked 29 executives to 

grade six prominent social media platforms (Facebook, Twitter, LinkedIn, Instagram, Pinterest and 

Snapchat) on a set of various categories, such as Creative Capabilities and ROI. The grade scale ranged 

between A+ and F (eMarketer1, 2015). It was found that both Pinterest and Snapchat are still rather 

young and have not built out their ad business and targeting substantially, resulting in lower grades than 

the other platforms. Moreover, it was found that paid advertising on social media is quite effective 

(grade B), and Facebook earned the highest marks, primarily due to its maturity and well-developed ad 

targeting, and measurement and analytics systems (The Drum, 2015). Assessing the ROI, the report 

exposed some remarkable findings. While ‘The big three’ (Facebook, Twitter and LinkedIn) scored high 

as expected (grades between B+ to C+), the big surprise was Pinterest that was awarded a B. This was 

explained by the fact that Pinterest has a technological infrastructure that is strongly connected to e-

commerce, unlike Snapchat who scored a C- due to its poor correlation to driving sales (eMarketer1, 

2015). The findings are interesting and highly relevant for the scope of this paper. Firstly, it highlights 

that all platforms, albeit all being social media platforms, work very differently in practice, e.g. with 

regards to interaction with customers, targeting advertising and driving sales. Secondly, it illustrated 

that ROI on social media seems to be more complex and unpredictable than what marketers might have 

hoped for. This, once again, stresses the importance of carefully evaluating which platforms to invest in 

and where to be present appropriately, considering what type of company you are representing and what 

you aim to sell to the users.  

 

2.5.3. Consumers’ sentiment towards marketing 

To this point, the focus of this paper has primarily been evaluating the company perspective of social 

media marketing and advertising, discussing the importance of selecting appropriate social media 

platforms, delivering experiences and evaluating ROI. However, from the opposite perspective, 

customers’ receptivity and behavioural response to the advertising is an interesting field to consider.  

 

Patino et al (2012) explain that the method used to assess an individual’s feeling about a post on social 

media is called sentiment analysis. The purpose is to understand what emotions are associated with a 

given post. Lawson, Todd and Boshoff (2001, p. 7) defined consumer sentiment as “the general feelings 



25 
 

that consumers have for marketing and the market place”. Mady (2011) argues that much prior research 

has examined the levels of consumer sentiment, but explaining why consumers perceive marketing 

efforts the way they do has received limited attention. Understanding the reasons behind a customer’s 

positive or negative reaction to an advertisement is indeed crucial for improvement and increasing sales. 

Mady (2011) builds on the definition of Lawson et al (2001), but adjust it by relating it to a person’s 

technology readiness. The researcher concludes that there is indeed a correlation between an 

individual’s acceptance of technology and his/her perception of marketing advertisements and 

campaigns (Mady, 2011).  

 

For the scope of this paper, it essentially suggests that social media platforms that require a more 

advanced technical competence are more likely to attract a user base of individuals that have a positive 

perception of marketing functions that build on new technology than others. Once again, it can be 

related to appropriateness – companies should pay attention to the consumer’s sentiment towards 

marketing, and be aware of that it may differ greatly between the different social media platforms. 

Ignoring this, or not understanding how to deal with it, can have severe consequences. A recent example 

is the one of Instagram, which in September 2015 initiated their latest monetising strategy and launched 

their advertising features globally to users’ annoyance (Tech crunch2, 2015). Over a night, users’ feeds 

would be filled with ads and sponsored posts. According to a follow-up study, it was found that roughly 

six out of ten reported to be unhappy with the app after the new ad frequency, compared to three out of 

ten before the changes were made (Venturebeat2, 2015). 

 

In sum, in order to execute successful advertisements on the various social media platforms, it is crucial 

that firms acknowledge that the users’ receptivity towards marketing differs. Moreover, the Instagram 

example above demonstrates that changing advertising conditions on the platforms can have severe 

impact on users’ receptivity and satisfaction of the ads. When situations like this occur, it might be a 

counterproductive decision to use the given channel at that time.   

 

2.6. The international aspect  

Similar to Tuten’s (2008) statement that the marketing industry and marketers’ role have changed 

dramatically in recent years, Belch and Belch (2011) argued that the digital revolution has resulted in 

significant changes in the international marketing environment, requiring marketers to reconsider their 

operations (cited in Cheng, 2014). Whilst the emerge of the Web 2.0 and related terms already have 

forced marketers to rethink they way they work considerably, adding the international aspect on top on 

that makes it even more complex. Berthon et al (2012, p. 264) state that “at first blush, social media 
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looks easy from an international marketing perspective. […] However, it is not easy”. In any way, the 

social media advertising industry is rapidly growing, which the ‘Social network ad spending worldwide, 

by region, 2013-2017’ table explicitly illustrates (see appendix 2) 

Particularly noteworthy is that it is growing in all regions of the world separately, as well as combined. 

Given that the total spending worldwide is estimated to rise $12.3 billion and hence reach $35.98 billion 

by 2017 firmly emphasises the importance of this growing industry (eMarketer2, 2015).   

 

2.6.1. Environmental factors  

It is simply not enough to posts a couple of random posts on Facebook or Instagram every now and then 

to keep customers’ attention and interest. International marketing executives have to consider and 

analyse the major environmental aspects of each country in which they intend to operate and compete, 

including economic, demographic, cultural, and political/legal factors (Belch and Belch, 2015). 

Planning and executing appropriate social media posts and updates with these factors is essential for 

success.  

 

Moreover, Berthon et al (2012, p. 264) argue that “social media is a function of the technology, culture 

and government of a particular country”. In countries where Internet speed and bandwidth is poor, 

platforms that rely on good Internet connection (e.g. YouTube) tend to be less successful than in other 

countries (Berthon et al, 2012). Hence, high technology marketing campaigns would likely be less 

successful in such countries.  

 

Secondly, the cultural aspect, including e.g. language, norms, tastes, attitudes, values and ethical 

standards (Belch and Belch, 2015) plays a vital role. For example, people’s adoption speed of accepting 

an innovation/marketing campaign differs greatly between cultures (Culture matters, 2012). Another 

example is what kind of profile picture people use. A study by Huang and Park (2013) compared 200 

Facebook profiles of students from the University of Illinois and the National Taiwan University. The 

results indicated that American students tend to use take pictures close to the face while the Taiwanese 

students commonly used profile pictures showing a lot of the surroundings. Also, American students 

were oftentimes smiling broadly (Huang and Park, 2013). This example might seem rather irrelevant, 

but these sorts of cultural difference on social media might play a larger role than we think, and are thus 

essential for international marketers to be aware of.  

 

Lastly, governmental rules and regulations of a country have a fundamental impact on a company’s 

social media activity. Advertising restrictions come in many forms, for instance controlling what type 
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types of products that may be advertised, use of local vs. international advertising agencies, or the 

content/creative approach (Belch and Belch, 2015). A recently published report examined the freedom 

on the Internet. It concluded that as of 2015, Internet freedom has declined for the fifth consecutive year 

globally (Freedom house, 2015). With increasing regulations and censorships on the web, international 

marketers’ opportunities of using social media become less and more complicated to utilise. This aspect 

stresses the importance to stay updated about the political circumstances that affect might your business.  

 

2.6.2. Standardisation or adaptation?  

Besides the environmental factors, the international marketer faces yet another fundamental issue; 

whether to standardise the advertising material or not. Advantages and disadvantages exist for both 

strategies.  

 

If the company decides to standardise the marketing material, it will allow the firm to launch their 

campaigns rapidly and efficiently, which is sought after given that dynamics of the ever-changing online 

landscape (Cheng, 2014). However, by standardising the material, marketers will not be able to consider 

the previously discussed environmental aspects of country differences. With regards to this, adoption 

seems to be the better option. Cheng (2014, p. 253) propose that “a fully specialised campaign should 

focus on localising every tactic supporting the advertising strategy to ensure that each element of the 

campaign is culturally appropriate”. Tailor the advertising strategy to fit perfectly with each market 

would indeed have been lucrative – however, considering the pace of the markets, companies are forced 

to speed up their processes in order to stay competitive.  

 

Thus, both perspectives bring a unique set of pros and cons, and it seems that finding an appropriate 

balance between the two would be the optimal solution. Mueller (2011) state that several firms have 

begun to understand that standardisation does not have to be an ‘all-or-nothing’ decision. This had led to 

a third application; standardising some elements, and adopting/specialising others. Okazaki and Taylor 

(2013) propose that social media as an advertising medium has a unique and seemingly contradictory 

ability; reaching users efficiently and effectively on a global scale, and opportunity for personalisation 

and interaction. This emphasises why compromising in social media advertising could work well in 

practice. However, finding the precise appropriate balance between the extent of standardisation and 

adaptation is a difficult task, and would, once again, require complex assessment of various 

environmental factors (Cheng, 2014).  
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2.7. Literature review - Summary 

To summarise the literature review, three main points are highlighted. Firstly, social media is inevitably 

on the rise, and is already affecting the majority of firms, one way or another. Whether the company 

attempts to actively interact and engage with followers on e.g. Facebook or Instagram, or simply wishes 

to provide accurate and up-to-date information on e.g. Wikipedia, having an understanding of how to 

utilise the different social media platforms remains essential for success. Moreover, since firms’ activity 

on social media increasingly involves monetary investments in marketing and branding initiatives, the 

importance of establishing dependable structures and systems becomes key. 

 

Secondly, it is crucial to be aware of the power every single user of social media possesses. With 

foundation in the concept of Web 2.0, users of social media are not merely consumers, but also creates 

own content, e.g. by writing a review on Tripadvisor. Also, users may interact “indirectly” with each 

other by liking or commenting a post e.g. on Instagram. Basically, the power and influence that firms 

once possessed in traditional media and in the early days of Internet has now radically switched to the 

users, which evidently constitutes new challenges to confront.  

 

Thirdly, it is important to stress that the users’ receptivity and approval of the firms’ uploads has a direct 

impact on its success. Undoubtedly, one of the biggest challenges for firms is to produce material that 

both serves the purpose that the company wishes to achieve, whilst simultaneously is perceived by the 

users in such way that it draws attention and is received positively. As will be revealed in this Thesis, 

this challenge affects all companies, no matter the size or influential position of the brand you represent.  

 

3. Methodology 

3.1. Theory of Science 

3.1.1. Research Philosophy 

According to Saunders, Lewis and Thornhill (2016), “[…] a well-thought-out and consistent set of 

assumptions will constitute a credible research philosophy, which will underpin your methodological 

choice, research strategy and data collection techniques and analysis procedures” (p. 124). Thus, the 

choice of philosophic standpoint sets the frame for the study and is important to address as it may have a 

significant impact on the outcomes of the research.  

 

The purpose of this Thesis is to investigate three companies’ activity on the photo sharing social media 

platform Instagram. Based on semi-structured in-depth interviews, various primary and secondary data 
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and the researcher’s own considerations, the findings and conclusions rely to a great extent on 

subjective thoughts and opinions, which might affect the results of the study. 

 

Nonetheless, the intention of this study is, by gathering information from a wide array of sources, to 

construct a broad understanding of the phenomenon on such level that the findings can be considered as 

close to an objective truth as possible. Bhaskar and Hartwig (2010) proposed that an objective truth and 

reality always does exist and that it does not depend on people’s individual perceptions. Accordingly, 

Saunders et al (2016) suggest that critical realists acknowledge that the reality is objective and 

independent, but not possible for us to access through observation and knowledge of it. Therefore, the 

research philosophy of critical realism has been chosen as the most appropriate for the scope of this 

Thesis. 

 

In sum, with a comprehensive literature review, several in-depth interviews with industry experts and a 

two-sided content analysis that includes hundreds of Instagram posts, it is projected that the results, 

despite its qualitative nature, will give an indication of an objective answer to the research question of 

this Thesis.     

 

3.1.2. Theory development 

In order to develop theory, this paper takes the approach of induction. The collection and analysis of 

substantial amounts of empirical- and academic data will constitute the basis of which theoretical results 

will be drawn upon. This has been chosen as the most appropriate approach for theory development for 

several reasons. Firstly, the researcher did not have any presumptions or theories in mind to test prior to 

the study on the topic. Rather, the intention was to approach the phenomenon as unbiased and formable 

as possible to stimulate the development of new understandings.  

 

Secondly, considering the qualitative nature of this study, inductive reasoning is a suitable approach to 

address the subjective understandings and findings of the data. It makes the research remain flexible and 

alert to new interesting paths, and counteracts the risk of getting stuck studying aspects of the 

phenomenon that is less likely to lead to significant results.  

 

Thirdly, Eriksson and Kovalainen (2008) argued that it is important to acknowledge that the findings 

from a qualitative study with inductive reasoning approach are based on an assessment of probability, 

and not of necessity. For this Thesis, it means that the findings derived from the analysis should not be 
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considered a depiction of the one, absolute reality – rather, it gives an indication of the most probable 

answer to the problem statement based on the data collected throughout the research process.  

 

3.2. Research design 

3.2.1. Methodological choice 

Due to the subjective nature of the phenomenon studied in this paper, the vast majority of data will be 

derived from qualitative sources and methods. However, to the extent possible the study will seek to 

incorporate quantitative methods, to balance the research and validate the findings of the qualitative 

material. Thus, the methodological choice for this research design is mixed methods, supported by 

Saunders et al (2016) to be well-suited studies with a critical realist philosophy.  

 

One example of such balance act can be found in the cross-comparative analysis of the case examples 

provided. Whilst the analysis’ main focus is the images the firms upload to their Instagram feeds, the 

users’ comments will also receive great attention. This is expected to give a broader and more honest 

picture of the companies’ Instagram posts success, and will further provide insights to what makes 

Instagram posts effective.   

 

The ambition of this study is to broaden the knowledge and clarify the linkage between a set of factors 

on Instagram posts and its commercial success. As the field is novel and has to date not received much 

attention in prior research, a crucial part of this paper will be centred on discovery and attempts to 

understanding the on-going events. Literature review plays an essential role, and accessible academic 

publications, webpages and blogs are a few examples of sources from which relevant information can be 

found.  

 

Hence, a main goal of the study is to conduct a research in such manner that the findings unlock new 

insights that in turn will empower the researcher derive fruitful conclusions as close to an objective 

reality as possible. To support a desirable behaviour, this study will be framed exploratory.  

 

Furthermore, the purpose of this study is to get such broad understanding and knowledge on the topic 

that the analysis will be able to extract common denominators of best practice in Instagram posts. In 

order to assess causalities and be able to understand how things are associated and correlated, the 

primary concern is to ensure that the research analyses an appropriate set of indicators. This, once again, 

emphasises the importance of conducting a thorough literature assessment.     
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Once the set of indicators has been found and the study’s analysis is completed, the next goal is to 

transcribe and explain the findings, and discuss their relevance in relation to the existing literature. As 

put by Saunders et al (2016, p. 176), “studies that establish causal relationships between variables may 

be termed explanatory research”. In accordance, this Thesis will label the research design as both 

exploratory and explanatory.  

 

3.2.2. Research strategy 

Next, the strategy for conducing the research in a comprehensive and logical manner is discussed. 

Denzin and Lincoln (2011) argued that the research strategy is the methodological bridge between the 

research philosophy and the choice of methods to gather and scrutinise data. In other words, the research 

strategy ensures that an appropriate plan is in place that will support the researcher to answer the 

research question (Saunders et al, 2016).  

 

In general, the research strategy can be based on quantitative-, qualitative- or combined methods. The 

choice of strategy should be done in a manner that ensures consistency and coherence throughout the 

research design, and should be guided by the research question and objectives of the research. 

Moreover, it is important to stress that the researcher must consider more pragmatic concerns “[…] 

including extent of existing knowledge, the amount of time and other resources you have available and 

access to potential participants and to other sources of data (Saunders et al, 2016, p. 178).  

 

As previously stated, this study examines a new, to-date rather unexplored field, which supports the 

initial approach of exploratory research. Available literature and data has played a crucial role, 

especially in the early stage of the study. In addition, collecting valuable insights through interviews 

with people knowledgeable in the field has stimulated the progress of the research. Note, however, that 

finding relevant individuals to interview was tough, and getting them to agree to participate in an 

interview proved to be an even more challenging task (See appendix 3). Considering the conditions, it 

was decided that structuring the research strategy around an extensive case study would be the most 

appropriate method to use.  

 

3.2.2.1. Case study 

Due to the nature and scope of the research in this Thesis, the researcher does not intend to interfere or 

control the behavioural events that occur, but rather investigate the real-life contemporary events of the 

phenomenon. Further, the research question is centred on a ‘how?’. Robson (2013) acknowledges that 

case studies are well suited for research that investigates an actual contemporary issue and seeks to 
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derive results from multiple sources of relevant data. Yin (2014) also suggests using a case study 

strategy in studies similar to this one, and summarised the relevance and appropriateness in a table 

overview (see table 2).  

 

 

Table 2: Relevant situations for different research methods. Source: Yin (2014) 

 

This Master’s Thesis will base the research on a case study of three different organisations’ Instagram 

posts. As aforementioned, the purpose is to conduct a research that explains how firms from some of the 

most popular industries on Instagram behave, in terms of using images, hashtags and captions. By 

basing the parameters of the analysis scheme on academic literature, the intention is to, in a coherent 

and considerable manner, compare the organisations’ activities to ultimately discuss common 

denominators for success.  

 

According to Saunders et al (2016), no matter a study’s research philosophy or methods to develop 

theory; case studies are always plausible to apply. However, one must be aware of the barriers it 

includes. Notably, one of the key challenges is how to ensure that the study follows a logic that will lead 

to rich and comprehensive results. Typically, one way to confront this concern is to use a mixed-method 

research design, which has been applied in this study. Further, the application of multiple cases in this 

study was made to analyse and test whether the findings can be replicated across cases, as supported by 

Yin (2014).  

 

To date, few studies have investigated companies’ activity on Instagram to discover what makes posts 

successful or not. Due to the absence of prior studies and lack of benchmarking options, this Thesis 
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analyses three firms separately using the same methodology. Doing so, it is supposed that possible 

correlations and causalities are examined on such level that the findings can be seen as trustworthy and 

valuable.  

 

3.2.3. Time horizon 

Another important aspect is the time horizon of the designated research. According to Saunders et al 

(2016), a study can either be a ‘snapshot’ of a phenomenon at a particular time (cross-sectional study), 

or be conducted over a given time like a diary (longitudinal study). Evidently, longitudinal studies have 

the advantage that they study the same thing multiple times over time, which arguably makes the 

analysis deeper and more precise. Nevertheless, it does involve several disadvantages as well. Firstly, it 

requires a lot of dedication over a long timespan, which does not go well with time limited studies like 

this one. Secondly, whilst conducting longitudinal research already is rather challenging in single case 

studies, it gets even more complicated in studies that include multiple cases, as in this Thesis.  

 

Based on such factors, it was decided that this study would be conducted as cross-sectional. Although 

the analysis comprises the examined organisations’ Instagram feeds historically, the phenomenon is 

studied as a current occurrence. The time constraint was the main reason for conducting the analysis 

cross-sectional. In some instances, time constraints can be confronted by re-analysing already published 

data. However, given the novelty of the phenomenon studied in this Master’s Thesis, it was deemed 

unlikely that this approach would have yielded any valuable results. 

 

3.3. Data collection 

This Thesis relies on both qualitative and quantitative data, collected both primary and secondary. 

Although qualitative data is in forefront of this Thesis given the subjectivity of the studied phenomenon, 

this paper argues that a mix of various types of data enhances the quality of the research and 

subsequently its findings.  

 

3.3.1. Primary data 

Collection of first-hand data has been a crucial part of the research process. In order to better understand 

the realm of social media and Instagram, three interviews with people knowledgeable of the field were 

conducted. The in-depth interviews were semi-structured to ensure consistency and that the 

conversation would cover the most essential aspects, whilst simultaneously spontaneous questions and 

topics were supported. Also, by purpose the interviewees were selected based on their unique insights 
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and expertise, to get a holistic overview of the relevant topics for the research. For a complete overview 

of the interviews, please see table 3.  

 

 

Table 3: Overview of the interviews. Source: Own production. 

 

Because of the main attention to the Instagram posts’ visual appearance and content as well as the 

knowledge gained through the in-depth interviews, collection of primary quantitative data has not been 

considered as fundamental for the scope of the study. Hence, primary data has mostly been collected 

using qualitative methods.  
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That said, quantitative data has been gathered from the three organisations’ Instagram accounts for the 

case analysis. Number of likes and comments on the 300 Instagram posts included in the analysis 

constitutes a quantitative data source. This is expected to provide a clear and measurable indication of 

the different posts’ prosperity, and will ultimately be included in the overall assessment and discussion 

of the findings.   

 

3.3.2. Secondary data 

Collection of secondary, qualitative data has been vital in this study. Data sources such as various 

websites, blogs and articles have all contributed to the understanding of the topic. Considering the 

novelty of social media and more particularly Instagram, it has been a challenge to find relevant 

academic literature or business publications (e.g. McKinsey Quarterly or Harvard Business Review) on 

the topic. Also, previous studies in the field and expert interviews were difficult to get hold of. 

Evidently, such data sources would have been desirable to incorporate to a larger extent to ensure high 

level of quality and substance to balance the findings. However, this paper argues that its extensive 

literature review of the material available (including webpages, blogs, articles) has been sufficient to 

inherit an appropriate level of knowledge, and thus makes up for the data shortage. 

 

Due to the scope of the study, secondary quantitative data was considered less important to include in 

the research. On the one hand, qualitative data sources already constituted the foundation on which 

understandings of psychological behaviour, receptivity to different sorts of photos and theories of what 

makes Instagram posts successful. Thus, there was no urgent need to incorporate secondary quantitative 

data to validate those assumptions. On the other hand, it was a great challenge to find relevant 

secondary quantitative data on the Internet. However, various market research reports that have 

provided relevant and valuable insights. 

 

3.4. Empirical implications 

This section will outline the empirical implications associated with the methods used for the collection 

of data. As this Thesis relies on qualitative data to a great extent, it is crucial to address and discuss the 

weaknesses of the data and potential of bias that it constitutes. In contrast to quantitatively based 

research where validity and reliability of data can be evaluated fairly easily, qualitative studies require 

the researcher to go more in-depth to assess such measures. To address this issue, this Thesis will apply 

the adjusted tool for data evaluation presented by Bryman and Bell (2015), which includes 

internal/external validity and internal/external reliability.    
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3.4.1. Primary data 

3.4.1.1. Internal validity 

Internal validity addresses the credibility of the research findings (Bryman and Bell, 2015; Malhotra, 

Birks and Wills, 2012). Saunders et al (2016, p. 203) state that “[…] internal validity is established 

when your research accurately demonstrates a casual relationship between two variables”. In this 

Thesis, the primary risk for a credibility bias relates to the semi-structured interviews conducted. 

Saunders et al (2016) propose three potential biases in relation to semi-structured interviews; response 

bias, interviewer bias and participation bias.  

 

Firstly, it is important to acknowledge that the interviewees’ responses might have been affected. For 

example, in case of a personal interest, or in case of a disinterest to participate full-heartedly, the 

answers are likely to be less credible. Secondly, the researcher’s role during the interviews is highly 

relevant to address as well. The way questions are being asked, the tone, comments and even non-verbal 

behaviour can have a huge impact on the outcome of the interviews. Lastly, during the data collection 

process of this research a large number of highly relevant people for the scope of the study were 

contacted and asked to participate. However, far less than anticipated were available to participate, and 

hence does this lack of relevant data constitute yet another potential bias to acknowledge.  

 

3.4.1.2. External validity 

Bryman and Bell (2007) propose that assessing the research’s generalizability can test the external 

validity. This measurement investigates several external factors that may impact the outcome of the 

findings and hence the external validity of the data. Cook and Campbell (1979) summarised five main 

threats to a study’s generalizability: 1) interaction of selection and treatment; 2) interaction of setting 

and treatment; 3) interaction of history and treatment; 4) interaction effects of pre-testing; 5) reactive 

effects of experimental arrangements. Out of the five threats proposed, this paper wishes to particularly 

highlight number three, as it is very difficult to say whether the findings of this Thesis are representative 

of the topic in the near future, considering the ever-changing behaviour of the phenomenon. Whilst 

some of these threats might have less importance to this study than others, they should all be 

acknowledged and considered.  

 

In sum, external validity assesses whether the collected data could be universal to other groups, i.e. 

whether the findings would hold true for other organisations than the ones included in this Thesis. With 

regards to the low number of interviews included in this study, it is difficult to ensure that the findings 
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are of high external validity. However, the case study’s assessment of the organisations’ Instagram feeds 

is of considerable size, which increases the likelihood that the main findings can be generalised across 

firms and industries. Moreover, the three companies investigated in this Thesis were carefully selected 

based both on the industry they are operating in, as well as their influential position on Instagram. Thus, 

combined they cover a wide array of practicing business on Instagram, which again supports the 

findings to be trustworthy and generalizable.  

 

3.4.1.3. Internal reliability 

Internal reliability addresses the approaches a research follows with regards to interpretation and 

analysis of the data gathered (Bryman and Bell, 2015). All the primary data has been collected, 

interpreted and analysed personally by the author of this Master’s Thesis. On the one hand, it could be 

considered a weakness given the risk of bias it might result in (as discussed in the sections on validity). 

However, from a reliability perspective, only including one researcher along the entire research process 

enhances the likelihood that the interpretation and analysis has been done in a consistent and sound 

manner. Additionally, this research has followed a pre-defined, clear structure of collecting and 

interpreting data, and has used the same kind of methodology in the analysis of the Instagram posts. 

Having standardised such elements of the research process, it mitigates the risk that the researcher 

would process the material unequally. Conversely, it is argued to have strengthened the internal 

reliability of this paper.   

 

3.4.1.4. External reliability 

The external reliability assesses whether the findings of a study could be generalised and thus applied 

for replication (Bryman and Bell, 2015). Replication, however, is a complex issue that relies on too 

many external factors beyond control of the researcher. Therefore, the term should not be interpreted 

literally (LeCompte & Goetz, 1982), which is why this Thesis will focus on the external reliability’s 

generalizability.  

 

As aforementioned, this Thesis investigates a fairly novel phenomenon. An evident lack of academic 

research and literature in the field makes it complicated to ensure that the taken approaches to answer 

the research question are the most appropriate to yield desired results. Also, the whole social media 

industry is rapidly changing and evolving, further creating an obstacle in ensuring the findings’ 

generalizability. In contrast, by consulting the academic literature published and from that build a 

methodology for the analysis of this paper, the researcher has created a tool to strengthen the external 

reliability. Also, since the three companies investigated represent an important part of Instagram in 
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terms of industry and influence, it is fair to argue that the findings derived from the analysis may 

provide more general insights of sound business on Instagram, rather than solely proposing indications 

for the respective firms.  

 

3.4.2. Secondary data 

The secondary data utilised in this research has several empirical implications that need to be addressed. 

Firstly, due to the shortage of published material on the topic, the study has to a large extent based its 

assumptions and understandings on secondary data sources such as webpages and blogs. Given the 

simplicity to create such platforms, the creator of the material can technically be anyone, constituting a 

risk that someone with inaccurate knowledge produces the information. To overcome this risk, it has 

been essential to incorporate as many of such sources as possible, to balance them to each other and by 

that assess the validity.  

 

Secondly, the academic publications’ validity could also be questioned. Considering the lack of 

published relevant material, it is difficult to state that the findings really give a trustworthy 

representation of the reality. What is more, the qualitative nature of the subject further complicates 

assuring the literature’s credibility. To counteract this issue, this Thesis has on the one hand sought to 

take as many academic papers as possible into consideration to get a good overview of the different 

arguments and opinions. On the other hand, before formulating any assumptions, all perspectives on the 

topic would be considered and weighted without getting caught to a specific theory in the early stage of 

research.  

 

Thirdly, the phenomenon’s constant change must be considered yet another implication for the 

secondary data. Since most of the secondary data dates back one or a few years in time, it is arguably so 

that some of the arguments and findings are out-dated and would need to be tested again. Yet, with 

regards to the time limit of completing this Thesis, it would not have been realistic to refrain using the 

material available. However, to the extent possible the research has chosen the latest editions of the data 

and has relied on publications of recent years.  

 

4. Problem identification 

4.1. Relevance of this study 

Over the last decades, several inventions and technical solutions with relevance to marketing and 

branding have been introduced to the market. Some innovations have been developed thanks to the 
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previous solutions. For example, the Internet made interactions online possible and thus enabled the 

construction of social networks, which in turn would result in social media platforms such as Facebook 

and more recently Instagram. One feature that ties them together is the disruptive effect they all have 

caused, forcing organisations to completely re-think how they communicate and promote their products 

or services.  

 

Social media presence has in few years become an inevitable part of organisations’ online activity, and 

Instagram is undisputedly a platform that deserves close attention. Instagram, who reports an impressive 

yearly growth, reached another milestone in June 2016 with 500 million active users (Statista1, 2016). 

The incredible growth and huge number of users have attracted firms to the platform. In fact, more than 

70% of all US companies are anticipated to use Instagram for marketing purposes by 2017 (eMarketer3, 

2015), and it has recently been labelled the most influential social media platform (WERSM, 2015). 

Yet, the findings of this paper suggest that many companies still feel rather unfamiliar and uncertain of 

what behaviours, initiatives and features to engage in.  

 

4.2. Problem statement 

This Thesis will confront the complexity of conducting marketing and branding on Instagram. 

Hopefully, this research will clarify the issue somewhat, and provide new insights and suggestions that 

could help companies improve their business on the platform. The research question is as follows; 

 

How can international companies alter their marketing and branding activities on Instagram to 

better appeal to customers? 

 

A case study of three international companies’ content on Instagram will serve as basis for the analysis. 

This, combined with relevant literature and data as well as in-depth interviews with experts, will obtain 

insights which will make it possible to address the given problem statement.    

 

4.3. Delimitations 

This section summarises the delimitations that have been made throughout the research process to 

ensure a consistent structure. Firstly, it was evaluated whether the study should take a broader 

standpoint, rather than focusing specifically on one single platform. After some initial research (see 

appendix 4), it was concluded that a more narrow scope would likely yield more substantial results, 

which explains why Instagram is the only social media platform considered in the analysis.     
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Secondly, this Thesis’ analysis solely examines Instagram’s conditions for multinational companies, 

thus ignores both private users and self-employed profiles, such as celebrities, bloggers, influencers or 

models. In relation, the choice of the particular industries and companies was a combination of firms 

accessible and industries seeming more prominent on Instagram that others. The choice to scrutinise 

three firms from different industries was made on the assumption that it would be sufficient to attain 

significant results, whilst ensuring that it would fit the given formalities (e.g. page limit) of the Thesis.  

 

Lastly, another delimitation relates to the retrieval of data. Once the performance indicators were set for 

the analysis, it was concluded that the 100 most recent Instagram posts of each of the three companies 

would be analysed. This certain number was presumed to be sufficient to yield valuable results, whilst 

ensuring that gathering and interpretation of the data would be manageable given the time constraints. 

The same rationale applied in the preparation of the comments analysis. Every tenth post was studied to 

give a sample as random as possible, and 20 comments per posts was considered a reasonable number 

that would provide interesting insights. 
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PART II 

 

 

 

5. Conceptual Framework 

Following the literature review and the initial research, a conceptual framework was developed to go 

further into depth with some theoretical assumptions that could be of relevance of the final output of this 

study. The concepts examined in this chapter are presented in table 4, and below they are discussed in 

relation to social media and Instagram. The key findings will be considered in the successive analysis 

and conclusion of this Thesis. 

 

Concept Explanation 

Social Media Branding 
How firms can create relationships and promote their products or 

services using social media platforms. 

Visual Branding 
How firms can ensure that the visual content they upload fits well 

with your brand and appeals to your customers.  

Framing Theory 
Firms can create a "frame" which influences how people will digest 

and process the information. 

Social Cognitive Theory 
The theory addresses why we imitate what we learn and see. 

Relates to social environment, internal stimuli and behaviours. 

Cultivation Theory 

Repeated exposure to certain media will eventually affect how we 

construct a reality around it. Theory often linked to television 

watching.   
 

Table 4: Concepts included in the Conceptual Framework. Source: Own production. 

 

5.1. Branding theory and its relevance for social media 

Efforts and initiatives to build and maintain a strong brand to attract customers is undisputedly a 

practice that most successful firms engage in. According to Kapferer (2012) branding remains one of 
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the few strategic assets available to firms to create a sustainable competitive advantage. But what 

exactly is a brand, and what can you do to ensure that the actions you undertake stimulate the creation 

of strong brand equity?  

 

In the classic publication ‘Principles of Marketing’ from 1957, Philip Kotler and Gary Armstrong state 

that brands are more than just names and symbols. In fact, “brands are a key element in the company’s 

relationships with consumers. Brands represent consumers’ perceptions and feelings about a product 

and its performance - everything that a product or a service means to consumers” (Kotler, Armstrong, 

Harris and Piercy, 2013, p. 257). Thus, a brand is highly intangible and complex, which in turn explains 

why firms cannot fully imitate successful competitors. Moreover, brand equity is the ‘measure’ or proof 

for whether a brand is powerful or not. In conceptual terms, brand equity is “the differential effect that 

knowing the brand name has on customer response to the product or its marketing” (Kotler et al, 2013, 

p. 257). Companies such as Apple, Google or Nike for that matter, all have large fan groups of loyal 

customers who favour their products over those of their competitors. Hence, these companies have 

strong brand equity, and can leverage this as an important source of gaining a competitive advantage in 

the market. In contrast, negative brand equity is alarming, and essentially signals that the company 

would have been better off with no name at all (Branding Strategy Insider, 2010).  

 

So far, a definition of a brand has been presented and the importance of brand equity has been 

discussed. The next step now is to understand what you as a brand manager can do influence and affect 

people’s perception of your brand and ultimately change their consumer behaviour. According to 

Kapferer (2012), branding is sometimes mistakenly being compared with or even overlooked by 

marketing activities. However, the two are significantly different; whereas marketing involves 

designers, graphic artists, packaging etc., branding should be the firm’s long-term involvement to create 

an emotional connection a company and its customer (Kapferer, 2012). In other words, one could argue 

that marketing is a short-term tactical tool, and branding a long-term strategic tool (Tronvig Group, 

2011). This notion truly emphasises the complexity brand managers are challenged by in today’s 

dynamic environment, not least with regards to the rapid development social media playground.  

 

5.1.1. Social media branding 

Brand consultant Jack Yan has been working on the Internet since 1990 and has conducted substantial 

research on how branding takes form on emerging social network platforms such as Facebook and 

Twitter. In his article ‘Social media in branding: Fulfilling a need’ from 2011, he proposes nine goals of 

social media in branding. It emphasises that since the lines between “us” and “them” are blurred, 
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organisations should seek to build a sense of membership, encourage communication of brand values 

and promotion of the brand and encourage the audience to discuss the brand. Supposedly, such elements 

will serve as a strategic foundation to build a competitive advantage and ultimately secure a strong 

brand equity and positive word of mouth (Yan, 2011). Similarly, Keller (2009) presented a customer-

based brand equity model that addresses how companies can build and maintain brands through 

consumer brand knowledge structures. To better understand these structures, the author identified a 

brand resonance pyramid (see appendix 5), which works as “[…] a means to track how marketing 

communications can create intense, active loyalty relationships and affect brand equity” (Keller, 2009, 

p. 151). The brand resonance pyramid involves six building blocks that together illustrate the 

complexity of branding – all marketing efforts can, and arguably will, affect consumer brand knowledge 

one way or another.   

 

Sound social media branding also relates to having carefully selected which platforms to be present on 

(Entrepreneur, 2015). Although most social media platforms have many things in common, they all 

come with a unique set of elements and features as emphasised in section 2.3. Since this Thesis focuses 

on Instagram, branding on this particular social media platform will be further elaborated on. 

 

5.1.2. Visual branding 

Since Instagram is a photo-sharing app, the most important aspect for brand managers to consider is the 

visual content and brand identity. According to a recent study conducted by the social media analyst 

company Socialbakers, images are by far (87%) the posts that receive the most attention (Socialbakers, 

2014). While this certain percentage might have has changed since then, it clearly highlights the 

possibilities firms have to gain attention and promote their products or services on social media 

platforms using visual content. The challenge, however, is to ensure that the content that you decide to 

upload fits well with your brand and appeals to your customers.  

 

In 2014, Hub Spot proposed “four ingredients of social media success”, namely a) a consistent colour 

palette, b) Font pairings that match your brand’s personality, c) Appropriate imagery and filters, and d) 

Social media templates to speed up the design process (Hub Spot, 2014). These four elements will be 

considered in the analysis and discussion of the findings.  

 

5.2. Framing theory  

The second theoretical standpoint considered in this paper is framing theory. Similarly to branding, 

organisations can use framing as a tool to stimulate and affect their followers’ behaviour. 
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Fundamentally, the theory emphasises that the frame (the way an issue is presented to the audience) 

influences how people will digest and process the information (Mass Communication Theory2, n.d.). If a 

firm wishes to steer their followers into becoming more aware of a certain matter (e.g. human rights or 

organic products), framing the communication in such fashion can have a great impact on their beliefs 

and behaviour.  

 

The theory was originally presented by Eving Goffman in his work Frame Analysis published in 1974. 

Goffman emphasises the importance of frameworks, and presents two distinct kinds; natural and social. 

The former are “purely physical” unguided events that are completely created by natural determinants. 

The latter, social frameworks, relates to an individual’s own will, ambitions, behaviours, and so forth 

(Goffman, 1986). Undisputedly, a person possesses the power to create own aspirations and beliefs, but 

will, according to Goffman’s findings, adapt to social norms and roles to some extent. As put by 

Goffman, “[…] there is a relation between persons and role. But the relationship answers to the 

interactive system – to the frame – in which the role is performed and the self of the performer is 

glimpsed” (Goffman, 1986, p. 573). Baran and Davis (1995) stressed a similar point, arguing that an 

essential aspect of framing theory is that it exists a relationship among the components of a message, 

since a communicator produces it. Thus, this once again underlines that organisations can utilise 

framing theory to brand the company on social media and affect their followers’ behaviour.  

 

In 1996, Fairhurst and Sarr published their work ‘The art of Framing: managing the language of 

leadership’. In this book, the authors proposed seven framing techniques. First, use of metaphors can 

give something a new meaning by comparing to something else. Second, creating stories such as myths 

and legends can interconnect a firm’s brand and products to a larger meaning. Third, building a tradition 

with rituals and/or ceremonies can create a positive resemblance and by that impact people’s behaviour. 

Fourth, the use of a catchphrase or a slogan is essential to stand out and be remembered. Fifth, artefacts, 

such as logos, have a great intrinsic symbolic value. Sixth, organisations can use the technique contrast, 

which means paralleling an item to what it is not. Seventh and last, firms can promote a concept in a 

way that will steer people’s opinion and judgement about it. This technique, which is referred to as spin, 

is especially powerful when the followers’ behaviour and value standpoint is not apparent initially, as it 

means that the firm stimulates the creation of an inherent bias (Fairhurst and Sarr, 1996).   

 

Framing theory offers interesting aspects to the scope of this Thesis, and the presumptions of the theory 

will be considered and included in the discussion and conclusion of the analysis. Considering the 

functionality of Instagram, where companies themselves organise all the content on their page, there is 
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an evident opportunity to align the images and videos to affect the followers as desired. Hopefully, the 

content analysis of this Thesis will reveal some indications of examples in which the firms studied have 

been making use of framing in their communication on Instagram.   

 

5.3. Cognitive Theories 

A third theoretical perspective concerns the cognitive processes and psychological aspects of being 

exposed to mass communication and social media. By investigating how people tend to react to certain 

ad campaigns, images and posts, it can provide interesting insights to what is advisable for firms to 

engage in and what is not. This theoretical consideration entails various viewpoints, complementing 

each other’s positions. In this section, social cognitive theory and cultivation theory will be explored 

and discussed further.  

 

5.3.1. Social cognitive theory 

Social cognitive theory deals with why we imitate what we learn and see (Tyer, 2016). Swearer, Wang, 

Berry and Myers (2014) discussed the terminology in relation to bullying. The researchers found that 

social cognitive theory is different from e.g. social learning theory as it “proposes that there is a 

continuous interaction between the social environment, internal stimuli and behaviours” (p. 272). Thus, 

there is a causal relationship between the three determinants, which together will shape human 

behaviour and reactions.  

 

Evidently, the rise of social media has made everything even more complex. Before the days of social 

media, one’s social environment was limited to e.g. a neighbourhood, a community, or such. Now, it has 

become an endless setting in which all kinds of people, companies, celebrities etc. coexist. According to 

Tyer (2016), it is logical that one learns how to behave and present themselves through social media, 

just like already had been done in the “real-life” social environment. Considering Instagram, the 

tangible measures of “success” (e.g. number of likes, number of followers, etc.), makes it easier to 

evaluate what type of behaviour, which photos or text captions that work or not. However, success 

factors on Instagram do not necessarily correlate to successful behaviour in the real world. Thus, it is 

reasonable to assume that the emerge of social media pushes us to learn how to behave in several 

different environments simultaneously, to maintain a convincing and representable image of ourselves. 

The question then becomes, how true is the image that we wish to communicate of ourselves on social 

media actually? For example, what if a person likes all of Nike’s posts on Instagram to impress his or 

her followers, whilst in real life the person is not into sports at all?  
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5.3.2. Cultivation theory 

Bessenoff (2006) studied the relationship between advertisements and women’s body image and 

dissatisfaction. The results clearly indicated that women exposed to thin-ideal advertisements were more 

dissatisfied, in negative mood, and had lower self-esteem (Bessenoff, 2006). Whilst the findings might 

not be very surprising, it stresses a very important point; media and mass communication has a great 

influence on human behaviour and can change the way we perceive things in life.  

 

The concept of cultivation is a widely discussed topic and has been so since first articulated by George 

Gerbner in the 1960s (Mass Communication Theory1, n.d.). Oftentimes, it is linked to the influence of 

television watching. Bandura (2001) called it social construction of reality, and argued that “heavy 

exposure to this symbolic world may eventually make the televised images appear to be the authentic 

state of human affairs” (p. 281). Gerbner, Gross, Morgan and Signorelli (1980) found that a main 

feature of cultivation theory is repeated exposure. The more time an individual spends within the media 

(in this case the television world), the shorter will the bridge be between the individual’s perceived 

reality and the televised social realities (Gerbner et al, 1980). In accordance, Morgan and Shanahan 

(2010) propose that a large consumption of media can change people’s conceptions of social reality. 

Whether this is good or not is left unsaid, but it clearly emphasises an interesting subject with relevance 

to exposure on social media.  

 

Whilst most studies of cultivation theory have investigated the relation to television watching 

traditionally, the theory suits well to apply to social media exposure as well. An example of such 

application can be found in Kendall O’Brien’s graduate thesis ‘The Cultivation of Eating Disorders 

Through Instagram’ from 2015. The study analysed how the behaviour of eight individuals diagnosed 

with eating disorders was influenced by the usage of Instagram. Interestingly, the study concluded that 

the participants felt a close connection between the time they spent on Instagram and the severity of 

their eating disorders (O’Brien, 2015). Thus, the results indicate that, just like with television watching, 

heavy exposure to social media is likely to influence the user’s behaviour and perception of the social 

reality.  

 

6. Theoretical Framework 

In this section, the theory that this paper’s analysis methodology stems from is presented and 

discussed. It has been considered vital to structure and conduct the analysis with a systematic 

approach, to ensure consistency and relevance of the findings. Following an eclectic approach, this 
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paper will combine theories and approaches presented by different authors, in order to build a 

theoretical ground appropriate for this Thesis’ particular purpose.   

 

Following a thorough review of relevant articles and studies available on the Internet, the work of 

Hu, Manikonda and Kambhampati (2014) was ultimately selected as the theoretical groundwork to 

base this Thesis’ analysis on. According to Hu et al (2014), their research was the first in-depth 

study of content and users on Instagram. Similar to this Thesis, the authors examine Instagram 

posts, analysing both the actual photos (qualitative) as well as the user characteristics in response to 

the photos (quantitative).     

 

Using advanced computer technique, the authors were able to obtain and examine large collections 

of photos and user profiles. Interestingly, the research found that Instagram posts can be generalised 

and categorised into eight types based on the content: self-portraits, friends, activities, captioned 

photos (pictures with embedded text), food, gadgets, fashion and pets (Hu et al, 2014, p. 595). Note, 

however, that their research did not include organisations or brands in the analysis. Therefore, to 

broaden this paper’s analysis and put the theory into context, inspiration has been derived from a 

case study of Dunkin’ Donuts by Kelly A. Lavoie (2015).  

 

In the case study, Lavoie conducted a content analysis of Dunkin’ Donuts’ Instagram account to 

examine what type of messages the company communicated through its posts. As put by the author, 

“Instagram posts were divided into the categories of textual elements of captions and visual 

elements of pictures and videos. The former is composed of hashtags, brand name, product name, a 

call to action, and season or holiday. The captions were analysed to see whether they were 

positively or negatively framed. Visual analysis looked at several categories, such as type of visual, 

name, logo, colour, products, season or holiday, emotional appeal, food, people, activity, and 

fun/friendly imagery” (Lavoie, 2015, p. 84).  

 

Interestingly, the researcher applied the eight categories proposed by Hu et al (2014), and found that 

Dunkin’ Donuts primarily utilised people, food and activity (Lavoie, 2015). This is an exciting 

discovery, not only because it confirms that the work of Hu et al (2014) is applicable to 

organisations as well, but also as it illustrates that the firm in this case has been more inclined to use 

certain categories in its posts over others. The latter raises a question whether the company has 
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made a conscious strategic decision to profile itself this way, and in that case what the rationale is. 

Whether the companies examined in this Thesis tend to use a few categories continuously alike 

Dunkin’ Donuts is yet to be investigated.  

 

To sum up, this Thesis will combine the classification system and Instagram posts’ categories 

proposed by Hu et al (2014), with the work by Lavoie (2015). Additionally, some alterations and 

modifications will be done in this analysis, where it has been considered relevant for the scope of 

the Thesis. For a complete overview of the analysis conducted, see appendices 6.1-6.3. 

 

7. Analysis methodology 

7.1. Approach  

In this chapter, the approach of the analysis will be explained and discussed, in a step-by-step manner. 

The first section explains how the text captions of the posts was analysed and categorised. The second 

section elaborates on the visual aspects of the Instagram posts, and how these were assessed. Lastly, the 

third section explains the aspects categorised as “extra”, which for example entails number of likes and 

comments.  

 

7.1.1. Step 1: Captioned text 

The first step was to analyse the text caption of each Instagram post. For an illustrative example, see 

image 2.  

 

Image 2: Nike – Post 29 modified. Source: Instagram. 

 

This category included brand name, hashtags, product name, content, call to action and 

seasons/holiday. The text caption of image 2 is marked with a red box. The text says “Introducing the 
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Nike HyperAdapt 1.0. Lacing up will never be the same. Click the link in our bio to learn more”. Hence, 

it includes the brand name and a certain product’s name, it includes a call to action (click link in bio), 

and the text is clearly about a product, which is why this post is categorised as content = product (see 

appendix 6.1). What is missing is a hashtag and a season/holiday indication, which therefore is marked 

as “n/a” in the analysis excel sheet.  

 

7.1.2. Step 2: Visuals 

Image 3 demonstrates how the visuals of the Instagram posts were assessed.  

 

Image 3: Levi’s – Post 77 modified. Source: Instagram. 

 

The categories included in the visuals section are type of visual, category, brand name, logo, colour, 

product and season/holiday. Note that in category, which are the eight categories proposed by Hu et al 

(2014), “friends” has been replaced with “people”, as considered more relevant for this Thesis.    

 

The first step in this part of the analysis is to state whether the post is a photo or a video. Secondly, the 

category is described. In the case of image 3, it was categorised as fashion, given that the focus is 

entirely on the jeans, and not really on the individual wearing them. In similar cases, but where more 

attention is given to the individual wear the product, the category has commonly been both people and 

fashion (see appendix 6.2). Thirdly, it is examined whether the company’s brand name and/or brand 

logo is clearly visible somewhere in the visual. In this case, both the brand name (arrow 1) and logo 

(arrow 2) are visible and are thus included in the analysis.  

 

The fourth step is to describe the colour impression of the image. Like 52 other Levi’s posts, it is 

described as “light colours, jeans in focus”. Fifth, it was studied whether the visual contains a certain 
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evident product or not. Since image 3 does not contain any information on what types of jeans these are, 

it is marked “n/a”. Lastly, it is assessed if the visual clearly refers to a certain season/holiday. In this 

case it does not, and is therefore defined as “n/a”. 

 

7.1.3. Step 3: Extra 

A few additional factors were considered vital for the scope of this Thesis and therefore included as a 

third and final part of analysis.  

 

Image 4: PurePharma – Post 14 modified. Source: Instagram. 

 

The first factor assessed is whether the post features a celebrity or influencer. In the case of image 4, the 

photo features Kristin Holte, a CrossFit athlete often included in PurePharma’s Instagram posts. With 

38,100 followers (as of July 2016), she is defined as an influencer in the analysis.  

 

Secondly, number of likes and comments were assessed. In image 4, 1169 people have liked the post, 

whilst only one person has commented it. Finally, whenever a video clip, the analysis initially attempted 

to include how many times it had been viewed. However, it turned out that that this feature only has 

been available since February 2016 (The Verge, 2016). Therefore, these numbers became quite limited, 

and it was therefore decided that it would be completely excluded from in the final discussion of the 

analysis findings.   

 

7.2. Selection of industries  

One of the first decisions was to choose which industries to include in the analysis. Today, brands from 

all types of industries are present on Instagram, which would make an analysis of any industry a 

reasonable choice. However, in order to make this study as relevant and applicable as possible, it was 
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concluded that three different industries would be included to achieve a broad range, and that the 

industries would be selected on a more systematic basis. Thus, this Thesis studied the top 30 brands on 

Instagram as of February 2016 (see appendix 7), and categorised the brands into respective industries. 

Note that celebrities were excluded, as it already was decided that the scope would be on multinational 

corporations.  

 

The assessment of the top 30 brands resulted in the following three industries; Sports & Fitness, Health 

& Lifestyle and Style & Fashion.  

 

7.3. Selection of companies 

Given the chosen three industries, the subsequent decision to make was which organisations to base the 

analysis on. Initially, it was considered whether the author had personal connections, e.g. friends or 

family, to any firms that could be relevant for the study. This resulted in the first selected company, 

PurePharma, which is a Danish health and supplements firm operating worldwide with base in the US 

(PurePharma, 2016). PurePharma was chosen to represent the Health & Lifestyle category, and an 

interview with Holly Willis, Global Digital Marketing Manager, opened up for deeper insights to the 

firm’s approach to Instagram marketing and branding (see appendix 8).  

 

Despite several attempts to establish contact with additional firms through personal links, the remaining 

two companies were selected based on their size, influential position and unique approach to Instagram 

activity. To cover the Sports & Fitness category, this Thesis chose to study Nike, one of the largest 

brands on Instagram with more than 56 million followers as of July 2016 (Instagram3, 2016). To 

represent the Style & Fashion category, this Thesis chose to study Levi’s. The rationale for this decision 

was that initial research on Google several times indicated that this firm successfully had niched its 

profile on Instagram and received a lot of positive feedback for it (see for example Sproutsocial, 2014; 

Newscred, 2014).  
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8. Analysis results 

In this chapter, the findings of the two-sided content analysis are outlined. To structure the findings in a 

logical and coherent way, they are presented as sub-results, i.e. text caption, visuals and extra, for each 

of the respective firms. Note that the analysis of comments is its own section, presented in 8.4.  

 

8.1. Nike 

8.1.1. Text caption 

The first aspect of the text caption is whether the firm evidently mentions a certain brand. In the case of 

Nike, Nike was actually mentioned 13 times, commonly as part of a product name (e.g. Nike Air 

VaporMax Flyknit). Considering that the firm’s Instagram account is called Nike, it should be regarded 

a fairly high number. Further, seven times did the company mention Nike.com, which involves the brand 

name, but was considered a unique brand name in the analysis. Apart from these two, Nike mentioned 

several of its sub-brands (e.g. Nike Nike Football, Nike Sportswear, etc.) but only once or a few times 

each throughout all 100 posts.  

 

Considering the next part of the text caption, Nike primarily focused on one single hashtag throughout 

all posts examined. The classic slogan #justdoit was used in 35 of the posts, representing roughly every 

third post. Apart from it, Nike centres much of its Instagram branding on the Air Max shoe, mentioned 

both as #airmax (five times), and #airmaxday (three times). Besides these, Nike used 21 other hashtags, 

but only once or twice which makes them of less relevance for the findings.  

 

Next, Nike referred to a particular product 37 times. However, commonly it was new product launches, 

presented and mentioned only once. The only product that was emphasised on several occasions was the 

Air Max shoe, mentioned seven times. 

 

Next in the text caption analysis, the author of this Thesis sought to describe the overall message of the 

text content. Among the 100 posts of Nike, it was discovered that three themes were used repeatedly. 

The most popular content theme was defined as Motivational, used 66 times. For an example of such 

content, see image 5.  
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Image 5: Nike – Post 53. Source: Instagram. 

 

As image 5 shows, the text caption reads “It doesn’t matter when your start. It matters if you keep 

going”, followed by the hashtag #goskateboardingday. The content neither refers to a certain product 

nor to the success of a celebrity, but rather communicates a motivational message. Besides this category, 

Nike used the text caption to promote a product/service 24 times, and celebrities/influencers 17 times.    

 

In the call-to-action category, this analysis identifies whether the firm requests a certain action from the 

followers exposed to the given post. Nike was using only one call-to-action repeatedly, defined as 

follow the link, used in 30 of the 100 posts. It was used for multiple purposes, e.g. connecting the 

followers to shop a certain product, give more information on a new technology, and promoting a video 

starring one of the contracted celebrities, to give some examples.  

 

The final aspect of the text caption, season/holiday, only resulted in one thing being mentioned more 

than once. Air Max Day, an initiative created by Nike themselves, was mentioned in five posts.    

 

8.1.2. Visuals 

68 out of the 100 posts were photos, which means that every third post of Nike was a video. This is a 

very high number compared to the other two firms studied, which uploaded videos much more 

infrequently.  

 

Looking in to the eight categories by Hu et al (2014), Nike’s posts frequently involved four categories; 

people, activity, gadgets and fashion. The first category, people, was used in 75 posts; precisely three 
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out of four images. Many times, posts involved two or more categories at the same time, as illustrated in 

image 6.  

 

Image 6: Nike – Post 61. Source: Instagram. 

 

Image 6 includes two categories; people, as the individual is in the centre of attention, and activity, as 

the person seems to be working out in the photo.  

 

Next, it was assessed whether the brand name and/or logo were visible anywhere in the posts. Only 11 

times did the Nike brand name appear in a visual. However, in 65 posts, the classic Nike “swoosh” logo 

appeared. It is reasonable to assume that the Nike logo’s recognition factor is extremely high, and 

therefore could including the brand name as well be considered excessive.  

 

In terms of colours, the visuals mainly consisted of three separate themes; light colours with colourful 

items, dark colours, and training facilities. These three different colour themes represented more than 

half (53%) of the posts assessed, which emphasises that the firm has made a deliberate decision to keep 

the colour palette consistent and coherent.  

 

Next, almost half of the 100 posts contained an image that explicitly referred to a particular product. 

The most common product category was shoes, but it entailed different types and models, ranging from 

football shoes to street wear sneakers. The only particular product that was promoted repeatedly was the 

Air Max shoe, advertised 7 times. Related to this finding was the result of the last visual category, 

season/holiday, which indicated that the only festivity endorsed more than once was the Air Max Day, 

which appeared five times all together.  
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8.1.3. Extra 

The first aspect of the extra categories added is whether the post involves celebrities or influencers. In 

case of Nike, a pattern of systematic use of celebrities was soon discovered in the analysis. In total, 33 

of all posts involved one celebrity or more, out of which the vast majority are top athletes in various 

sports as of today. Celebrity endorsement is very common in today’s social media world, and Nike is 

one of the global sports brands investing the most money in the domain (totalsportek, 2016). Using 

world-known athletes such as Cristiano Ronaldo and Serena Williams in its marketing material, Nike is 

certainly in a good position to receive a lot of attention from several of its target groups.  

 

Next, number of likes and comments were assessed with the purpose to unveil which types of posts 

seem to appeal to Nike’s followers. Out of the five posts with the most likes (see appendix 11.1), none 

were videos. Similarly, out of the five least liked posts, all were videos. This is an interesting and rather 

disturbing finding, considering that Nike seems to put a great emphasis on video uploads, as 

aforementioned. If this discovery if merely a matter of misleading sample or points towards something 

crucial is difficult to say. However, it definitely deserves attention and will be further discussed in 

chapter 9.    

 

Looking at number of comments, the analysis showed that several of the most and the least liked posts 

also were the most and least commented ones (see appendix 12). Perhaps not very surprising that there 

seems to be a linkage between likes and comments, but still noteworthy, especially since it opens up for 

additional insights. For instance, assuming that a post receives far less likes and comments than the 

firm’s average; examining the qualitative content of the comments could potentially reveal indications 

to why the given post did not please the audience. The comments analysis of this Thesis attempts to 

analyse the qualitative content of Instagram posts, and hence offers one approach in which it can be 

executed.  

 

8.2. Levi’s 

8.2.1. Text caption 

Levi’s demonstrated a rather modest approach to using its brand names in the text caption. Only 26 of 

the studied posts were considered to include a brand name, whereas Levi’s Commuter appeared seven 

times, Levi’s Kids five times, and Levi’s Made and Crafted as well as Levi’s Vintage Clothing were 

include four times each. Alike Nike, Levi’s Instagram account name is simply called “Levis”, which 

might be part of the explanation for the infrequent usage of a brand name in the posts’ text.  
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The more active was the company’s use of hashtags. A staggering 92 posts included at least one 

hashtag, among which #LiveInLevis (36 times), #501 (10 times) and #LadiesInLevis (8 times) were the 

most frequently used. Levi’s hashtags’ purposes varied greatly, covering for instance lifestyle (e.g. 

#LiveInLevis, #LadiesInLevis), products (e.g. #501, #VETEMENTSxLEVIS) and events (e.g. #Pride, 

#Firstdayofsummer), to name some.  

 

Levi’s also demonstrated to be actively promoting particular products in the text captions. Throughout 

the 100 posts, 32 different products were promoted spread over 54 posts. The two products advertised 

were the 501 Jeans (13 times) and the 505C jeans (7 times). Moreover, special collections (e.g. Levi’s x 

Harvey Milk or Levi’s Commuter) received a lot of attention in the text captions, most likely to raise 

awareness and influence people’s shopping decisions.   

 

Considering the overall content of the texts, this paper found four categories to be overrepresented, 

namely inspirational, product, info and product launch (see appendix 11.2). Out of these, inspirational 

content was by far the most common: it appeared in 87 of the posts. Thus, this type of content often 

interacted with another, such as product, as illustrated in image 7.   

 

Image 7: Levi’s – Post 72. Source: Instagram. 

 

Just like Nike, Levi’s uses different types of call-to-action requests in its material. Out of the total 38 

call-to-actions discovered in this analysis, 29 were requesting the follower to click a link, either to shop 

a certain product, or to receive more information. Only three times, Levi’s urged its followers to “pass 

by the local skate shop” to shop the product, like in image 7.  
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Levi’s referred to several holidays (e.g. Community Day, Father’s Day) and made up some (e.g. 501 

Day) as well. However, the only season/holiday emphasised more than once was Pride Festival, 

mentioned in five different posts. In all, the posts revealed that Levi’s explicitly expresses its values and 

beliefs; gay rights, gender neutrality, Harvey Milk and Pride were words regularly encountered.  

 

8.2.2. Visuals 

93 of Levi’s posts were photos, which means that less than every tenth post contained a video. It is a 

strikingly low, in particular when comparing it to the numbers of Nike. One probable explanation is 

Levi’s extreme pace of uploads; it took the company only 11 weeks to reach the 100 posts, whilst Nike 

spent 85 weeks.  

 

The category analysis (Hu et al, 2014) demonstrated that Levi’s focuses on two main categories; 

Fashion and People. The former was part of 85 posts, whilst the latter appeared in 58. Several times, the 

two were combined, e.g. an image consisted of an individual (people) with a fashionable piece of 

clothing (fashion) in focus. The categories gadgets and activity were part of a few posts, but the 

remaining four categories were not present in any of the 100 posts. 

 

Concerning the brand name and logo, the analysis showed that Levi’s brand name was present in 40 

posts, whilst the logo existed in 58. Recalling the results of Nike (13 posts), the fact that Levi’s brand 

name appeared in such high quantity of images is quite remarkable. However, a logical explanation is 

that Levi’s logo visibly entails the brand name as well (see image 8), which in turn increased the 

numbers in the analysis. However, it should be stressed that it might have been a strategic decision to 

ensure that the sharpness is of such quality in the images that the brand name can be read, despite the 

small size of photos in the Instagram App. Thus, it is still an important discovery of the analysis. 
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Image 8: Levi’s – Post 95. Source: Instagram. 

 

Levi’s posts primarily consisted of two types of colour codes, defined as light colours and dark colours. 

Image 8 is an example of the former type. Something that was found interesting in the colour analysis 

was that plenty of the images were centred on jeans apparel (mostly jeans or jeans jackets), and the 

surrounding colours essentially helped to highlight the jeans products.  

 

Looking for products in the visuals, a total of 15 different products were featured. Alike the product 

assessment of Levi’s text captions, the most promoted products were classic jeans models, e.g. 505C 

jeans (6 times) and 501 Jeans (5 times), or special collections, e.g. Harvey Milk Collection (4 times) and 

Levi’s Commuter Collection (4 times).  

 

Season/Holiday did not really play a central role in the visuals. The only holiday that was mentioned 

more than once was Pride Festival, part of two posts.  

 

8.2.3. Extra 

The assessment of celebrity/influencer involvement in posts gave some interesting results. It turned out 

that 32 posts were endorsed, almost as many as Nike (33 posts). However, Levi’s predominantly 

focused on influencers, e.g. bloggers or models, wearing their products. Actually, only few posts 

featured well-known celebrities. This indicates a very different marketing and branding focus than e.g. 

Nike, and gives some hints of which customers the firm targets on Instagram. It could also be perceived 

as an indication of the financial prosperity of the firm; in general, it is undoubtedly way more expensive 

to collaborate with A-list celebrities than partnering up with bloggers or models. Thus, celebrity 
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endorsement with A-list celebrities could be seen as an almost luxurious feature that only the most 

profitable and opulent firms can afford.   

 

The analysis resulted in several noteworthy findings. Firstly, all five posts with the most likes were 

photos. Notably, three of the five consisted of a female influencer wearing Levi’s. However, the post 

with the most likes was actually a simple image focusing on a white Levi’s t-shirt (see appendix 13). 

Secondly, out of the five posts that received the least likes, three were videos. This is a remarkable 

result, given that Levi’s only produced seven videos throughout all 100 posts examined. The content of 

the least liked posts varied a lot, featuring for instance a “how to” with a Levi’s tailor, a runway photo 

from Levi’s collaboration with Vetements, and a video of new technology. However, quite surprisingly 

the post with the least number of likes was post 16 (see appendix 13), which is a video clip introducing 

the 505C jeans. In general, Levi’s posts with focus on a particular product were commonly successful in 

terms of likes. Perhaps is the concern with post 16 that it is a video clip, rather than it features a new 

Levi’s product? 

 

Among the most commented five posts, all were photos, and one out of the three posts that featured 

influencers among the most liked posts were also among the top five commented (see appendix 11.2). 

However, one post stood out with 300 comments, roughly 30% more than the second-most commented 

post. This post contains a photo of a person wearing a pair of 501 jeans, the background is green nature 

and the focus of attention is on the person’s butt. Thus, it is a rather sensual expression in the photo, a 

theme that was encountered in several of Levi’s posts. On the opposite side of the list, among the least 

commented five posts, all were photos, and the content relatively far from the core of Levi’s business. 

Two posts that stood out involved bicycles (see appendix 13). Although bikes could be considered as 

relevant in relation to Levi’s sub-brand Levi’s Commuter, it feels rather misplaced for a jeans producer, 

which might explain the low engagement in these posts.  

 

8.3. PurePharma 

8.3.1. Text caption 

PurePharma turned out to be including the brand name in the text caption the least (10 times) among the 

three firms studied. Note, however, that PurePharma’s Instagram account name is “purepharma”, which 

again stresses that using the brand name in text might be considered unnecessary.  

 

Conversely, one thing the firm did utilise extensively was hashtags. Through the 100 posts, 136 

different hashtags were used, and several of these were used eight times or more. The most common 
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hashtag was #teampurepharma, present in 33 posts. Other frequently used hashtags include 

#crossfitgames, #crossfitgames2016 and #goals. As the hashtags hint, PurePharma used many of the 

Instagram posts to promote their athletes’ successes and presence at various CrossFit competitions. For 

full list of hashtags, see appendix 11.3.   

 

PurePharma did not use the text caption to promote bestselling products. Instead, it varied greatly; 

products could include anything from Magnesium M3 pills to a free 4-week meal plan to recipes in the 

firm’s new cookbook.  

 

The text captions’ content essentially had three main focus areas; inspirational, motivational and info. 

Whilst the difference between inspirational and motivational content can be subtle, this paper attempted 

to draw a line between the two. For example, posts which primarily concerned another athlete’s 

achievements would be categorised as inspirational, whilst content that more directly addresses the 

reader’s performance would be considered as primarily motivational. For an example of the latter, see 

image 9. The text caption reads “One small step may be the beginning of a great journey” together with 

motivational hashtags like #goals and #makeithappen.  

 

 

Image 9: PurePharma – Post 72. Source: Instagram. 

 

Another thing that distinguished PurePharma from the other two companies was the frequent usage of 

motivational quotes, which was the content of eight posts.  
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PurePharma was using call-to-actions the most frequently among the three companies, requesting the 

followers to take action in 47 posts. In most cases, the firm urged the follower to click a link. This 

appeared 14 times, roughly one third of the action calls. Furthermore, PurePharma used 23 other 

exhortations, for instance tag below, subscribe, follow on Facebook and comment below.  

 

Finally, the firm was not using season/holiday commonly. Only six posts’ texts were considered to 

include such information, out of which one referred to United States’ Independence Day, and five were 

celebrating Food Swap Friday, a concept made up by PurePharma.  

 

8.3.2. Visuals 

83 of PurePharma’s posts were photos, and 17 were videos. Hence, still an overrepresentation of photos, 

but a less dramatic difference than the one of Levi’s. 

 

The analysis of the categories by Hu et al (2014) resulted in four categories being present in the vast 

majority of posts. Most common was people (52 posts), followed by activity (43 posts), food (32 posts) 

and captioned photo (18 posts). Just like in the case of the other two companies analysed, the people 

category appeared very frequently. However, in the case of PurePharma, its predominance was not as 

strong, allowing the less usual food and captioned photo categories to take up more space.    

 

The assessment of brand name and logo in the visuals further provided interesting insights. Unlike Nike 

and Levi’s, PurePharma used its brand name very frequently it the visuals, making it appear in 59 out of 

the 100 posts. Image 9 exemplifies how the firm often ensured the presence of its brand name. 

Moreover, the findings indicate that PurePharma might be less inclined to use the logo in the visuals; 

only nine posts included the logo.  

 

PurePharma did fairly well in promoting particular products in the visuals. Products such as probiotics, 

magnesium M3 pills and protein ice cream were mentioned once each. The only product that the 

company repeatedly promoted was Synbiotics SB3, included four times. An example of such product 

placement is shown in image 10. 
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Image 10: PurePharma – Post 45. Source: Instagram. 

 

Finally, the analysis searched for elements of season/holiday content in the visuals.  However, it would 

appear that it was not part of PurePharma’s posts.  

 

8.3.3. Extra 

Among the three companies, PurePharma was by far incorporating celebrities/influencers the most. 48 

posts included PurePharma athletes, who commonly were not famous individuals, but CrossFit 

professionals with thousands of followers on Instagram each, which is why they are defined as 

influencers in this paper.  

 

Among the five posts with the most number of likes, four were photos. Noteworthy is that Brooke Ence, 

one of PurePharma’s athlete influencers, was featured in four of the five posts. The photo with the most 

likes can be found in appendix 14. Among the five posts with the lowest number of likes, all were 

photos, and featured things like protein-chocolate shake (see appendix 14), a quinoa recipe and a 

motivational quote by Walt Disney. None of the five posts starred an athlete. Interestingly, one post 

(image 11) was among the least liked, but was by far the most commented one.  
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Image 11: PurePharma – Post 69. Source: Instagram. 

 

The reason for image 11’s low amount of likes is difficult to explain. The high number of comments, 

however, is easier to justify; the post involves a product giveaway, which requires followers to comment 

to participate in the challenge. Besides image 11, other posts with many comments include one with 

information about magnesium, and one which consists of tasty-looking sweet potato toasts. Among the 

five least commented posts, all were photos and had received zero comments. Four of them featured a 

PurePharma influencer, and the fifth (see appendix 14) was a photo of coffee drinks that are part of the 

firm’s cookbook.     

 

 

8.4. Comments analysis 

As part of the analysis, several Instagram posts’ comments were examined and categorised, with 

purpose to illustrate how the three companies’ followers interact and react to the uploaded content. 

Since comments vary greatly in style and expression, it was considered necessary to categorise them to 

the extent possible. To do so in a comprehensive manner, a random Instagram post sample was studied, 

after which the following categories were defined; Positive, Negative, Other and Reply by firm. Table 5 

explains what types of comments were classified in the different categories.  

 

Positive Negative Other 

People tagging friends Negative text Asking for followers 

People using emojis with 

e.g. hearts, thumbs up, 

big smiles 

Insults towards the 

company, the post's 

content 

Text in foreign, 

unreadable language 

Positive text / hashtags Emojis with a Random comments with 
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negative message no relevance 

Table 5: categorisation of comments. Source: own production. 

 

Ten Instagram posts of each of the three companies were included in this part of the analysis. To get a 

random sample of the posts, it was decided that every tenth post, beginning from post number 9, would 

be assessed. Further, to get a sample as substantial as possible given the time and resource constraints, it 

was decided that the last 20 comments (or all, if less than 20 comments) would be considered. Thus, the 

20 last comments of posts number 9, 19, 29, 39, 49, 59, 69, 79, 89 and 99 were analysed. In all, it 

resulted in 482 comments, out of which 200 were from Nike’s posts, 185 from Levi’s, and 97 were 

gathered from the Instagram posts of PurePharma.  

 

8.4.1. Nike 

As one of the largest brands on Instagram, it was anticipated that each of the 10 Instagram posts would 

comprise well above 20 comments. However, a high quantity does not necessarily indicate a high 

quality of the comments. 

 

The analysis of Nike’s Instagram provided some interesting results (see table 6). Firstly, it was 

discovered that many of the comments were either completely irrelevant (e.g. spam, people asking other 

people to follow their account, etc.) or simply negatively interpreted. Comments either insulting the 

athlete in the photo, or attacking Nike for various reasons occurred repeatedly. Whilst it is difficult to 

say what drives this behaviour, a probable explanation could be that some sports more than others (e.g. 

football and basketball) brings out a lot of emotions among its fans, which they in turn must ventilate 

somewhere.  

 

 

 

Post number Positive Negative Other 
Reply from 

Nike 
Number of comments 

Post 9 7 3 10 0 20 

Post 19 14 1 5 0 20 

Post 29 11 0 9 0 20 

Post 39 6 3 11 0 20 

Post 49 14 2 4 0 20 

Post 59 18 0 2 0 20 

Post 69 12 1 7 0 20 

Post 79 12 2 6 0 20 
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Post 89 16 0 4 0 20 

Post 99 14 0 6 0 20 

Total number of 

comments 
124 12 64 0 200 

Table 6: Nike - number of comments per category. Source: own production. 

 

Secondly, comments were primarily categorised as either positive or other. The only post that really 

stood out was post 59 (see image 12). What characterises this post is a sharp and motivational text 

caption, the usage of the traditional hashtag #justdoit, that Tennis star Rafael Nadal is tagged, and the 

fact that the image is black and white, which only four out of the total 100 posts were. These factors 

arguably explain why this post was by far the most popular in terms of positive feedback. 

 

 

Image 12: Nike – Post 59. Source: Instagram. 

 

Lastly, a final discovery was that Nike does not seem to interact with their followers on Instagram. The 

company itself produced none of the 200 comments included in this analysis. If this finding is a result of 

a misleading sample or is pointing at an actual fact is impossible to say with the information at hand. 

However, it is notable, especially since both Levi’s and PurePharma several times replied to comments, 

as will be unveiled in the following sections.    

 

8.4.2. Levi’s 

Whilst Levi’s official Instagram account is much smaller than Nike’s, it still has approximately 1.4 

million followers as of July 2016. The analysis of Levi’s posts’ comments resulted in several interesting 

findings (see table 7). Firstly, it seems like Levi’s has a rather positive relationship with its followers. 

Out of the total of 185 comments, 147 (approximately 80%) were categorised as positive. Only two 
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were negative, and out of the 34 comments categorised as other, several were friendly questions or 

feedback that could have been categorised as positive as well.  

 

Post number Positive Negative Other 
Reply from 

Levi's 
Number of comments 

Post 9 20 0 0 0 20 

Post 19 14 1 5 0 20 

Post 29 10 0 9 1 20 

Post 39 13 0 6 1 20 

Post 49 8 1 0 0 9 

Post 59 17 0 3 0 20 

Post 69 19 0 1 1 20 

Post 79 15 0 5 0 20 

Post 89 17 0 0 0 17 

Post 99 14 0 5 0 19 

Total number of 

comments 
147 2 34 3 185 

Table 7: Levi’s - number of comments per category. Source: own production. 

 

Secondly, despite its size, three posts indicate that Levi’s interacts with followers and replies to 

questions. It seems that Levi’s has taken a strategic decision to be as active on Instagram as possible. 

This assumption is also supported by the fact that it merely took Levi’s 11 weeks to upload 100 posts, 

compared to Nike’s 85 weeks.   

 

Finally, one post stood out in terms of comments. Post 49 (see image 13) had a very low engagement, 

both in terms of comments and in number of likes (see appendix 6.1).  

 

 

Image 13: Levi’s – Post 49. Source: Instagram. 
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The reasons for this post’s low engagement might be many. For instance, unlike most of Levi’s 

Instagram posts, it focuses on a jacket and a bicycle. What is more, the jacket is not in jeans material, 

which makes it even less recognisable as a Levi’s product. Additionally, whilst the colour palette is 

similar to most of the firm’s posts, the background is rather dull. However, it is notable that despite its 

low engagement, most of the comments are positive to the content.  

 

8.4.3. PurePharma 

PurePharma differs a bit from the other two companies included in this Thesis. It operates in a very 

different industry than both Nike and Levi’s, and is much smaller on Instagram with merely 72,700 

followers as of July 2016. Despite the comparatively small follower base, the analysis resulted in 97 

analysed comments, whereas none were interpreted as negative. This section will discuss the most 

important findings of the analysis of PurePharma.   

 

Firstly, as presented above not one of the 97 comments assessed was interpreted as negative. Looking at 

the numbers (see table 8), it seems evident that PurePharma has a good relationship with its followers; 

almost 87% of all comments were perceived as positive, the highest percentage of all three companies 

studied.  

 

 

 

 

 

Post number Positive Negative Other 
Reply from 

PurePharma 
Number of comments 

Post 9 1 0 1 1 2 

Post 19 0 0 0 0 0 

Post 29 12 0 0 0 12 

Post 39 3 0 0 0 3 

Post 49 13 0 3 4 16 

Post 59 0 0 2 1 2 

Post 69 20 0 0 0 20 

Post 79 12 0 5 4 17 

Post 89 12 0 2 0 14 

Post 99 11 0 0 0 11 

Total number of 

comments 
84 0 13 10 97 

Table 8: PurePharma - number of comments per category. Source: own production. 
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Secondly, and perhaps related to the first discussed finding, PurePharma does very well in terms of 

interacting with their followers. In fact, the firm produced 10 out of the 97 comments, commonly as 

replies to people’s inquiries. Moreover, most replies were found where most needed, as post 49 and post 

79 demonstrate. One could argue that it is easier for a company of such relative small size to keep track 

of questions and other similar comments than it is for larger companies such as Nike and Levi’s. No 

matter what, this paper argues that it shows an engagement and indicates a strategic decision to allocate 

resources to the given platform to empower the staff to be alert and work proactively.  

 

Thirdly, the only post that differed from the rest was post number 69 (see image 14).  

 

 

Image 14: PurePharma – Post 69. Source: Instagram. 

 

There are a few things that make this post unique. First off, it contained two hashtags, #gymtime and 

#giveaway, which were only used this single time throughout all 100 posts. Further, it included a call to 

action, requesting the followers to comment in order to participate in a giveaway competition. The 

image itself also differed from the majority of posts. On the one hand since it included the categories 

food, gadgets and captioned photo. One the other hand, since it in a rather unique way involved a 

running shoes representing the fitness mentality the firm wishes to communicate, a green towel, which 

refers to the firm’s brand colours, and finally a PurePharma product in the centre of attention, together 

with a catchy text that draws attention above it.  
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8.5. Analysis - summary 

This chapter has presented the analysis’ discoveries of this Thesis. By following a systematic step-by-

step approach to unveil the findings, it is simple to get a broad overview and compare how the 

companies have differed.  

 

For example, it is quite remarkable that roughly every third post of Nike was a video clip. Despite this 

effort, these posts seem to have engaged the followers less than the posts that contain still photos. 

Another notable discovery was that Levi’s were using hashtags in their text captions intensively. Out of 

the 100 posts, 92 included a hashtag. Even more breathtaking is PurePharma’s usage of hashtags; out of 

100 posts, 136 hashtags were used. Using hashtags could be perceived as a rather “modern” and 

“youthful” way of communicating, and thus witnesses somewhat how the firms try to differentiate from 

other companies. 

 

The comments analysis of chapter 8.4 provided another interesting perspective to the firms’ success on 

Instagram, assessing the qualitative aspects of the users’ comments. Examining a sample of ten posts of 

each of the firms, the idea was to evaluate whether linkages between high/low number of likes and/or 

comments and type of comments could be found. One of the most interesting discoveries was that Nike 

had much more either negative or irrelevant comments on their posts, compared to Levi’s and 

PurePharma. A possible explanation to this is that Nike never was encountered to interact personally 

with their users, compared to both Levi’s and PurePharma who replied to consumers’ inquiries 

occasionally.  

 

For a deeper discussion and examination of the analysis’ results, please see chapter 9. 
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PART III 
 

 

 
 

 

 

9. DISCUSSION 

To this point, this Thesis has presented a holistic literature review, which involved an exploration of 

what is social media and other relevant concepts, a discussion the various types of platforms, and a 

reflection on its relevance for today’s marketing, advertising and branding. Also, three interviews with 

professionals with different backgrounds were included to inspire and bring the research forward. 

Following the literature review, this Thesis put forward three theoretical perspectives in a conceptual 

framework, with purpose to further investigate the complexity of marketing and branding on Instagram. 

By combining the accessible information and knowledge with new insights from two prior studies that 

analysed similar issues, this Thesis formed and executed a two-sided content analysis, in which the 

Instagram accounts of Nike, Levi’s and PurePharma were examined.  

 

In this chapter, all basic knowledge, theoretical insights and prior studies’ arguments are brought 

together with the results of this Thesis’ analysis, in an attempt to discuss and justify the results. The first 

part of this chapter discusses three general discoveries, which is followed by a reconnection to the 

theories presented in the conceptual framework.  
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9.1. Type of visuals  

The analysis strongly suggests that photos are the most common type of visual to upload among the 

three companies. Levi’s, for instance, only had uploaded seven videos in the last 100 posts. Conversely, 

a remarkable discovery was the behaviour of Nike, who had posted a total of 32 videos. More 

interestingly, the firm seems to have changed its strategy quite recently; between January 31 and July 24 

this year, Nike uploaded 38 Instagram posts in total, out of which 23 are videos.  

 

There are many possible explanations for this change in strategy. For example, Nike might have been 

intrigued to give their followers a unique experience on their Instagram feed. It should be stressed that 

high quality video clips can be expensive to produce, which means that not all firms would have the 

possibility to adapt such strategy. Another reason might be that motion visuals fit better with the firm’s 

products and brand identity, compared to still photos. A third assumption, and primarily an explanation 

for the more recent activity, is that Instagram have been changing video policies several times, 

ultimately allowing organisations a video length limit of 60 seconds (Forbes, 2016).  

 

In any case, the analysis indicates that video clips might not be as appealing to the customers as thought 

to be. The assessment of number of likes and comments showed that videos scored low on several 

occasions. Among Nike’s last 100 posts, the six posts with the lowest number of likes, and three of the 

six least commented, were all videos. A coincidence, perhaps. Nevertheless, this Thesis argues that a 

probable explanation might be that people do not like to hang around for too long and therefore scrolls 

past the video clip if not caught by attention immediately. In accordance, Business Psychologist Anders 

Colding-Jørgensen expressed that social medias entail a cognitive bottleneck due to the clash between 

the overload of information and the limited attention and time people can spare (see appendix 9). 

Therefore, one of most valuable resource on these platforms is the understanding of how to catch 

people’s attention instantly.  

 

9.2. Celebrity endorsement 

Another noteworthy finding was that more than a third of all Instagram posts combined included a 

celebrity or influencer. Nike mostly involved “a-list” athlete celebrities, Levi’s primarily style and 

fashion influencers e.g. bloggers and models, and PurePharma promoted several CrossFit athlete 

influencers in their posts. Indeed, the interview with Holly Willis, Global Digital Marketing Manager at 

PurePharma, revealed that the firm has an ambassador program, which consists of 25 influencers, or 

ambassadors, globally (see appendix 8). Evidently, partnering up with influential individuals has always 
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been an important feature of marketing and branding, and apparently it applies to the realm of social 

media as well.  

 

9.3. Engagement with customers 

The analysis showed that the three companies have different approaches to interacting with their 

followers on Instagram. Nike, by far the largest of the brands, was never found to reply or discuss with 

followers in the comments section. Levi’s, despite much smaller on Instagram, was encountered 

responding followers in three out of 185 comments. The smallest firm of them all, PurePharma, was 

also the most active; out of the total 97 comments assessed, roughly a tenth were replies or comments 

produced by the company.  

 

This difference in interaction with customers might have several explanations. One could argue that 

Nike receives an excessive amount of comments on each and every of their posts, which makes it 

impossible to keep track and maintain interaction. In contrast, one could argue that given the brand’s 

considerable size and influential position in the market, the firm could very well hire a team of 

employees to deal with the social media interaction. In any case, the companies’ activity and upload 

pace indicates something about their allocation of resources; PurePharma and Levi’s had uploaded 100 

posts each in eight respectively 11 weeks, whilst it took Nike slightly more than one and a half year. In 

relation, it is interesting to see the results of the comments analysis; PurePharma and Levi’s had 

approximately 80-85% positive comments, whereas roughly 60% of Nike’s posts were interpreted as 

positive. Whether there is a relationship between a high level of activity and satisfied followers has not 

been part of this Thesis’ research, but is indeed an interesting question that should be explored in future 

studies. 

 

9.4. Reconnection to the conceptual framework 

9.4.1. Branding theory 

As stated in section 5.1, branding can be defined as a long-term emotional connection to the 

customers. The analysis found that the three companies all perform several activities on Instagram 

that could be expressed as branding following the above-mentioned definition.   

 

To begin with, all three firms, some more than others, were actively using hashtags in connection to 

posts. The hashtags varied greatly and several were only used once or twice throughout all 100 

posts. Interestingly however, the analysis would unveil that all three firms have one exclusive 
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“favourite” hashtag, used in almost exactly one third of all posts. Nike relied on its almost notorious 

slogan and used #justdoit in 35 posts. Levi’s utilised the hashtag #LiveInLevis in 36 of its posts, 

and PurePharma marked 33 posts with #teampurepharma. Why the use of hashtags seems to be a 

particularly popular branding tool on Instagram can be explained by the fact that hashtags can be 

used by anyone. Thus, if the content successfully inspires followers and creates loyalty, the 

customers may adapt the hashtags and start using them in their own posts. This, in turn, could be 

labelled as one kind of eWOM, which can be very valuable for firms’ brand equity.  

 

Another interesting branding discovery recalls Hub Spot’s four ingredients of social media success 

(Hub Spot, 2014). The analysis demonstrated that all companies were using the same text fonts 

consistently, were not excessing the use of filters and image effects, and most likely possesses 

Instagram templates. But how well did the firms do in regards to maintaining a consistent colour 

palette? 

 

Nike mainly followed three main themes; light colours with elements of colourful items, dark 

colours, and training facilities. Levi’s primarily used two themes defined as light colours and dark 

colours. PurePharma focused on four different themes: training facilities, light colours, food in 

focus, and outdoor training facilities.  

 

Evidently, the firms had chosen to not solely stick to one colour theme, but kept the variation 

limited to a few stylistic identities. Thus, it can be argued that they successfully embrace the 

functionality of colour palettes and understand not to misuse it. Moreover, since the firms practice 

more than one colour palette, it makes it possible to tailor the posts depending of the content and 

message they wish to communicate.  

    

9.4.2. Framing theory 

The findings of the analysis indicate that all three firms use different tools to construct a frame and 

influence their followers’ behaviour. Considering the seven framing techniques proposed by 

Fairhurst and Sarr (1996), the analysis provided the following insights. Stories: both Nike and 

PurePharma shared athletes’ success stories to create excitement. Nike and Levi’s were found 

sharing stories about their brands’ heritage and history. Tradition: all three firms celebrated certain 

holidays, either already existing ones or ones made up by the firm. Nike promoted the “Air Max 
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Day”, Levi’s supported the Pride Festival and PurePharma repeatedly mentioned “Food Swap 

Friday”. Slogan: as aforementioned, Nike’s most common hashtag was #justdoit, arguably one of 

the world’s most classic slogans. Similarly, Levi’s used their slogan in #LiveInLevis in plently of 

their posts. Only PurePharma was not found to be using a particular slogan. Artefact: it was evident 

that all firms systematically included the brand name and/or logo in the vast majority of posts 

uploaded. Spin: Levi’s repeatedly promoted gender neutrality, gay-friendliness and the Pride 

Festival in its posts. At first sight, it might simply be perceived as the firm representing their values 

and beliefs. However, as the theory suggests, it might affect the followers’ behaviour and values in 

such matters in the long run.  

 

The only two techniques never encountered among the posts analysed were Metaphors and 

Contrast.  

 

Apart from the abovementioned seven techniques, the firms’ use of celebrities and influencers as 

role models could be considered as tool of framing. The companies evidently wish to steer the 

followers to be more aware and conscious about e.g. fitness, health, food, style and fashion, and 

since the firms are the communicators, they are the ones deciding what should be considered good 

health and fitness, what is healthy food, what styles are fashionable, and so forth. The involvement 

of celebrities arguably makes the message stronger, as their presence in the posts “reassures” 

customers that the content is important and reliable.  

 

9.4.3. Cognitive Theories 

9.4.3.1. Social cognitive theories 

This discussion follows the theoretical viewpoint of Swearer et al (2014), which proposes that it exists a 

continuous interaction between the social environment (e.g. Instagram), internal stimuli (e.g. company’s 

core values) and behaviours. In short, the firms need to keep values and brand identities intact, whilst 

simultaneously embracing how to adapt these to the preconditions of Instagram’s social environment. 

Putting these two aspects together, it will impact how the companies behave on the platform.  

 

The analysis found several indications that the firms studied have understood and adapted how to 

successfully behave on Instagram. Firstly, the usage of hashtags distinguishes Instagram from other 

social media platforms. All the firms used several hashtags, some sporadically and some more 

frequently, which stresses an understanding of Instagram’s unique social environment. Secondly, using 
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emojis to express feelings is strongly connected to social medias, which the firms had grasped. Thirdly, 

incorporating celebrities and influencers as an essential part of the firms’ material, and is considered a 

powerful method to connect the followers to the brand’s identity. Fourthly, the firms acknowledged the 

importance of engaging the followers. The firms did well in using call-to-actions repeatedly to influence 

their customers’ behaviours. Lastly, Levi’s and PurePharma proved to be interacting with their 

followers in personal, direct manner replying to their questions in the comments section. Arguably, 

doing so is associated with higher costs and a reallocation of resources, but indicates that the firms 

recognise that Instagram’s social environment differs from others, and interactions of information might 

flow faster than in other domains. 

 

9.4.3.2. Cultivation theory 

As theory has suggested (e.g., Bandura, 2001; Morgan and Shanahan, 2010), heavy exposure to media 

affects people’s ideas of social reality and behaviour. The analysis discovered some aspects with 

relevance for this theoretical position.  

 

Firstly, The frequency of uploads could be considered dictating how “heavily” exposed a person is to a 

particular brand’s virtual world. PurePharma and Levi’s upload roughly one post a day, which allows 

the followers to enter their realms on a daily basis. Nike differs greatly, uploading roughly one post per 

week. Moreover, one third of their posts contained a “superstar athlete”, who on the one hand might be 

perceived as inspiring to imitate. However, following PurePharma’s and Levi’s’ example of using 

influencers that feel more “human” than Nike’s superstars, this Thesis assumes it makes it easier for 

followers to digest the content and communicative message, and will thus be more inspired to change 

themselves accordingly. 

 

Secondly, another important discovery relates to the firms’ use of different types of human bodies and 

looks in their content. Nike and PurePharma who both represent a fitness and health oriented target 

group only uploaded visuals that involved fit, slim and strong individuals. Thus, not once did any of the 

firms dedicate a post to other types of bodies, e.g. obese or weak people. Levi’s, on the other hand, 

represents fashion and style. The firm’s content of the 100 posts varies, but is overall perceived as rock 

n roll, sexy, gay-friendly and rebel according to this paper. Nevertheless, the vast majority of featured 

individuals are attractive and slim (e.g. musicians, artists, model influencers).  

 

In sum, all three firms communicate what they find desirable and what the followers should strive to be. 

However, there are certain risks correlated to these stereotypes. For example, Nike’s and PurePharma’s 
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sole focus on including slim and healthy-looking individuals can influence people to adapt unhealthy 

ways to loose weight, e.g. change their eating habits or start working out in an dangerous manner. 

Levi’s strong rock ‘n’ roll vibe can be misinterpret and associated with a stereotypical rebel lifestyle, 

involving e.g. large consumption of alcohol or drugs.  

 

Ultimately, it is the companies’ responsibility to ensure that the messages that they wish to 

communicate are sound, without risk of harming people. However, given the pace and constant changes 

on social media, it can be tough to decide where to draw the lines. Especially since the risk of being too 

uncontroversial on such platforms is to loose the customers’ interest and engagement, which 

theoretically translates into loosing customers. An advisable solution to this issue is to team up with a 

varied base of celebrities/influencers. On the one hand, it is an effective method to be present in several 

domains and promote the brand and the products in a word-of-mouth manner. On the other hand, if an 

influencer’s popularity and follower base declines, it is much easier for the firm to get rid of that 

influencer and allocate resources elsewhere, as extreme as it may sound.  

 

 

10. Conclusion 
This Thesis has been produced with purpose to address the research question;  

 

How can international companies alter their marketing and branding activities on Instagram to 

better appeal to customers? 

 

Throughout the paper, it has become evident that marketing and branding on Instagram comprises a 

complexity and several challenges to confront. Nevertheless, there are also many opportunities 

associated to it, as the findings of this Thesis have suggested. For one, photos are overrepresented on 

Instagram. Thus, firms have the chance to differentiate and offer a unique experience in their feeds by 

focusing on video uploads. However, this study found that video clip posts often received far less likes 

and comments than photos. Whilst more performance indicators should be included to validate this 

discovery, one thing can be concluded; considering the immense pace of changes and intense struggle 

among companies to win customers, firms must provide exciting and captivating content that attracts the 

attention of the followers immediately.    

 

Another interesting finding was that several of the framing techniques proposed by Fairhurst and Sarr 

(1996) could be applied to the results of this study’s analysis. Perhaps is this suggesting that Instagram 

is not that different from other medias after all; maybe is it an indication that the given techniques are 
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too generic and their relevance questionable. The only thing certain is that the answer to this question is 

yet to be discovered, and until when it is advisable that companies investigate how their particular 

firm’s profile fits on the platform and seek to build a unique approach around that.  

 

In conclusion, defining effective marketing and branding on Instagram is highly contextual. 

Furthermore, it is a continuously changing platform, with new tools, limits and restrictions to make use 

of and accept. What is more, Instagram users might not always behave in a predictable manner, as this 

study’s analysis of likes and comments has indicated.  

 

In sum, doing business on social media and Instagram differs a lot from other domains, and requires an 

up-to-date know-how, a clear vision and execution plan, and continuous monitoring of changes, trends, 

and outlooks that will have an impact the firm’s performance. To follow the example of e.g. 

PurePharma is advisable; embrace social media as an important, separate part of your company and staff 

up accordingly. Because social media is here to stay – in one form or another.   

 

11. Further research 
Throughout the production of this Thesis, several interesting thoughts and ideas for further research 

have emerged. In this section, three possible avenues for further studies are presented and discussed. 

 

First, this Thesis assessed organisations’ situation on and Instagram, leaving the opposite side out of 

scope of the research. In future studies, it could therefore be interesting to take a different standpoint, 

focusing on the individual users and consumers to better understand their perspective. Data gathering 

techniques such as in-depth interviews, focus groups and surveys could provide fruitful and valuable 

insights. 

 

Second, the analysis methodology of this research was developed partly with inspiration from accessible 

academic papers and previous studies, and partly based on the author’s own observations and insights. 

In future research, the analysis’ performance indicators should be tested and evaluated, in order to be 

changed and/or improved for more reliable and valid results. Related to this, a larger sample size would 

arguably bring more accurate results. Recalling the study of Hu, Manikonda and Kambhampati (2014), 

relying on advanced computer technique could facilitate the digestion of larger quantities.  

 

Third, this study’s analysis found indications that there might exist a relationship between a high level 

of company activity and a positive, more satisfied follower group. However, as this was not part of the 
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scope of this Thesis, it was never investigated further. A future study on this topic could indeed be 

interesting. Besides, it would not just be limited Instagram, but could serve on a wider scale assessing 

its validity on other social media platforms as well, such as Facebook or Twitter.   
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Appendix 1 – Number of monthly active Instagram users from January 2013 to June 
2016 (in millions) 
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Appendix 2 – Social Network Ad Spending Worldwide, by Region, 2013-2017 
 
 

 
 

Source: eMarketer (2015) 
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Appendix 3 – List of contacted people for interviews 

 
 
 

Name Field of research Title Institution/Employer Date of contact Result Contact information 

Constanze Leineweber Psychology Associate Professor Stockholm University 16-03-08 Could not participate. 
constanze.leineweber@su.s

e 

Signe Dyrby Social media PH.D Fellow 
CBS, Department of IT 

Management 
16-03-10 No reply. sd.itm@cbs.dk 

Chee-Wee Tan Human-Computer Interaction, Social media Associate Professor 
CBS, Department of IT 

Management 
16-03-10 Could not participate. cta.itm@cbs.dk 

Ravi Vatrapu Social Business, Big data analytics Professor, PH.D 
CBS, Department of IT 

Management 
16-03-10 No reply. rv.itm@cbs.dk 

Daniel Hardt Social media analytics Associate Professor, PH.D 
CBS, Department of IT 

Management 
16-03-10 No reply. dh.itm@cbs.dk 

Zeshan Ali Jaffari Social Business, Social Media Management PH.D Fellow 
CBS, Department of IT 

Management 
16-03-10 No reply. za.itm@cbs.dk 

Anders Colding-
Jørgensen 

Psychology, Social media Cand. Psych. www.virkeligheden.dk 16-03-10 
Agreed to telephone 

interview 
anders@virkeligheden.dk 

Holly Willis n/a Global Digital Marketing Manager www.purepharma.com 16-02-29 Agreed to Skype interview h.willis@purepharma.com 

Lars Rønne n/a 
Nordic Head of Brand Marketing and 

Comms. 
www.adidas.dk 16-03-22 No reply. lars@ronne.me 

Emma Stjernlöf n/a Nordic Brand Director www.adidas.dk 16-03-22 OOO due to Maternity leave. emma.stjernlof@adidas.com 

Johanna Lundström n/a Digital Account Executive Nordics www.nike.com 16-03-22 No reply. Contacted on LinkedIn. 

Iris Hjelmstedt n/a 
Communications Manager Northern 

Europe 
www.nike.com 16-03-22 No reply. Contacted on LinkedIn. 

Ben Lewinsky n/a n/a n/a 16-03-14 Could not help. Friend. 

H&M Headoffice n/a H&M Head Office (Marketing) www.hm.se 16-03-22 No reply. Webpage contact function 

Joey Kristoffer Pousette n/a Country Support, Global Merchandising www.hm.se 16-03-15 Could not help. Friend. 

       

 
* green colour = agreed to participate, red colour = declined, no colour = did not 

respond      
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Appendix 4 – Search activity 

 

 
Search activity 

 
 

My research question: 
 

 
How can international companies alter their 

marketing and branding activities on Instagram to 

better appeal to customers? 

 
Places to search for information: 

 

 
Libsearch (e-campus.dk), Google Scholar, Google 

Search Engine, Business Source Complete 
 

 
Search words 

 
Date of 
search 

 
Search 
place 

 
Total number of 

results found 

 
Comments 

“Instagram 
Advertising” 

23/02/2016 Google 
search 

332,000 Empirical 
research 

Instagram 
Advertising negative 

23/02/2016 Google 
search 

2,460,000 Empirical 
research 

Instagram 
Advertising bad 

23/02/2016 Google 
search 

18,100,000 Empirical 
research 

Instagram 
Advertising cost 

23/02/2016 Google 
search 

56,600,000 Empirical 
research 

“Instagram 
Marketing” 

23/02/2016 Google 
search 

443,000 Empirical 
research 

“social 
media”+“technical 

terms” 

23/02/2016 Google 
search 

366,000 Empirical 
research 

 
 

 
List of sources 

searched: 

 
Date of search 

 
Search place 

 
Total number 

of results 
found 

 
Comments 

“Instagram 
Advertising 

performance” 

23/02/2016 Google 
search 

12,900 Empirical 
research 

Emarketer Instagram 23/02/2016 Google 
search 

224,000 Empirical 
research 

“Instagram growth” 23/02/2016 Google 
search 

91,000 Empirical 
research 
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“Instagram”+”ad 
increase” 

23/02/2016 Google 
search 

901 Empirical 
research 

Monetization of 
Instagram 

23/02/2016 Google 
search 

838,000 Empirical 
research 

“Instagram ads” 23/02/2016 Google 
search 

379,000 Empirical 
research 

“Instagram case 
studies” 

23/02/2016 Google 
search 

1,980 Empirical 
research 

"Instagram 
advertising" "best 

practices" 

23/02/2016 Google 
search 

12,100 Empirical 
research 

“Social media 
psychology” 

10/03/2016 Google 
Scholar 

37 Academic 
research 

“Framing Theory” 11/03/2016 Google 
Scholar 

7,900 Academic 
research 

“Instabranding” 11/03/2016 Google 
search 

1,500 Empirical 
research 

 
List of sources 

searched: 

 
Date of search 

 
Search place 

 
Total number 

of results 
found 

 
Comments 

“Visual branding” 26/04/2016 Google 
search 

355,000 Empirical 
research 

“Visual branding” 
 

26/04/2016 Google 
Scholar 

825 Academic 
research 

“Social media 
branding” 

26/04/2016 Google 
search 

393,000 Empirical 
research 

“Framing theory” 
“Instagram” 

21/06/2016 Google 
search 

3,250 Empirical 
research 

“Nike athlete 
endorsement 2016”  

July 30, 2016 Google 
search 

3,310,000 Empirical 
research 
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Appendix 5 – Brand Resonance Pyramid model 
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Appendix 6.1 – Analysis Excel sheet (Nike) 
Nike Link                   

 

Number of                     

followers (July 56.7 million                   
 

2016)                    
 

Posts sample 
23-24 July 2016                    

collected:                   
 

TEXT CAPTION        VISUALS        EXTRA    
 

Post number Brand name Hashtags Product name Content Call to action Seasons/Holiday  Type of visual Category Brand name Logo Color Products Season/Holiday  Celebrity/Influe Number of likes Number of comments Number of views (only videos) 
 

                ncer     

1 Nike Training n/a Nike+ Training Club Celebrities, Entertaining "Tag your other half" n/a  Video People Yes Yes Training facilities n/a n/a  Celebrities 639,000 2997 3.2 million  

App    

                    

2 n/a #justdoit n/a Celebrity, motivational "Follow the link" n/a  Video People n/a Yes Training facilities n/a n/a  Celebrity 308,000 1614 1.3 million  

      
Football Euro   

People,     
Football Euro  Football Euro    

 

3 n/a #justdoit n/a Motivational n/a  Photo n/a Yes Black & White Football clothes  winners 807,000 3574 n/a  

winners 2016  Captioned photo winners 2016   

             2016/Celebrities     

                    

                     

4 n/a #justdoit n/a Celebrity, motivational n/a n/a  Video People Yes Yes Training facilities Tennis related n/a  Celebrity 360,000 2003 1.3 million  

5 n/a #justdoit n/a Celebrity, motivational "Follow the link" n/a  Video People n/a Yes Training facilities n/a n/a  Celebrity 268,000 647 1.1 million  

6 Nike Training n/a Nike+ Training Club Motivational "Download the app" n/a  Video Gadgets, Food n/a Yes Light colors, red berries, Nike App, Nike n/a  n/a 253,000 1549 1.1 million  

App  

turqouise wristband and pen jumping rope   

                  

7 n/a #justdoit n/a Celebrity, motivational "Follow the link" n/a  Video People n/a Yes Training facilities Training clothes n/a  Celebrity 266,000 853 1.4 million  

8 n/a #justdoit n/a Celebrity, motivational "Follow the link" n/a  Video People n/a Yes Training facilities Training clothes n/a  Celebrity 268,000 654 1 million  

9 n/a #alwaysbelieve n/a Motivational n/a n/a  Photo People Yes Yes Light colors, Yellow cap, gold 
Nike leisure n/a  Celebrity 764,000 3821 n/a  

 

prize   

                    

10 n/a #alwaysbelieve n/a Motivational n/a n/a  Video People n/a Yes Sport bars, Training facilities n/a n/a  n/a 496,000 5450 2.2 million  

11 Nike Football #Sparkbrilliance n/a Celebrity, Motivational, "Follow the link" n/a  Video People n/a Yes Football pitch, Training Football clothes and n/a  Celebrity 399,000 3863 1.4 million  

entertaining  

shoes   

                   

12 n/a #justdoit n/a Celebrity, motivational "Follow the link" n/a  Video People n/a Yes Running tracks, African nature Running clothes n/a  Celebrity 326,000 980 1.5 million  

13 Nike Football n/a NJR x JORDAN Celebrities n/a n/a  Photo People, Fashion n/a Yes Dark, Sports environment Training shoes n/a  Celebrities 647,000 4242 n/a  

Collaboration    

                    

14 n/a #MambaDay n/a Celebrity n/a n/a  Photo People n/a n/a Black & White n/a n/a  Celebrity 836,000 6400 n/a  

15 n/a #NikeFree Nike Free Celebrities, Nike shoes "Follow the link" n/a  Video People, Fashion n/a Yes Training facilities Nike Free shoes n/a  Celebrities 322,000 2331 1.4 million  

16 n/a #justdoit n/a Celebrities, Motivational "Follow the link" n/a  Video People n/a Yes Training facilities n/a n/a  Celebrities 304,000 1618 1.1 million  

17 n/a #Airmax Air Max Product n/a Air Max Day  Video People, Fashion n/a Yes Shoes in different colors Air Max shoes Air Max Day  n/a 429,000 3795 1.4 million  

18 n/a #Airmax Air Max Product "Follow the link", n/a  Video Fashion n/a Yes Shoes in different colors Air Max shoes n/a  n/a 410,000 4613 1.8 million  

"Share your Air"    

                    

19 Nike n/a Aeroswift 
Nike Vapor Kit "Follow the link" n/a  Photo Gadgets, Fashion n/a Yes Dark, French flag colors Football clothes n/a  Celebrity 458,000 1976 n/a  

technology    

                    

20 Nike n/a Aeroswift 
Celebrity, motivational "Follow the link" n/a  Photo People, Gadget, 

n/a Yes Light, Yellow, Brazil's colors Football clothes n/a  Celebrity 403,000 2260 n/a  

technology  Fashion   

                   

21 Nike n/a Nike Vapor Kit Celebrity, Product "Follow the link" n/a  Photo People, Gadget, 
n/a Yes Dark, US flag's colors Football clothes n/a  Celebrity 350,000 1214 n/a  

 

Fashion   

                    

22 Nike n/a Nike Air Zoom KD9 Product "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 393,000 3498 n/a  

23 Nike n/a Nike LunarEpic Product "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 354,000 2443 n/a  

Flyknit    

                    

24 Nike n/a Nike Mercurial 
Product "Follow the link" n/a  Photo Gadget, Fashion n/a n/a Dark colors Shoe n/a  n/a 355,000 5007 n/a  

Superfly V    

                    

25 Nike n/a Nike VaporMax Product "Follow the link" n/a  Video Gadget, Fashion Yes Yes Dark colors Shoe n/a  n/a 307,000 1074 1.4 million  

Flyknit    

                    

26 n/a n/a Nike HyperAdapt 
Product "Follow the link" n/a  Video Gadget n/a n/a Dark colors Shoelace n/a  n/a 255,000 2769 922,000  

1.0    

                    

27 n/a n/a Anti-Clog Traction Product "Follow the link" n/a  Video Gadget n/a Yes Dark colors Anti-Clog Traction n/a  n/a 232,000 1362 897,000  

28 Nike n/a Nike Air VaporMax Product "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 460,000 5160 n/a  

Flyknit    

                    

29 Nike n/a Nike HyperAdapt 
Product "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 427,000 6856 n/a  

1.0    

                    

30 Nike n/a Nike Zoom Superfly Product "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 396,000 7139 n/a  

Flyknit    

                    

31 Nike #NikePlus Nike Plus Product/Service n/a n/a  Video People n/a Yes Dark colors Nike Plus n/a  Celebrities 290,000 835 1.2 million  

32 Nike.com n/a n/a Promotional n/a 3.16.16  Photo Gadget, Fashion n/a Yes Gold Shoe, Promotional 3.16.16  n/a 411,000 6336 n/a  

33 n/a #Airmax n/a Promotional n/a Air Max Day  Video People, Gadget, 
Yes Yes Colorful Shoe, Promotional Air Max day  Celebrities 366,000 2910 1.5 million  

 

Fashion   

                    

34 Nike #LunarEpic Nike LunarEpic 
Product "Follow the link" n/a  Video Gadget, Fashion n/a Yes Dark colors Shoe n/a  n/a 293,000 4141 1.3 million  

Flyknit    

                    

35 Nike.com #LunarEpic n/a Product "Follow the link" n/a  Video People, Gadget, n/a n/a Training facilities Shoe, Promotional n/a  Celebrities 241,000 1319 1 million  

 

Fashion   

                    

36 n/a n/a SNKRS XPRESS Event n/a n/a  Video Gadget n/a n/a Dark colors Promotional n/a  n/a 375,000 3163 1.8 million  

37 Nike.com n/a Margot vs. Lily Promotional "Follow the link" n/a  Video People n/a Yes Training facilities n/a n/a  n/a 252,000 1237 1.4 million  

38 Nike Football #Hypervenom Hypervenom Product "Download the app" n/a  Photo People, Gadget, 
n/a Yes Dark colors Shoe n/a  Celebrity 473,000 3445 n/a  

 

Fashion   

                    

39 n/a #BringYourGam 
n/a Celebrities, Motivational n/a n/a  Photo People n/a Yes Semi-dark colors Promotional n/a  Celebrities 543,000 5081 n/a  

e    

                    

40 Nike #ACG All Conditions Gear Product "Follow the link" n/a  Video Gadget, Fashion n/a n/a Dark colors All Conditions Gear n/a  n/a 306,000 2119 1.2 million  

41 Nike Running #werunsf n/a Motivational "Catch up" n/a  Photo People Yes Yes Dark colors n/a n/a  n/a 505,000 4655 n/a  

         People,            

42 n/a #NRC Marathon Motivational n/a Berlin Marathon  Photo Embedded n/a Yes Light colors Running top Berlin Marathon  n/a 362,000 1936 n/a 
 

         photo           
 

43 n/a n/a Mercurial Superfly Celebrity n/a n/a  Photo People n/a Yes Black & White (pink shoes) Football shoes n/a  Celebrity 569,000 4480 n/a  

44 Nike Running, Nike 
n/a n/a Motivational "Follow the link" n/a  Photo Food n/a Yes Light colors, berries, blue cup n/a n/a  n/a 953,000 18048 n/a  

Woman    

                    

45 Nike Court, Nike NYC #stealtheshow n/a Celebrities, entertaining n/a n/a  Video People, Activity n/a Yes Industrial, Tennis court n/a n/a  Celebrities 516,000 3423 n/a  

46 Nike.com n/a n/a Motivational "Follow the link" n/a  Photo People, Activity n/a n/a Semi-light colors n/a n/a  n/a 478,000 3171 n/a  

47 Nike Young athletes n/a n/a Motivational n/a n/a  Photo People, Activity n/a n/a Light colors n/a n/a  n/a 412,000 2435 n/a  

48 Nike Court #NikeCourt n/a Motivational Just Do It. n/a  Photo People n/a Yes Green n/a n/a  Celebrity 416,000 2431 n/a  

49 Nike.com #Sofast n/a Motivational "Follow the link" n/a  Photo Gadget, Fashion n/a Yes Sunset Running shoes n/a  n/a 526,000 2584 n/a  

50 n/a #nomaybes n/a Motivational n/a n/a  Photo People n/a Yes Dark colors n/a n/a  Celebrities 564,000 1449 n/a  

51 Nike.com n/a n/a Motivational "Follow the link" n/a  Video People n/a n/a Training facilities n/a n/a  n/a 390,000 4738 n/a  

52 n/a #askwhatif n/a Motivational n/a n/a  Photo Activity n/a n/a Light colors, ocean n/a n/a  n/a 417,000 1716 n/a  

53 n/a #goskateboardi n/a Motivational n/a Go skateboarding  Photo People n/a n/a Light colors n/a n/a  n/a 414,000 1531 n/a  

ngday day    

                   

54 n/a n/a n/a Motivational Find motivation n/a  Photo people n/a n/a Running tracks n/a n/a  Celebrity 479,000 3103 n/a  

55 Nike Sverige n/a n/a Motivational n/a n/a  Photo People n/a Yes Sunset, Ocean n/a n/a  n/a 484,000 1819 n/a  

56 Nike Woman #niketoronto Nike Women's 15k Motivational n/a Nike Women's 15k  Photo People n/a Yes Light colors n/a Nike Women's 15k  n/a 350,000 732 n/a  

                     

57 n/a #nomaybes n/a Motivational n/a n/a  Photo People n/a Yes Light colors n/a n/a  n/a 356,000 1188 n/a  

58 n/a n/a n/a Motivational n/a n/a  Photo People, Activity n/a Yes Light colors n/a n/a  n/a 487,000 2090 n/a  

59 n/a #justdoit n/a Motivational n/a n/a  Photo People n/a Yes Black & White n/a n/a  Celebrity 430,000 1385 n/a  

60 Nike London n/a n/a Motivational n/a n/a  Photo People, Activity n/a n/a Light colors n/a n/a  n/a 452,000 1428 n/a  

61 n/a n/a n/a Motivational n/a n/a  Photo People, Activity n/a n/a Light colors n/a n/a  n/a 443,000 1889 n/a  

62 n/a #betterforit n/a Motivational n/a n/a  Photo People n/a n/a Sunset n/a n/a  n/a 409,000 1463 n/a  

63 n/a #justdoit n/a Motivational n/a n/a  Photo People n/a n/a Training facilities n/a n/a  Celebrity 630,000 7395 n/a  

64 n/a #earthday n/a Motivational n/a Earth day  Photo People, Activity n/a n/a Nature n/a Earth day  n/a 434,000 2780 n/a  

65 n/a n/a n/a Motivational n/a n/a  Photo People n/a Yes Training facilities n/a n/a  Celebrity 349,000 2729 n/a  

66 n/a n/a n/a Motivational n/a n/a  Photo People, Activity n/a n/a Nature, Blossom trees n/a n/a  n/a 434,000 2261 n/a  

67 Nike Sportswear #airmaxday Air Max Product n/a Air max day  Video People, Gadget, 
n/a Yes Colorful Air Max shoes Air Max Day  n/a 401,000 5899 n/a  

 Fashion   

                    

68 n/a #airmaxday Air Max Product n/a Air max day  Video Gadget, Fashion Yes Yes Colorful Air Max shoes Air Max Day  n/a 449,000 6827 n/a  

69 n/a #airmaxday Air Max Product "Wear your air" Air max day  Video Gadget, Fashion Yes Yes Colorful Air Max shoes Air Max Day  n/a 279,000 2060 n/a  

70 Nike Sportswear, #airmax Air Max Product, Inspirational "Available on n/a  Video Gadget, Fashion n/a Yes Colorful Air Max shoes n/a  n/a 436,000 12243 n/a  

Nike.com Nike.com"    

                   

71 Nike Sportswear #airmax Air Max Product, Inspirational n/a n/a  Video Gadget, Fashion Yes Yes Colorful Air Max shoes n/a  n/a 452,000 9300 n/a  

72 n/a n/a n/a Motivational n/a n/a  Photo People n/a Yes Winter landscape, purple n/a n/a  n/a 389,000 1575 n/a  

 jacket   

                    

73 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Winter landscape n/a n/a  n/a 391,000 2888 n/a  

74 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Light colors, red building n/a n/a  n/a 362,000 1852 n/a  

75 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Winter, ice, ocean n/a n/a  n/a 451,000 4427 n/a  

76 Nike NYC n/a Nike SNKRS Station Product "Follow the link" n/a  Video Gadget, Fashion Yes Yes Dark environment, colorful 
Nike SNKRS Station n/a  n/a 561,000 12869 n/a  

 Nike shop   

                    

77 n/a #justdoit n/a Motivational n/a n/a  Photo People n/a n/a Nature, Park n/a n/a  Celebrity 423,000 1807 n/a  

78 n/a n/a n/a Motivational "Just do it" n/a  Photo People n/a Yes Light colors n/a n/a  n/a 471,000 5325 n/a  

79 n/a #justdoit n/a Motivational n/a n/a  Photo People n/a n/a Blue tennis court n/a n/a  Celebrities 384,000 1748 n/a  

80 n/a #Hypervenom Hypervenom Liquid Product n/a n/a  Photo People n/a Yes Training facilities Football shoes n/a  Celebrity 482,000 7311 n/a 
 

   Diamonds                  

81 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Winter landscape n/a n/a  n/a 390,000 1737 n/a  

82 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a Yes Winter landscape n/a n/a  n/a 350,000 1893 n/a  

83 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Ocean, Sunshine n/a n/a  n/a 427,000 3107 n/a  

84 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Winter landscape n/a n/a  n/a 404,000 2953 n/a  

85 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Training facilities n/a n/a  n/a 357,000 3673 n/a  

86 n/a #justdoit n/a Motivational n/a n/a  Photo Gadget n/a n/a Training facilities n/a n/a  n/a 284,000 2528 n/a  

87 n/a #justdoit n/a Motivational n/a n/a  Photo Gadget n/a Yes Light colors n/a n/a  n/a 343,000 1909 n/a  

88 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Nature n/a n/a  n/a 365,000 1998 n/a  

89 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Nature n/a n/a  n/a 359,000 1379 n/a  

90 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a light colors, water n/a n/a  n/a 282,000 1218 n/a  

91 Nike Academy #justdoit Nike Academy Motivational n/a n/a  Photo People, Activity n/a Yes Football pitch, Training Football clothes n/a  n/a 298,000 1322 n/a  

92 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a Yes Light colors, beach n/a n/a  n/a 328,000 1976 n/a  

93 Nike+ NYC #justdoit, #NTC Nike+ NYC Motivational n/a n/a  Photo People, Activity Yes Yes Light colors, park Running clothes n/a  n/a 269,000 909 n/a  

94 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a Yes Winter landscape, red jacket, Running clothes n/a  n/a 309,000 1495 n/a  

 

purple shoes   

                    

95 n/a #justdoit n/a Motivational "Make a checklist" n/a  Photo People, Activity n/a Yes Winter landscape, blue jacket, 
Running clothes n/a  n/a 335,000 1497 n/a  

 red shoes   

                    

96 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a Yes Winter landscape, red jacket n/a n/a  n/a 407,000 3709 n/a  

97 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Autumn landscape, red jacket n/a n/a  n/a 279,000 1097 n/a  

98 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Dark colors, autumn rain, n/a n/a  n/a 297,000 808 n/a  

 football pitch   

                    

99 n/a #justdoit n/a Motivational n/a n/a  Photo People, Activity n/a n/a Sunset, Nature n/a n/a  n/a 267,000 892 n/a  

100 n/a #justdoit n/a Motivational n/a n/a  Photo People n/a n/a Autumn, purple jacket n/a n/a  n/a 273,000 825 n/a  
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Appendix 6.2 – Analysis Excel sheet (Levi’s) 
 

 
 
 

TEXT CAPTION   

 

 

    
Post number Brand name Hashtags Product name Content Call to action Seasons/Holiday 

1 n/a #LadiesInLevis n/a Inspirational n/a n/a 

2 n/a #LiveInLevis n/a Inspirational n/a n/a 
       

3 n/a #LOLAWOLF, #TBT 505C Inspirational n/a n/a 

4 n/a #LiveInLevis Country Tees Competition "Follow the link" n/a 

5 n/a n/a 505C Product launch n/a n/a 

6 Levis Commuter n/a Levis Commuter Inspirational "Shop them at the link" n/a 
       

7 n/a n/a 505C Product launch n/a n/a 

8 Levis n/a 505C Product launch "Tune in tomorrow" n/a 

9 n/a #LiveInLevis 505C Product launch n/a n/a 
       

10 n/a #LadiesInLevis n/a Inspirational n/a n/a 

11 n/a #LiveInLevis n/a Products 

"Last chance to shop 
the Sale season 

sale"       

12 n/a #LiveInLevis n/a Inspirational n/a n/a 

13 n/a #TBT, #ASG n/a Inspirational n/a n/a 

14 n/a #LevisKids n/a Inspirational "Follow the link" 
Back-to-school 

season 

15 n/a #LiveInLevis Jeans with vintage- Inspirational "Follow the link" n/a 
inspired embroidery       

       

16 n/a #LiveInLevis 505C Inspirational, Product n/a n/a 
launch       

17 n/a #ASG, #LadiesInLevis Trucker Jacket Inspirational, Product n/a n/a 
       

18 
Levis made and 

crafted #LiveInLevis n/a Inspirational n/a n/a 

19 n/a #LadiesInLevis 711 Jeans Inspirational, Product "Follow the link" n/a 

20 Levis #ASG, #Levis Limited-edition New Inspirational, Product "Stop by Levis n/a 
Era caps Airstream"      

       

21 Levis Vintage Clothing n/a 1960's tees Inspirational, Product "Shop them at the link" n/a 
       

22 n/a #regram n/a Inspirational n/a n/a 
       

23 n/a #VETEMENTSxLEVIS, VETEMENTSxLEVIS Inspirational, product n/a n/a 
#PFW Spring 2017 launch     

24 n/a #LiveInLevis 505C Inspirational, Product "Shop them at the link" n/a 
    launch   

25 n/a #ASG, #LadiesInLevis n/a Inspirational n/a n/a 

26 n/a #LiveInLevis n/a Inspirational n/a n/a 

27 n/a #LiveInLevis n/a Inspirational n/a n/a 
       

28 n/a #regram 501 shorts Inspirational n/a n/a 
       

29 n/a #Pride, #TBT n/a Inspirational, event n/a Pride festival 

30 Levis Commuter n/a Levis Commuter 511 Inspirational "Shop them at the link" n/a 
Jean       

       

31 n/a #LiveInLevis n/a Inspirational n/a n/a 
       

32 n/a #100Cheeks n/a Inspirational n/a n/a 
       

     "Check out Levis  

33 Levis Skateboarding n/a 2-pack tees Inspirational, Product Skateboarding 2-pack n/a 
tees at your local skate       

     shop"  

34 Levis Vintage Clothing n/a LVC Sawtooth Shirt Informational "Shop them at the link" n/a 
       

35 n/a #LadiesInLevis n/a Inspirational n/a n/a 
       

36 n/a #Firstdayofsummer n/a Inspirational n/a n/a 

37 Levis #Fathersday, #Levis n/a Inspirational "Check it out in the link Father's Day 
at the bio"       

38 n/a #LiveInLevis n/a Inspirational n/a n/a 
       

39 
Levis made and 

crafted n/a 
Premium Fleece 

Shorts Inspirational, Product "Shop them at the link" n/a 
       

     "Purchase Levis  

40 Levis Commuter n/a Levis Commuter gear Informational Commmuter gear in the n/a 
     next 2 weeks"  

41 Levis Vintage Clothing n/a LVC Shorthorn Shirt Inspirational, info "Shop them at the link" n/a 

42 n/a n/a 
MLB Collection 

Trucker Inspirational, Product "Shop them at the link" n/a 
   Jackets    

43 Levis Commuter n/a 
Levis Commuter 

shorts Inspirational, info "Shop them at the link" n/a 
       

44 n/a #OrangeFriday 

MLB Collection 
Trucker Competition "Comment below.." Orange Friday 
Jackets       

       

45 n/a #HarveyMilk, #Pride 2016 Collection Inspirational, Product n/a Pride festival 

       
  #LevisKids,     

46 Levis Kids 
#NationalBestFriend

D n/a Inspirational, Product n/a n/a 
  ay     

47 
Levis made and 

crafted n/a 

Levis made and 
crafted Inspirational, info "Shop them at the link" n/a 
denim       

48 n/a #501 n/a Inspirational n/a n/a 
       

49 Levis Commuter n/a Levis Commuter Long Inspirational, Product "Shop them at the link" n/a 
Sleeve Raglan jacket       

50 n/a #LiveInLevis n/a Inspirational n/a n/a 

51 Levis x Harvey Milk #Pride, #LiveInLevis Levis x Harvey Milk Inspirational "Get ready for Pride Pride festival 
Collection month.."      

       
52 n/a n/a n/a Inspirational n/a n/a 

53 n/a #LiveInLevis n/a Inspirational n/a n/a 

     "Whatever style they  

54 Levis Kids #LevisKids n/a Inspirational, Product choose, keep them n/a 
     original"  

55 n/a #LadiesInLevis n/a Inspirational n/a n/a 
       

56 Levis Vintage Clothing #LiveInLevis LVC Collection Inspirational, info n/a n/a 

57 Levis Kids #LevisKids n/a Inspirational n/a n/a 

58 n/a n/a n/a Inspirational n/a n/a 

     "Purchase a Levis  

59 Levis Commuter n/a 
Free basic bike tune-

up Inspirational, event 
Commuter product to 

n/a get a free basic bike tune       

     up.."  

     "Check out Levis  

60 Levis Skateboarding n/a 2-pack tees Inspirational, Product Skateboarding 2-pack n/a 
tees at your local skate       

     shop"  

61 n/a n/a MLB Collection Inspirational, Product "Shop them at the link" n/a 
       

62 n/a #LiveInLevis 501 Jeans Inspirational, info "Watch and learn…" n/a 

63 n/a #LiveInLevis n/a Inspirational n/a n/a 

64 n/a #HarveyMilk, n/a Inspirational, event n/a Harvey Milk Day 
#LiveInLevis       

65 n/a n/a n/a Inspirational n/a n/a 

66 n/a n/a 
Levis Commuter 

Inspirational 
"Learn more at the 

link.." n/a Trucker       

       

67 n/a #LiveInLevis 501 Jeans Inspirational 

"Watch at the link in 
our n/a 

bio…"       

68 n/a #501, #LiveInLevis 501 Jeans Product n/a n/a 

69 
Levis made and 

crafted n/a 

Levis made and 
crafted Product n/a n/a 

Leather Moto Jacket       

       

70 n/a #Pride, #HarveyMilk Gender-neutral 2016 Product "Shop them and learn n/a 
Pride Collection more at the link"      

       

71 n/a #LiveInLevis n/a Inspirational, info n/a n/a 

   

Levis Skateboarding 
 "Find the Levis  

72 Levis Skateboarding n/a Inspirational, Product Skateboarding 511 at n/a 
511     your local skate shop"  

      

73 n/a #501 501 Jeans Inspirational n/a n/a 

74 Levi.com n/a n/a Informative 

"Click on the link to 
learn n/a 

more"       

75 n/a #LiveInLevis n/a Inspirational n/a n/a 

76 n/a #501, #LiveInLevis 501 Jeans Inspirational, Product n/a n/a 
       

77 n/a n/a n/a Inspirational n/a n/a 

78 n/a n/a n/a Inspirational n/a n/a 

79 n/a #501 501 Jeans Inspirational, Product n/a n/a 

80 n/a n/a n/a Inspirational n/a n/a 

81 n/a #501, #LiveInLevis 501 Jeans Inspirational, Product n/a n/a 
       

82 n/a #Pride Harvey Milk Collection Inspirational, Product n/a n/a 
    launch   
       

83 Levis Kids #LevisKids n/a Inspirational, Product n/a n/a 

84 n/a #LiveInLevis n/a Inspirational, Product "Pick a pair" n/a 

85 n/a #LadiesInLevis Customized Trucker Inspirational, Product n/a n/a 
Jackets       

       

86 n/a #LiveInLevis n/a Inspirational, info "Check it out in the link n/a 
at the bio"       

87 n/a #501, #LiveInLevis Customized 501 jeans Inspirational, product "Customizing your 501 n/a 
jeans"       

88 n/a #HappyMothersDay n/a Inspirational n/a n/a 
       

89 n/a #LiveInLevis n/a Inspirational n/a n/a 

90 n/a #501, #LiveInLevis 501 Jeans Inspirational, info, "Uniform of the rebel" n/a 
Product       

91 n/a #501, #LiveInLevis 501 Jeans Inspirational, info, n/a n/a 
Product       

92 Levis Commuter #Commuter Levis Commuter Tank Inspirational, Product "Shop them at the link" n/a 
       

93 n/a #501, #LiveInLevis 501 Jeans Inspirational, info, n/a n/a 
Product       

94 n/a #501, #LiveInLevis 501 Jeans Inspirational, info, n/a n/a 
Product       

95 n/a n/a n/a 

Inspirational, 
Discount "Use code and get n/a 

code discount.."      

96 n/a #LeviGivesBack n/a Inspirational, event "Check it out in the link Community Day 
at the bio"       

97 Levi's #LiveInLevis n/a Inspirational, info "Check it out in the link n/a 
at the bio"       

98 Levis Kids #LevisKids n/a Inspirational n/a n/a 
       

99 n/a #501Day 501 Jeans Inspirational, Product n/a 501 Day 
       

100 Levi's #Levis, #LiveInLevis n/a Inspirational, n/a n/a 
Entertaining       

VISUAL 

 
 

 

 
EXTRA  

Celebrity/Influencer Number of likes Number of comments Number of views (only videos) 

Influencer 18,800 40 n/a 

Influencer 11,900 17 n/a 
    

Celebrity/Influencer 16,400 57 n/a 

n/a 8,775 75 n/a 

Celebrity 10,300 18 n/a 

n/a 13,700 27 n/a 
    

Celebrity 12,600 54 n/a 

n/a 10,200 7 n/a 

n/a 13,400 21 n/a 
    

Influencer 20,700 56 n/a 

n/a 14,300 31 n/a 
    

Influencer 12,200 21 n/a 

n/a 13,800 68 n/a 

n/a 12,800 33 n/a 

n/a 15,200 26 n/a 

    
n/a 6,489 35 25,600 

    

Influencer 19,100 90 n/a 
    

n/a 10,300 20 n/a 

n/a 15,300 28 n/a 

n/a 14,500 26 n/a 
    

n/a 16,700 26 n/a 
    

Influencer 11,000 41 n/a 
    

n/a 6,617 28 n/a 
    

n/a 13,600 28 n/a 
    

Influencer 27,100 126 n/a 

Influencer 19,100 60 n/a 

n/a 30,700 234 n/a 
    

Influencer 14,300 53 n/a 
    

n/a 10,200 41 n/a 

n/a 13,300 32 n/a 
    

Influencer 17,800 48 n/a 
    

Influencers 17,700 145 n/a 
    

n/a 8,357 23 n/a 

    
n/a 18,500 33 n/a 

    

Influencer 14,800 22 n/a 
    

Influencer 15,800 30 n/a 

n/a 9,172 12 n/a 
    

n/a 18,600 44 n/a 
    

n/a 9,243 26 n/a 
    

n/a 8,846 6 n/a 
    

n/a 14,700 14 n/a 

n/a 15,100 114 n/a 
    

n/a 9,334 10 n/a 
    

n/a 12,100 107 n/a 
    

n/a 14,600 79 n/a 

    
n/a 15,100 43 n/a 

    

n/a 14,600 44 n/a 
    

Influencer 25,100 231 n/a 
    

n/a 8,955 9 n/a 
    

Influencer 19,600 71 n/a 

n/a 15,500 237 n/a 

    
Influencer 20,900 56 n/a 

Influencer 11,100 26 n/a 

n/a 16,100 42 n/a 
    

Influencer 16,600 57 n/a 
    

n/a 9,634 15 n/a 

n/a 12,000 22 n/a 

Influencer 8,733 16 n/a 

n/a 12,800 21 n/a 

    
n/a 11,600 19 n/a 

    
n/a 13,600 96 n/a 

    

n/a 8,273 81 41,600 

Influencer 21,400 105 n/a 

n/a 10,300 27 n/a 
    

Influencer 19,400 69 n/a 

n/a 6,799 32 25,400 
    

n/a 8,735 20 n/a 
    

n/a 13,700 64 39,800 

n/a 10,100 31 n/a 

    
n/a 10,100 57 n/a 

    

n/a 7,278 38 32,300 

n/a 13,600 50 n/a 
    

n/a 12,800 59 49,700 

n/a 12,700 17 n/a 
    

n/a 9,203 63 40,500 

n/a 16,900 80 n/a 
    

Influencer 23,000 196 n/a 

Celebrity/Influencer 15,200 42 n/a 

Influencer 13,100 68 n/a 

n/a 10,900 15 n/a 

n/a 11,500 46 n/a 
    

n/a 12,900 63 n/a 

    
n/a 12,500 67 n/a 

Influencer 19,300 55 n/a 

Influencers 12,700 46 n/a 
    

n/a 9,223 13 n/a 
    

n/a 14,500 51 n/a 
    

Influencer 13,600 34 n/a 
    

Influencer 17,000 17 n/a 

n/a 13,600 65 n/a 
    

n/a 20,400 300 n/a 
    

n/a 14,700 50 n/a 
    

n/a 14,400 53 n/a 
    

n/a 15,400 46 n/a 
    

Influencer 15,400 23 n/a 
    

n/a 8,282 10 n/a 
    

n/a 9,457 12 n/a 
    

n/a 10,600 20 n/a 
    

n/a 14,100 26 n/a 
    

Celebrity 6,888 8 n/a 
     
  

Type of visual Category Brand name Logo Color Products Season/Holiday 

Photo People, Fashion n/a Yes light colors, jeans in focus n/a n/a 

Photo People, Fashion n/a n/a 
light colors, jeans jacket in 

n/a n/a 
focus       

Photo People, Fashion Yes Yes Colorful, jeans in focus n/a n/a 

Photo People, Fashion n/a Yes Colorful, Levi's Tee in focus Country tee n/a 

Photo People Yes Yes Dark colors, concert venue 505C jeans n/a 

Photo Gadget, Fashion n/a n/a 
Light colors, Levis commuter 

n/a n/a 
bike in focus       

Photo People, Fashion n/a n/a Dark colors, jeans in focus 505C jeans n/a 

Photo People, Fashion n/a n/a Dark colors, jeans in focus 505C jeans n/a 

Photo People, Fashion n/a n/a Concert venue, jeans in focus 505C jeans n/a 
       

Photo People, Fashion Yes Yes light colors, jeans in focus n/a n/a 

Photo People, Fashion Yes Yes light colors, jeans in focus n/a n/a 
       

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 

Photo Fashion n/a n/a Light colors, colorful patches n/a n/a 

Photo Fashion n/a n/a light colors, jeans in focus n/a n/a 

     Jeans with  

Photo People, Fashion n/a n/a light colors, jeans in focus 
vintage- 

n/a 
inspired       

     embroidery  

Video People, Fashion Yes Yes Concert venue, jeans in focus 505C Jeans n/a 
       

Photo People, Fashion n/a n/a 
light colors, jeans jacket in Trucker 

n/a 
focus Jeans Jacket      

       

Photo People, Fashion n/a n/a light colors, dress in focus n/a n/a 

Photo People, Fashion Yes Yes light colors, jeans in focus 711 Jeans n/a 

    

Colorful patches on jeans 
limited-  

Photo Gadget, Fashion n/a n/a edition n/a 
jacket     products  

      

Photo Fashion Yes Yes vintage label on colorful tee 
vintage 

n/a 
label       

Photo People, Fashion n/a Yes 
Dark colors, jeans jacket in 

Jeans jacket n/a 
focus       

Photo People, Fashion n/a n/a Fashion runway, jeans dress Jeans dress n/a 
    in focus   

Photo People, Fashion n/a n/a Dark colors, jeans in focus 505C jeans n/a 
       

Photo People, Fashion n/a Yes light colors, jeans in focus n/a n/a 

Photo People, Fashion n/a Yes light colors, jeans in focus n/a n/a 

Photo Fashion Yes Yes light colors, Levis tee in focus Levis tee n/a 
       

Photo Fashion n/a Yes 
Dark colors, jeans shorts in 

Levis shorts n/a 
focus       

Photo People Yes Yes Colorful n/a n/a 

 

People, Gadget, 
   Levis  

Photo n/a n/a light colors commuter n/a 
Fashion     511 jean  

      

Photo Fashion n/a n/a 
light colors, focus on jeans 

n/a n/a 
material       

Photo People, Fashion n/a Yes light colors, jeans shorts in Jeans shorts n/a 
    focus   

Photo People, Fashion n/a Yes Dark colors, tee in focus Levis tee n/a 

       

Photo Fashion Yes Yes light colors, jeans in focus 
Levis neck 

n/a 
label       

Photo People, Fashion n/a n/a 
light colors, jeans shorts in 

n/a n/a 
focus       

Photo Gadget, Fashion n/a Yes light colors, sunshine n/a n/a 

Photo People n/a n/a light colors n/a n/a 
       

Photo People, Fashion n/a Yes 
Dark colors, jeans shorts in 

n/a n/a 
focus       

Photo Fashion n/a n/a 
light colors, fleece shorts in Fleece 

n/a 
focus shorts      

Photo Gadget n/a n/a light and colorful n/a n/a 
       

Photo Fashion Yes n/a Semi-light colors Neck label n/a 

Photo People, Fashion n/a n/a 
Semi-light colors, jeans jacket 

n/a n/a 
in focus       

     Levis  

Photo People n/a n/a Dark colors commuter n/a 
     shorts  

Photo Fashion n/a n/a 
Semi-dark colors, jeans jacket MLB trucker 

n/a 
in focus jeans jacket      

       

    
Semi-dark colors, jeans shorts 

2016  
Photo Fashion Yes Yes collection Pride festival 

    in focus jeans shorts  
       

Photo People, Fashion Yes Yes light colors, jeans in focus n/a n/a 
       

Photo Fashion n/a Yes light colors, jeans in focus n/a n/a 
       

Photo Fashion n/a Yes 
light colors, jeans shorts in 

n/a n/a 
focus       

Photo People, Fashion n/a n/a light colors, jacket in focus n/a n/a 
       

Photo People, Fashion n/a Yes light colors, jeans in focus n/a n/a 

     Levis x  

Photo Fashion Yes Yes semi-light colors, tee in focus Harvey Milk Pride festival 
     limited  

     edition tee  
       

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 

Photo People n/a n/a Nature n/a n/a 

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 
       

Photo People, Fashion n/a Yes 
Semi-dark colors, jeans jacket 

n/a n/a 
in focus       

Photo People n/a n/a Semi-dark colors n/a n/a 

Photo People, Fashion Yes Yes light colors n/a n/a 

Photo People n/a n/a light colors n/a n/a 

Photo People, Activity n/a n/a Nature n/a n/a 

       

Photo People n/a n/a light colors n/a n/a 

       

Photo People, Fashion n/a n/a 
Dark colors, MLB sweater in 

n/a n/a 
focus       

Video People, Fashion Yes Yes Light colors, jeans in focus 501 Jeans n/a 

Photo Fashion n/a n/a light colors, jeans in focus n/a n/a 

Photo People, Fashion n/a n/a Semi-dark colors, tee in focus Harvey Milk Harvey Milk day 
     tee  

Photo People, Fashion n/a Yes light colors, jeans in focus n/a n/a 

 

People, Gadget, 
   Levis  

Video Yes Yes Light colors, jeans in focus Commuter n/a 
Fashion     Trucker  

      

Photo People n/a n/a light colors n/a n/a 
       

Video Fashion Yes Yes Light colors, Jeans in focus 501 Jeans n/a 

     Levis made  

Photo Fashion n/a n/a 
light colors, leather jacket in and crafted 

n/a 
focus leather      

     moto jacket  
       

Photo Fashion Yes Yes 
Semi-dark colors, jeans jacket Harvey Milk 

n/a 
and cap in focus Collection      

       

Video People, Fashion Yes Yes Light colors, Jeans in focus n/a n/a 

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 
       

Video Fashion Yes Yes Light colors, jeans in focus 501 Jeans n/a 

Photo People n/a n/a Nature n/a n/a 
       

Video Fashion Yes Yes Light colors, jeans in focus n/a n/a 

Photo Fashion Yes Yes light colors, products in focus 501 Jeans n/a 
       

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 

Photo People, Fashion n/a Yes Dark colors, jeans in focus n/a n/a 

Photo Fashion n/a n/a light colors, jeans in focus n/a n/a 

Photo People, Activity n/a n/a Light colors n/a n/a 

Photo Fashion Yes Yes 
Light and colorful, products 

501 Jeans n/a 
in focus       

     Harvey Milk  
Photo Fashion Yes Yes Jeans collection n/a 

     jeans jacket  
       

Photo Fashion Yes Yes Colorful, products in focus n/a n/a 

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 

Photo People, Fashion n/a n/a 
Semi-light colors, jeans jacket Customized 

n/a 
in focus 

jeans 
    jackets  

      

Photo Fashion n/a n/a 
Semi-light colors, jeans in Customized 

n/a 
focus jeans      

Photo Fashion Yes Yes 
Light and colorful, products Customized 

n/a 
in focus products      

Photo People, Fashion n/a Yes 
Light and colorful, products Customized 

n/a 
in focus products      

Photo People, Fashion n/a Yes light colors, nature n/a n/a 

Photo Fashion Yes Yes light colors, products in focus n/a n/a 
       

Photo Fashion Yes Yes light colors, jeans in focus n/a n/a 
       

Photo People, Fashion Yes Yes Dark colors, products in focus n/a n/a 
       

Photo Fashion n/a Yes light colors, products in focus n/a n/a 
       

Photo Fashion Yes Yes 
Semi-light colors, products in 

n/a n/a 
focus       

Photo People, Fashion Yes Yes 
light colors, flowers and jeans 

n/a n/a 
in focus       

Photo People Yes n/a Nature, red tee Community Community Day 
     day tee  

Photo Fashion n/a n/a Jeans n/a n/a 
       

Photo People, Fashion Yes Yes 
light colors, jeans products in 

n/a n/a 
focus       

Photo People, Fashion n/a Yes 
Semi-dark colors, jeans in 

n/a n/a 
focus       

Photo People n/a n/a Concert venue n/a n/a 
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Appendix 6.3 – Analysis Excel sheet (PurePharma) 
 

PurePharma Link  

Number of   

followers (July 72,700  

2016)   

Posts sample 
25-26 July 2016  

collected:  

    
TEXT CAPTION 

Post number Brand name Hashtags Product name Content Call to action Seasons/Holiday  

1 n/a #mondaymotivation, #startsomewhere, n/a Motivational quote "Take the first step" n/a  

#dosomething, #makeitcount  

       

2 n/a #teampurepharma, #crossfitgames n/a Photo of the day n/a n/a  

3 n/a #teampurepharma, #crossfitteens n/a Congratulations to n/a n/a  

crossfit winner  

       

  #crossfitgames, #teampurepharma,   "Come by and say hi, take   

4 n/a n/a Event invitation a photo with Brooke and n/a  

#sundayfunday  

    try some tastings.."   

       

5 n/a #CrossFitGames, #teampurepharma, n/a Three-time CrossFit n/a n/a  

#strongwomen Games athlete  

      

  #crossfitgames, #nutrition, #recovery,   "Come meet Julie Foucher   

6 PurePharma n/a Event invitation at the PurePharma n/a  

#balance  

    booth.."   

       

7 n/a #crossfit, #crossfitgames, n/a Congratulations to n/a n/a  

#teampurepharma crossfit winner  

      

8 n/a #SB3, #guthealth, #teampurepharma, Probiotics Product "How do you take your n/a  

#crossfitgames probiotoics?"  

      

  #crossfitgames, #protein, #probiotics, Tastings from our new Event invitation, "Come visit our booth for   

9 n/a delicious, refreshing n/a  

#recovery, #hydration cookbook Product  

  tastings.."   

       

  #magnesium, #crossfitgames, #recovery,   "Stop by our booth and   

10 n/a M3 pills Product get your FREE M3 with n/a  

#relax, #sleep  

    any purchase!"   

       

11 n/a #teampurepharma, #crossfitgames, n/a Congratulations to n/a n/a  

#crossfitteens crossfit winner  

      

12 n/a #teammurph, #crossfitgames, n/a Crossfit athletes n/a n/a  

#beastemode, #hardwork  

       

13 n/a #crossfitgames2016, #crossfit, #training, Live stream Event invitation "Follow us on Facebook n/a  

#recovery for live coverage"  

      

14 n/a #crossfitgames2016, #teampurepharma n/a Crossfit athlete n/a n/a 
 

        

15 n/a #crossfitteens, #CrossFitGames n/a Congratulations to n/a n/a  

crossfit winner  

       

  #crossfitgames2016, #teampurepharma,   "Follow us on Facebook   

16 n/a Live stream Event invitation for updates and get in on n/a  

#crossfit  

    the action"   

       

     "Recover like the pros!   

17 n/a #gamespecial, #crossfitgames2016 M3 pills Special deal This week only FREE 
n/a  

magnesium M3 with all  

       

     orders"  
 

18 n/a #crossfitgames2016, #teampurepharma, 
n/a Motivational "Watch the video…" n/a  

#beastmode, #gamesbound  

       

        

19 n/a #linkinbio, #crossfitgames2016, Cold tastings from the Event invitation "Download your free n/a  

#purepharma, #healthytreats new cookbook copy"  

     

20 n/a #teampurepharma, #gamesbound, n/a Inspirational n/a n/a  

#risingstar, #girlswholift  

       

21 n/a #mondaymotivation, #goals, n/a Motivational quote "Everyday is a fresh start" n/a  

#startsomewhere, #potential  

       

22 n/a #teampurepharma, #crossfitgames2016, 
n/a Crossfit athletes "Show your support.." n/a  

"gamesbound, #hardwork  

       

        

23 n/a #PR3, #drooling, #healthydesserts, Protein ice cream Inspirational "Treat yourself" n/a  

#weekendtreats, #protein  

       

24 n/a #crossfit, #training, #warmup, n/a Inspirational "Link to interview at bio" n/a  

#gamesbound  

       

25 n/a #foodswapfriday, #reachyourpotential, n/a Inspirational "Plan tonight? How about Food Swap Friday  

#healthychoices date night in?"  

      

26 n/a #crossfitgames2016, #overheadsquat, n/a Inspirational, info "link in bio.." n/a  

#gamesbound, #teampurepharma  

       

    Inspirational, "Tap link in bio to   

27 PurePharma #probiotics, #creativerecipes Probiotics download free n/a  

product  

    cookbook.."   

       

28 n/a #olympics2016, #girlswhorun, n/a Congratulations to n/a n/a  

#teampurepharma champion  

      

29 n/a #healthytreats, #desserts, #glutenfree Sugar-free chocolate Inspirational "Tap link in bio" n/a  

mousse  

       

  #purepharma, #running, #girlswhorun,  Presentation of new "Listen to the interview,   

30 PurePharma n/a PurePharma team n/a  

#runnersofcopenhagen link in bio"  

   member   

       

31 n/a #mondaymotivation, #goals, n/a Motivational quote n/a n/a  

#strongerforit  

       

32 PurePharma #purepharma, #realfood, #eatclean, Oats and berries Inspirational n/a n/a  

#sundayrestday  

       

33 n/a #makeithappen, #strength, #goals, n/a Motivational "Are you up for a n/a  

#teampurepharma challenge?"  

      

34 PurePharma #purepharma, #microutrients, 
Supplement Competition "Link in bio to enter" n/a  

#healthyliving  

       

35 n/a #TBT, #strength, #strongerforit, n/a Motivational "Thursday plans: chill or n/a  

#girlswholift challenge?"  

      

36 n/a #foodfirst, #nutrition, #veggies Sweet potatoes Inspirational, info "Sleep better tonight.." n/a  

37 PurePharma #healthyeats, #creativerecipes, Protein-chocolate Inspirational, 
"Link in bio to pre-order" n/a  

#purepharma shake product  

     

     "Start the clock and   

38 n/a #crossfit, #thrusters, #strong n/a Inspirational complete 5 thrusters n/a  

     every minute"   

39 n/a #happyfourth, #independenceday, Summer bowl 
Inspirational n/a Independence Day  

#summermeals, #yum inspiration  

      

     "Take the challenge of   

40 n/a #goals, #inspiration, #sundaythoughts n/a Inspirational your life. Reach out to n/a  

     your goals"  
 

41 n/a #bibimbap, #healthymeals, Korean Bibimbap Inspirational "Recipe link in bio" n/a  

#summereats, #delicious  

       

42 PurePharma #foodswapfriday, #healthychoices, 
n/a Motivational "Share with a friend.." Food Swap Friday  

#purepharma  

       

43 n/a #cacao, #hearthealth, #healthybaking Chocolate Inspirational, info "all you need is love, and 
n/a  

some chocolate.."  

       

44 n/a #crossfitgames, #gamesbound, n/a Inspirational n/a n/a  

#teampurepharma, #tbt  

       

45 n/a #cleaneats, #probiotics, #guthealth Detox salmon salad Inspirational "Healthy begins in the 
n/a  

gut.."  

       

46 PurePharma #transformationaltuesday, #crossfit, n/a Motivational "Who motivates you? Tag n/a  

#purepharma below!"  

      

47 n/a #protein, #healthyfats, #omegas n/a Inspirational, info n/a n/a  

48 n/a #mondaymotivation, #truth, #goals n/a Motivational quote n/a n/a  

        

49 n/a #spices, #inflammation, #healthyfoods n/a Inspirational "Are you a turmeric lover? n/a  

Comment below."  

       

50 n/a #healthyfoods, #cleaneats, 
Sweet potato toast Inspirational n/a n/a  

#creativemeals  

       

    Presentation of new    

51 PurePharma #purepharma n/a PurePharma team n/a n/a  

    member    

52 n/a #foodswapfriday, #healthyhabits, 
n/a Inspirational "Just say no to empty 

Food Swap Friday  

#sugarfree calories and sugar"  

      

53 n/a #crossfit, #weightlifting, #strength n/a Inspirational n/a n/a  

54 n/a #cleaneats, #healthymeals, #protein n/a Inspirational "Tap link in bio for simple n/a  

way to cook quinoa"  

       

  #mealsmadeasy, #healthymeals,   "Subscribe by Thursday at   

55 PurePharma Subscription Special deal midnight to get in on the n/a  

#purepharma  

    gift!"   

       

56 n/a n/a n/a Motivational "Challenge a friend and 
n/a  

tag below!"  

       

57 PurePharma #purepharma Supplement Inspirational, info "Ask below!", "Tap link in 
n/a  

bio"  

       

58 n/a #crossfitgames2016, #teampurepharma, n/a Inspirational "Expect the unexpected" n/a  

#Iceland  

       

59 n/a #mealsmadeeasy, #shoppinglist, 
4-week meal plan Inspirational, "Are you subscribed yet? 

n/a  

#healthysummer product Tap link in bio"  

     

60 n/a #goals, #progress, #modaymotivation n/a Motivational quote "Remember why you n/a  

started"  

       

61 n/a #strength, #balance, #mobility n/a Motivational n/a n/a  

62 n/a #sundaythoughts, #makeithappen, 
n/a Motivational "make it happen, start 

n/a  

#startnow now"  

      

63 n/a #healthydesserts, #coconut, #dairyfree Nutty coconut caramel Inspirational, info "Treat yourself, tap link in n/a  

   ice cream  bio"   

64 n/a #foodswapfriday, #healthyhabits, n/a Inspirational, info "Spice up your life (or Food Swap Friday  

#sugarfree coffee) :D  

      

65 n/a #getoutandplay, #gamesbound, 
n/a Motivational "Love what you do" n/a  

#teampurepharma  

       

66 n/a #frontsquat, #teampurepharma, n/a Motivational n/a n/a  

#technique  

       

67 n/a #strength, #balance, #hardwork n/a Motivational, info "An inversion a day keeps 
n/a  

the doctor away"  

       

68 n/a #crossfitgames, #teampurepharma, 
n/a Happy birthday to an 

n/a n/a  

#gamesbound, #celebrate athlete  

      

69 n/a #gymtime, #giveaway Synbiotics SB3 Competition "Name one thing that's n/a  

always in your gym bag"  

       

70 n/a #mindfulness, #mentalhealth, 
n/a Inspirational "Take a moment for 

n/a  

#getoutside yourself"  

      

71 n/a #mondaymotivation, #goals, n/a Motivational quote "Practice makes perfect" n/a  

#keepmoving  

       

72 n/a #sundaythoughts, #goals, 
n/a Motivational n/a n/a  

#makeithappen  

       

73 n/a n/a Chocolate protein Inspirational, info "Enjoy recipe" n/a  

crepes  

       

  #foodswapfriday, #chooselocal,   "The smallest changes can   

74 n/a n/a Inspirational, info have the biggest impact Food Swap Friday  

#healthyfoods, #realfood  

    on your health"   

       

75 n/a #gamesbound, #trainingmode, n/a Inspirational n/a n/a  

#teampurepharma  

       

76 n/a #yoga, #stretching, #release n/a Inspirational, info n/a n/a 
 

        

77 n/a n/a gut-healing golden latte Inspirational, info n/a n/a  

        

78 n/a #teampurepharma, #goals, n/a Motivational n/a n/a  

#handstandpushups  

       

79 n/a #magnesium, #rest, #recovery n/a Inspirational, info n/a n/a  

        

80 n/a n/a n/a Motivational n/a n/a  

81 n/a #mondaymotivation, movement, n/a Motivational quote n/a n/a  

#healing  

       

     "tag a friend who thinks   

82 n/a #sundayfunday, #yoga, #activetherapy n/a Motivational you can. Then prove them n/a  

     right"  
 

83 n/a #healthyfats, #avocadolove, n/a Inspirational "Weekends are for n/a  

#greenfoods guacamole"  

      

84 n/a n/a n/a Inspirational "Link in bio for her story" n/a  

85 n/a #TGIF, #getoutsidethebox, n/a Inspirational "Adventure awaits" n/a  

#naturetherapy  

       

    Congratulations to    

86 n/a #crossfitgames, #teampurepharma, 
n/a athletes heading to 

n/a n/a  

#getready the 2016 CrossFit  

      

    Games   
 

87 n/a #getoutsidethebox, #crossfit n/a Motivational "Try this quick and n/a  

effective outdoor WOD"  

       

88 n/a #goodmorning, #bestday, n/a Motivational "Check out today's blog. n/a  

#reachyourpotential Link in bio"  

      

89 n/a #simplesalad, #omegas, #healthyfats, n/a Inspirational, info n/a n/a  

#yum  

       

90 n/a #goforgold, #crossfitgames2016 n/a Competition "Tap link in bio to enter" n/a 
 

        

91 n/a #strength, #dedication, #goals n/a Motivational quote n/a n/a 
 

        

    Congratulations to    

92 n/a #CrossFitGames, #teampurepharma, 
n/a athlete heading to 

n/a n/a  

#meridianregionals, #getready the 2016 CrossFit  

      

    Games    

    Presentation of    

93 n/a #CrossFitGames, #teampurepharma n/a PurePharma team n/a n/a  

    member    

  #CrossFitGames, #teampurepharma,  Presentation of    

94 n/a n/a PurePharma team n/a n/a  

#meridianregionals  

   member    

       

  #CFGEventRecord, #teampurepharma,  Presentation of    

95 n/a n/a PurePharma team n/a n/a  

#crossfitgames, #soproud  

   member    

       

96 n/a #teampurepharma, #crossfitgames n/a Info "Keep your eye on the n/a  

prize. Are you watching?"  

       

97 n/a #onemoreday, #crossfitgames, 
n/a Congratulations to 

n/a n/a  

#teampurepharma crossfit winner  

      

     "You have to give   

98 n/a #letsgo, #teampurepharma, 
n/a Congratulations to everything you've got to 

n/a  

#crossfitgames crossfit winner every workout. Every  

     

     second counts"   

99 n/a #crossfitgames, #teampurepharma n/a Info n/a n/a  

100 n/a #crossfitgames, #teampurepharma n/a Congratulations to 
n/a n/a  

crossfit winner  

       

V 

 
Visuals 

 
 

 
Extra

Type of visual Category Brand name Logo Color Products Season/Holiday  

Photo Captioned photo Yes n/a White background, quote text n/a n/a  

black  

       

Photo People n/a n/a Semi-dark colors n/a n/a  

Photo People, Activity n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo People, Activity Yes n/a Training facilities n/a n/a 
 

        

Photo People n/a n/a Outdoor training facilities n/a n/a  

        

Photo People n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo People n/a n/a Outdoor training facilities n/a n/a 
 

        

Video People, food n/a n/a light color, sunshine Probiotics n/a 
 

        

Photo People, food Yes Yes light color, sunshine Tastings from the 
n/a  

cookbook  

       

        

Photo Food Yes Yes Light color, product in focus M3 pills n/a  

        

Photo People n/a n/a Light colors n/a n/a 
 

        

Photo People, activity n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo People Yes n/a Training facilities n/a n/a 
 

        

Photo People, Activity Yes Yes Light colors, Outdoor running PurePharma top n/a 
 

        

Photo People, Activity n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo People Yes n/a Dark colors, person in focus n/a n/a 
 

       
 

Photo People, Activity Yes n/a Light colors, Outdoor running Magnesium n/a 
 

       
 

Video People, Activity n/a n/a Training facilities n/a n/a 
 

       
 

Photo food Yes n/a Dark colors, food in focus n/a n/a 
 

        

Photo People, Activity n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo Captioned photo Yes n/a White background, quote text n/a n/a  

black  

       

Photo People Yes n/a Colorful n/a n/a 
 

        

Photo food n/a n/a Light color, food in focus Protein ice cream n/a 
 

        

Video People, Activity Yes Yes Training facilities n/a n/a 
 

        

Photo Food, Captioned Yes n/a White background, food in focus Healthy food n/a  

photo  

       

Video People, Activity n/a n/a Training facilities n/a n/a 
 

        

Photo Food Yes n/a Dark colors, food in focus Synbiotics SB3 n/a 
 

       
 

Photo People, Activity n/a n/a Black & White n/a n/a 
 

        

Photo Food Yes n/a Light color, food in focus Chocolate mousse n/a 
 

        

Photo People, Activity Yes n/a Dark colors, person in focus n/a n/a 
 

       
 

Photo Captioned photo Yes n/a White background, quote text n/a n/a  

black  

       

Photo Food Yes n/a Light color, food in focus Healthy breakfast n/a 
 

        

Video People, Activity n/a n/a Training facilities n/a n/a 
 

        

Photo Food Yes Yes Dark colors, food in focus SB3 n/a  

        

Photo People, Activity n/a n/a Dark colors, person in focus n/a n/a  

        

Photo Food Yes n/a Light color, food in focus Sweet potatoes n/a  

Photo Food Yes n/a Dark colors, food in focus Protein-chocolate n/a  

shake  

       

Video People, Activity n/a n/a Training facilities n/a n/a  

       
 

Photo Food n/a n/a Light color, food in focus n/a n/a  

        

Photo People, Activity n/a n/a Nature, person in focus n/a n/a  

       
 

Photo Food n/a n/a Light color, food in focus Bibimbap n/a  

        

Photo Food, Captioned Yes n/a Light color, food in focus Popcorn n/a  

photo  

       

Photo Food Yes n/a Light color, food in focus Raw cacao powder n/a  

        

Photo People, Activity n/a n/a Training facilities n/a n/a  

        

Photo Food Yes Yes Light color, food in focus Synbiotics SB3 n/a  

        

Video People, Activity n/a n/a Training facilities n/a n/a  

        

Photo Food Yes n/a Light color, food in focus n/a n/a  

Photo Captioned photo Yes n/a White background, quote text 
n/a n/a  

black  

       

Photo Food Yes n/a Dark colors, food in focus n/a n/a  

        

Photo Food n/a n/a Light color, food in focus n/a n/a  

        

Photo People, Activity Yes n/a Outdoor training facilities n/a n/a  

       
 

Photo Food, Captioned Yes n/a Light color, food in focus n/a n/a  

photo  

       

Video People, Activity n/a n/a Training facilities n/a n/a  

Photo Food Yes n/a Light color, food in focus n/a n/a  

        

Photo Food, Captioned 
Yes n/a dark colors, embedded text in Free 4-week summer 

n/a  

photo focus meal plan  

     

        

Video People, Activity n/a n/a Training facilities n/a n/a  

        

Photo Food Yes n/a Dark colors, food in focus n/a n/a  

        

Photo People, Activity n/a n/a Nature, person in focus n/a n/a  

        

Photo Gadget Yes n/a dark colors, gadget in focus To-do list n/a  

        

Photo Captioned photo Yes n/a White background, quote text 
n/a n/a  

black  

       

Video People, Activity n/a n/a Training facilities n/a n/a  

Photo n/a Yes n/a nature n/a n/a  

        

Photo Food Yes n/a Light color, food in focus n/a n/a  

        

Photo Food, Captioned 
Yes n/a Light color, food in focus n/a n/a  

photo  

       

Photo People, Activity Yes n/a Black & White n/a n/a  

        

Video People, Activity Yes Yes Training facilities n/a n/a  

        

Photo Activity, 
Yes n/a White background, text black n/a n/a  

Captioned photo  

       

Photo People, Activity Yes n/a Outdoor training facilities n/a n/a  

        

Photo Food, Gadgets, 
Yes Yes White background, food in focus Synbiotics SB3 n/a  

Captioned photo  

       

Photo Captioned photo Yes n/a dark colors, embedded text in n/a n/a  

focus  

       

Photo Captioned photo Yes n/a White background, quote text 
n/a n/a  

black  

       

Photo n/a Yes n/a nature n/a n/a  

        

Photo Food n/a n/a White background, food in focus n/a n/a  

        

Photo Food, Captioned 
Yes n/a White background, food in focus n/a n/a  

photo  

       

        

Video People, Activity n/a n/a Nature, person in focus n/a n/a  

        

Photo Activity, Yes n/a White background, text black n/a n/a  

Captioned photo  

       

Photo Food Yes n/a Dark colors, food in focus n/a n/a  

        

Video People, Activity n/a n/a Training facilities n/a n/a 
 

        

Photo Captioned photo Yes n/a dark colors, embedded text in n/a n/a  

focus  

       

Photo People, Activity n/a n/a Dark colors, person in focus n/a n/a  

Photo Captioned photo Yes n/a White background, quote text n/a n/a  

black  

       

Photo People, Activity n/a n/a Nature, person in focus n/a n/a 
 

        

Photo Food n/a n/a Light color, food in focus n/a n/a  

        

Video People, Activity n/a n/a Black & White n/a n/a  

Photo n/a Yes n/a nature n/a n/a 
 

        

Video People, Activity Yes Yes Training facilities n/a n/a 
 

       
 

Video People, Activity n/a n/a Outdoor training facilities n/a n/a 
 

        

Photo Captioned photo Yes n/a dark colors, embedded text in n/a n/a  

focus  

       

Photo Food n/a n/a Light color, food in focus n/a n/a 
 

        

Photo Captioned photo Yes n/a dark colors, embedded text in n/a n/a  

focus  

       

Photo Captioned photo Yes n/a White background, quote text n/a n/a  

black  

       

Photo People, Activity Yes n/a Dark colors, person in focus n/a n/a 
 

       
 

Photo People, Activity Yes n/a Training facilities n/a n/a 
 

        

Photo People, Activity Yes n/a Training facilities n/a n/a 
 

       
 

Photo People, Activity Yes n/a Outdoor training facilities n/a n/a  

        

Photo People, Activity n/a n/a Training facilities n/a n/a  

        

Photo People, Activity n/a n/a Training facilities n/a n/a  

        

Photo People Yes n/a Black & White n/a n/a  

       
 

Photo People, Activity n/a n/a Training facilities n/a n/a  

Video People, Activity n/a n/a Training facilities n/a n/a  

        

Celebrity/Influencer Number of likes Number of comments Number of views (only videos) 
n/a 265 1 n/a 

    

Influencer 1,026 4 n/a 
Influencer 464 0 n/a 

    

Influencer 1,077 6 n/a 
    

Influencer 625 0 n/a 
    

Influencer 907 4 n/a 
    

Influencer 617 0 n/a 
    

Celebrity 498 6 9,004 
    

n/a 404 3 n/a 
    

n/a 343 2 n/a 
    

Influencer 792 1 n/a 
    

Influencers 523 1 n/a 
    

Influencer 815 4 n/a 
    

Influencer 1,169 1 n/a 
    

Influencer 662 6 n/a 
    

Influencer 623 1 n/a 
    

n/a 552 4 n/a 
    

Influencer 459 3 4,709 
    

n/a 307 0 n/a 
    

Influencer 692 3 n/a 
    

n/a 692 3 n/a 
    

Influencers 921 7 n/a 
    

n/a 452 9 n/a 
    

Influencer 343 6 3,871 
    

n/a 359 7 n/a 
    

Influencer 572 5 6,315 
    

n/a 388 1 n/a 
    

Influencer 635 3 n/a 
    

n/a 327 12 n/a 
    

Influencer 400 1 n/a 
    

n/a 696 3 n/a 
    

n/a 359 2 n/a 
    

Influencer 422 5 4,854 
    

n/a 398 13 n/a 
    

Influencer 646 3 n/a 
    

n/a 695 13 n/a 
n/a 230 1 n/a 

    

Influencer 575 16 5,922 
    

n/a 669 3 n/a 
    

Influencer 522 1 n/a 
    

n/a 574 2 n/a 
    

n/a 290 15 n/a 
    

n/a 331 5 n/a 
    

Influencer 525 0 n/a 
    

n/a 371 4 n/a 
    

Influencer 582 6 6,454 
    

n/a 611 5 n/a 
n/a 750 2 n/a 

    

n/a 412 23 n/a 
    

n/a 641 31 n/a 
    

Influencer 498 0 n/a 
    

n/a 410 9 n/a 
    

Influencer 1,193 27 13,200 
n/a 253 6 n/a 

    

n/a 319 4 n/a 
    

Influencer 476 22 8,274 
    

n/a 383 16 n/a 
    

Influencer 795 2 n/a 
    

n/a 374 3 n/a 
    

n/a 514 0 n/a 
    

Influencer 580 25 10,000 
n/a 541 1 n/a 

    

n/a 328 2 n/a 
    

n/a 400 8 n/a 
    

Influencer 490 0 n/a 
    

Influencer 385 5 4,360 
    

n/a 684 17 n/a 
    

Influencer 491 0 n/a 
    

n/a 275 68 n/a 
    

n/a 531 7 n/a 
    

n/a 862 9 n/a 
    

n/a 481 0 n/a 
    

n/a 312 3 n/a 
    

n/a 348 2 n/a 
    

Influencer 957 10 11,400 
    

n/a 422 12 n/a 
    

n/a 377 22 n/a 
    

Influencer 683 8 6,872 
    

n/a 1,003 40 n/a 
    

Influencer 1,262 9 n/a 
n/a 550 2 n/a 

    

Influencer 518 15 n/a 
    

n/a 523 2 n/a 
    

Influencer 381 2 3,513 
n/a 324 3 n/a 

    

Influencers 523 0 3,867 
    

Influencer 397 0 4,484 
    

n/a 333 4 n/a 
    

n/a 947 6 n/a 
    

n/a 528 14 n/a 
    

n/a 558 12 n/a 
    

Influencer 770 3 n/a 
    

Influencer 698 2 n/a 
    

Influencer 543 0 n/a 
    

Influencer 703 2 n/a 
    

n/a 580 1 n/a 
    

Influencer 740 1 n/a 
    

Influencer 550  0 n/a 

    

Influencer 850  3 n/a 

Influencer 694  8 5,250  
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Appendix 7 – Top 30 
brands on Instagram  

 

 
 

 
 

Source: Iconosquare Index 
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Appendix 8 – Skype Interview Transcript  
 
 

Skype interview Transcript  
Holly Willis, Global Digital Marketing Manager 

 

The interview was held on Skype on Thursday 31 March. The interview lasted approximately 30 minutes.  

 

 

Q1: PurePharma was founded in Denmark in 2009, one year before the launch of Instagram. Today, 

Instagram seems to be an essential part of PurePharma’s marketing and branding activity. Around what time 

did you start using it consistently for these purposes?  

 

Like many small brands and start-ups the Instagram account was started by one of the founders. Back then 

the main focus was on showing the progression of the company and what was going on behind the scenes.   

 

By Mid 2013 – it became more important. Not just Instagram, but whole social media in general. It was run 

by inters, and the company was still experimenting with Social Media to figure out what works and what 

not. Holly Willis joined in the end of 2013 as Social Media Manager. Since then always someone 

responsible for managing Social Media.  

 

Q2: During approximately the first year of PurePharma’s Instagram account, the focus seems to have been 

on everyday things, quite personal and unstructured/unplanned content both in terms of captions, hashtags 

and use of filters. Thereafter, the focus shifted towards more centrered around motivational quotes, pictures 

of people working out and more professional images of the PurePharma products.  

Ever since, PurePharma’s Instagram account has moved towards more and more professional and 

“corporate”. Considering this, how do you manage what is uploaded to your account? Do you have a pre-

planned set of images, quotes, hashtags, etc., or is the person(s) responsible for the account also responsible 

for making up these things on a continuous basis? 

 

It has changed a lot over the years. We have a Social Media coordinator – very important part of the 

marketing. 2-3 years ago Social Media used to be the only marketing PurePharma did. 

 

Right now, there is a Social Media coordinator coming up with the content and planning it, working closely 

with design team (both in-house and some outsourced resources). The Social Media Coordinator is not a 

designer – she comes up with concepts and ideas and then the design team makes that come alive.  

 

We work with Content pillars – five topics we focus on. That brings structure in what we cover, which 

hashtags we use, which quotes we use, etc. Also, Purepharma has a very strong brand story, vision and 

mission – this has helped a lot as well. We have a very talented marketing employee with a lot of experience 

within branding who has helped defining what the Purepharma brand really is.  

 

 

Q3: Having gone through all uploads on the Instagram account, the feeling that I personally get is 

motivational, health/lifestyle consciousness, inspirational. What is the core message that you wish to 

communicate through this channel? And what is the main purpose?  

 

The core message is essentially the same as the company’s core message: inspire and help people to live 

healthier. We focus on motivation and education, and we do that around topics like fitness, nutrition and 

holistic wellbeing.  
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In terms of the main purpose – the classic great debate of social media, we have different purposes for 

different channels and it comes down to a combination of branding, acquisition customers and engaging 

with the current ones.  

 

Q4: By browsing your company webpage, you seem to be present on other Social Medias as well (Twitter, 

Facebook, Google+). How does your activity on Instagram differ from the other the social media platforms 

where you are active? Is that a conscious decision or rather a result of the difference in the social media 

platforms’ functions and use? 

 

We have a different purpose on different platforms: 

Facebook = focused on acquisition, driving traffic and conversion.  

Instagram = Brand engagement and awareness. 

Twitter = mostly for customer service and engagement. 

YouTube = video content. Engagement and brand awareness.  

 

Q5: How do you measure the success of your Instagram posts? 

 

Unfortunately, Instagram doesn’t offer any native analytics. We use a service called IconoSquare, which 

gives us a little more information, primarily in Track engagement = combine total likes and comments.  

 

We look at the quantity of the likes and comments, but also the quality = hard to put into e.g. a spreadsheet 

but definitely something we see a difference in; some posts drive a lot of positive and thoughtful comments, 

while other content might drive a lot of comments but the quality is something completely different.  

 

Track new and loosed followers on a day-to-day basis to be able to correlate with out own posts or our 

ambassadors. We also, since recently, track traffic as well.  

 

It is really a concern that Instagram doesn’t offer any native analytics and Instagram is closed off with their 

API’s, which means that there are not many services out there that can scrape and provide that for you. I 

believe that is something will change now that they have been acquired by Facebook. Personally as a 

marketer, I’m very much looking forward to it. 

 

 

 

 

 

 

Q6: Many companies collaborate with influencers and celebrities to spread their marketing in multiple 

channels simultaneously. Is PurePharma doing so as well?  

If yes: how do you measure and evaluate these partnerships?  

 

We have an Ambassador program and a Sponsored athlete program. About 25-30 ambassadors globally, 

and contracts are heavily based on their Social Media activity. This is a key part of our strategy. It’s handled 

by our PR and Ambassador manager, and not by the Social media coordinator.  

 

We look at the posts they do, number of posts, engagement on their Purepharma posts, tracks their reach. 

They are required to do a certain amount of social posts per month.  

 

More recently, we have run some campaigns with them; we have run sweepstakes to give away products 

both on their social media and with a linked page where people have to sign up. Hence, we are always trying 

to find new ways to tap in to their unique following. The contracts run 1-2 years normally.   
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Q7: How do you keep track of trends on Instagram? How do you ensure that the content you upload is 

relevant to your target audience? 

 

The first and important is that we are all active social media users. The founders have done good job saying 

that we all need to be part of the marketing department. Decisions not up to one single person, but a 

collaborative team effort. 

Social Media coordinator spends a lot of time using Iconosquare (very similar to Instagram – not as many 

unique features, but more analytics). Looking back at posts to assess what worked, what didn’t, how to 

replicate success, etc. Using that information to plan ahead.  

 

However, the data is still very limited on Instagram and the only thing we really can use is the engagement 

on the different posts.  

 

Q8: A recent feature on Instagram is targeted/sponsored ads to get access to users’ Instagram feeds. Is 

PurePharma doing sponsored Instagram ads as well?  

 How long have you been doing it for, and how has the outcome been? 

 

We were given access in November 2015. Started out by testing a video with a top crossfit athlete. Targeted 

people interested in crossfit in the US within the target age group. We had a link ‘watch more’  not very 

successful. However, a very good interest of the video itself; Increase of followers while it was running, 

Cost per view was very good, “Impressions are display ads”. 

 

I was looking at other companies’ case studies to get inspiration to new campaigns. A case example of Ben 

& Jerry’s worked very well for Purepharma. Have also tested things that didn’t work well for Purepharma.  

 

Another interesting case study: 

In January 2016 we were running a health challenge. People would receive one e-mail a day with tips. Ads 

both on Facebook and Instagram. We tracked cost-per-click. Assumed that Facebook would perform better – 

but it turned out that Instagram was performing much better, which was really surprising. Both cost per click 

and conversion rate on the page itself. Therefore, flipped the budget and put most of it on Instagram 

ultimately.  

 

Another time try a similar thing but got a very different result. Maybe because the algorithms are not really 

set. It is still a testing approach – We have seen success and will definitely continue testing it.  

 

Next up, we will start trying some real marketing ads on Instagram, which they just recently unlocked. 

That will be interesting to track.  

 

Q9: Do you benchmark to other companies? 

 

Follows Facebook marketing and Facebook Business, that put up some very cool case studies (although I 

believe the case studies are kind of exaggerated sometimes). It offers a lot of inspiration. 

 

Three major competitors: w track them and their public information weekly.  

 

Q10: What would you look at in order to compare posts and evaluate best practice on Instagram? 

 

Engagement with the posts itself. Then I would study the post more in detail: what was it that attracted 

engagement? What was the hashtags? Did we use many hashtags or a few?  
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Appendix 9 – Telephone Interview Transcript  
 

 

Telephone interview transcript 
Anders Colding-Jørgensen 

 
The interview took place over the phone on the 30

th
 of March 2016. The interview was approximately 20 

minutes long. 

 

Trends 

People are not as afraid of not being anonymous than they used to be. It relates to a concept called 

habituated; once you have been exposed to something several times, your nervous system will be lowered. 

You become accustomed of being public.   

 

People exposed to danger/dying when taking selfies. How can this behaviour be rationalized? 

Taking a funny and dangerous selfie is very attractive to a lot of people. However, imagine you have two 

types of people. 

A) People who are very interested in taking such a selfie, and are drawn to do so because of a purpose, 

e.g. getting as many likes as possible. Nevertheless, before taking a risk these people evaluate the 

risk appropriately, which then holds them back from danger.  

B) Then there are individuals who are very similar the individuals in category A. The difference is that 

these people do not evaluate the risk beforehand. The reason for not doing so can be e.g. lack of 

experience, youth. It can also be a personality trait – some people simply don’t care about risks.  

 

No matter what, it is important to highlight that social media didn’t invent this behaviour! People have 

always been willing to take on danger to impress people. Being popular is and has always been a good 

feeling. Again, this is not something that social media has invented. However, social media has changed the 

situation because now you can get a very broad spread and tons of likes instantly, instead of only impressing 

a few individuals at a time. Hence, the social reward and exposure is much higher than ever before! 

 

Instagram’s future 

Nothing is here forever! It is very difficult to say what will happen. Personal, uneducated opinion: “if it will 

behave like most social medias, it will be there for a few years and will thereafter either change or be 

replaced by something else” 

 

Regarding Alexander Bard’s argument: “How does he know that? How can he say that? Very evangelistic 

argumentation.” 

 

Companies’ situation on social media 

We’re dealing with a cognitive bottleneck. It means, people have limited attention and time to dedicate to 

posts and ads on social media. This essentially means that only a few firms will be seen, whilst the rest 

simply will be overlooked.  

 

Further, this means that firms that know how to attract people’s attention at an early stage will win. On top 

of that, it is essential that firms have a simple understanding of how their activities are perceived by users. 

Generally, it is advisable to seek to create content that says a lot without creating a cognitive overload. Most 

important is it on the more complex platforms, e.g. Facebook, given the wide variety of image, text, ads, etc. 

that might change the perception of the message.  

 

Information flow on social media 

Once argued that people won’t find it unless people share it. However, that is not entirely true. In fact, many 

things will find you instead.  
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Still, many things are still found through sharing. Let’s say you post a status on Facebook asking for a 

plumber. It is quite likely that you will find one – however it is not certain whether it is a good one or not.  
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Appendix 10 – Interview Transcript (Academic)  

 
Interview transcript (Academic) 

Zeshan Ali Jaffari 
 

This interview was held with PhD Fellow Zeshan Ali Jaffari in March 2016. The interview lasted 

approximately 40 minutes and took place in person at Mr. Jaffari’s office in central Copenhagen. 

 

 

1. In your paper "Dimensions of social business: A systematic literature review and social business 

cycle" you state that the increasing adoption, use and impact of social media in organizational 

settings is resulting in a new kind of business paradigm termed as “Social Business” (Vatrapu, 

2013). 

a. Could you elaborate on this business paradigm? What does it mean for organizations? 

 

In summary, all of the sudden you have access to an entirely new market and business domain. Your ability 

to do business with immense amounts of people for no or very low costs 24/7 is huge. Social Business is 

when an organization uses social media for strategic goals. 

 

2. Linked to “Social Business”, you propose a social business cycle.  

a. Could you elaborate on this? 

b. How can organizations make use of this social business cycle to alter and improve their 

activity on social media AND more importantly, on Instagram? 

 

3. One of research fields is Social Media Management. This is an interesting topic that seems to have 

become increasingly important for firms over the last couple of years thanks to Facebook, Twitter 

and more recently Instagram. In the paper Current challenges in social media management, you 

write that usage of Social media has started to move from early, experimental stage to a more mature 

incorporation to businesses.   

a. How can firms ensure that they have a good and solid structure in place? 

 

The structure relates to two things; organizational structure and technical structure. Basically, the big 

challenge to tackle is to decide who is going to control and maintain the structure. Normally, it is young 

people. For them, the challenge is to be able to explain the importance of social media to a C-level guy so he 

gets it. Furthermore, another challenge relates to the technical structure – do we actually have a technical 

knowledge and system in place to be able to deliver what we want? 

 

b. What are the most essential aspects of good SMM? 

 

The right processes being defined. If you have disaster recovery plan – are you prepared for it? If you have 

the right SM communication policy in place? Are these policies unified? Another thing is: how are you 

going to do it? Use a tool? What kind of tool? If you have the right answers, your processes are likely to be 

doing well.  

 

There is a fight between e.g. PR/Marketing/communication and the rest of the organization. More or less 

solved with pure social media departments. It has created a new problem: the rest of the organization does 

not think that they have to deal with SM anymore. This has created the problem of “silos”. 

 

 Optimal are organizations where Social Media is part of everyone’s business. 

 

4. My Master’s Thesis is focusing on Instagram. Still today, Instagram does not offer any sophisticated 

tools to measure and analyse your activity.  
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a. How would you, based on your academic knowledge, recommend organizations to work with 

this social media channel?  

 

I cannot give you an academic, but a professional answer to your question. Basically, there are two things 

that are relevant for almost all channels: Firstly, organic = everything you do without paying, Money = ads.  

 

Instagram doesn’t give analytics. Personally I don’t think they will ever give it away for free – they want to 

sell it. But their infrastructure might not be in place. However, Instagram providers an application program 

interface (API). 

 

b. Holly Willis at PurePharma explained that there are no sophisticated tools available to track 

success on Instagram. How would you say that they can measure their activity in spite of the 

lack of sophisticated tools? 

 

Probably the problem is that she does not know about the tools. It reflects back to the cycle – they might not 

have the right knowledge or training in place. But it goes back again to the processes. If you define your 

KPI’s to be likes or comments from the beginning, that’s fine.  

 

5. In Current challenges in social media management, you state that most companies regard social 

media as an “add on” to the traditional marketing/branding activities and is hence planned according 

to this. You mention that you don’t believe this to be the optimal way of doing business.  

a. What do you believe to be a better solution? 

 

2-3 years ago, what I meant is that they do not really take it seriously. The optimal is if everyone works as a 

combined unit and not in silos. The message of traditional media on e.g. TV should have the same message 

like on e.g. FB.  

 whole marketing ECO system 

 

6. Regarding the future, how do you believe social business/social media management will evolve? 

What will we see more of? What will decrease? 

 

With empirical data, some things are on top on my mind: 

 budget = increased by 300% 

 team structure, etc. 

 

a. Do you think organizations will seek to be present on a wide array of social media platforms, 

or chose a few to allocate their resources more efficiently? 

 

In theory, you should start with few. But to answer the question, companies will try to be present on many 

platforms. If it makes sense to you and your organization, you should be there.  

 

It comes down to the perception phase again – in your evaluation you should see what you gain or loose. 

Also, it has to do with resources.  

 

b. How can organizations prepare for the changes of the future? 

 

- Plan ahead – have some kind of process, framework or cycle that you follow. 

- Be cautious – the negative reactions are far more dangerous than positive. 

- You need to be responsible – and that requires the right processes or frameworks. 
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Appendix 11.1 – Analysis 
Findings (Nike)  
 
 

Text Caption: 

 Brand name 

o Nike: 13 

o Nike.com: 7 

o Nike football: 

3 

o Nike 

Sportswear: 3 

o Nike Training: 

2 

o Nike Running: 

2 

o Nike Woman: 2 

o Nike Court: 2 

o Nike NYC: 2 

o Nike Young 

Athletes: 1 

o Nike Sverige: 1 

o Nike London: 1 

o Nike Academy: 

1 

o Nike+ NYC: 1 

 

 Hashtags: 

o #Justdoit: 35 

o #airmax: 5 

o #airmaxday: 3 

o #alwaysbelieve: 

2 

o #LunarEpic: 2 

o #Hypervenom: 

2 

o #Nomaybes: 2 

o #Sparkbrillianc

e: 1 

o #mambaday: 1 

o #nikefree: 1 

o #Nikeplus: 1 

o #BringYourGa

me: 1 

o #ACG: 1 

o #Werunsf: 1 

o #NRC: 1 

o #stealtheshow: 

1 

o #NikeCourt: 1 

o #SoFast: 1 

o #askwhatif: 1 

o #goskateboardi

ngday: 1 

o #niketoronto: 1 

o #betterforit: 1 

o #earthday: 1 

o #NTC: 1 

 

 Product name: 

o Air Max: 7 

o Aeroswift 

Technology: 2 

o Nike+ Training 

Club app: 2 

o Nike 

HyperAdapt 

1.0: 2 

o Nike LunarEpic 

Flyknit: 2 

o NJR x 

JORDAN 

Collaboration: 1 

o Nike Free: 1 

o Nike Vapor Kit: 

1 

o Nike VaporMax 

Flyknit: 1 

o Nike Air 

VaporMax 

Flyknit: 1 

o Nike Air Zoom 

KD9: 1 

o Nike Zoom 

Superfly 

Flyknit: 1 

o Nike Mercurial 

Superfly V: 1 

o Nike Mercurial: 

1 

o Nike Plus: 1 

o SNKRS 

XPRESS: 1 

o Nike SNKRS 

Station: 1 

o Margot vs. Lily: 

1 

o Hypervenom: 1 

o Hypervenom 

Liquid 

Diamond: 1 

o All Conditions 

Gear: 1 

o Marathon: 1 

o Mercurial 

Superfly: 1 

o Mercurial 

Superfly V: 1 

o Nike Women's 

15k: 1 

o Nike Academy: 

1 

o Nike+ NYC: 1 

 

 Content: 

o Motivational: 

66 

o Product/Servic

e: 24 

o Celebrity/Cele

brities: 17 

o Entertaining: 3 

o Promotional: 3 

o Inspirational: 2 

o Nike Shoes: 1 

o Nike Vapor Kit: 

1 

o Event: 1 

 

 Call to action: 

o “Follow the 

link”: 30 

o “Download the 

app”: 2 

o “Just do it”: 2 

o  “Tag your 

other half”: 1 

o “Share your 

air”: 1 

o “Catch up”: 1 

o “Find 

motivation”: 1 

o “Wear your 

air”: 1 

o “Available on 

Nike.com”: 1 

o “Make a 

checklist”: 1 

 

 Season/Holiday: 

o Air Max Day: 5 

o Football Euro 

Winners 2016: 

1 

o 3.16.16: 1 

o Berlin 

Marathon: 1 
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o Go 

Skateboarding 

Day: 1 

o Nike Woman’s 

15 k: 1 

o Earth Day: 1 

 

Visuals: 

 Type of visual: 

o Photo: 68  

o Video: 32 

 

 Category (Hu et al, 

2014): 

o People: 75 

o Activity: 29 

o Gadgets: 29 

o Fashion: 27 

o Food: 2 

o Captioned 

Photo: 1 

o Pet: 0 

o Selfie: 0 

 

 Brand name (in visual): 

o 11 / 100 

 

 Brand logo (in visual): 

o 65 / 100 

 

 Colour: 

o Light colours 

with colourful 

items: 19 

o Dark colours: 

17 

o Training 

facilities: 17 

o Winter 

landscape: 9 

o Colourful: 7 

o Nature: 7 

o Black and 

white: 4 

o Autumn 

landscape: 3 

o Football pitch: 

3 

o Running tracks: 

2 

o Colourful 

shoes: 2 

o Tennis court: 2 

o Sports 

environment: 1 

o Sport bar: 1 

o Gold: 1 

o Industrial: 1 

o French flag 

colours: 1 

o Brazil flag 

colours: 1 

o US flag colours: 

1 

o Semi-dark 

colours: 1 

o Semi-light 

colours: 1 

o Green: 1 

o Sunset: 1 

 

 Products: 

o Shoe (random): 

12 

o Air Max shoes: 

7 

o Football 

clothes: 5 

o Running 

clothes: 4 

o Training 

clothes: 2 

o Football shoes: 

2 

o Shoe 

accessories: 2 

o Football 

dresses: 1 

o Tennis related: 

1 

o Nike App: 1 

o Nike jumping 

rope: 1 

o Nike leisure: 1 

o Training shoes: 

1 

o Nike Free 

shoes: 1 

o Running shoes: 

1 

o Nike Plus: 1 

o All Conditions 

Wear: 1 

o Running top: 1 

 

 Season/Holiday: 

o Air Max Day: 5 

o Football Euro 

Winners 2016: 

1 

o 3.16.16.: 1 

o Berlin 

Marathon: 1 

o Nike Women’s 

15 k: 1 

o Earth day: 1 

 

Extra: 

 Celebrity: 

o 33 / 100 

 Likes (high): 

o Post 1 (video, 

celebrities/influ

encers, CTA = 

tag) [639,000 

likes] 

o Post 3 (Photo, 

Football Euro 

Winners 2016) 

[870,000 likes] 

o Post 9 (Photo, 

Basket ball 

winner, legend, 

celebrity/influe

ncer) [764,000 

likes] 

o Post 13 (Photo, 

New 

collaboration 

collection, 

celebrities/influ

encers) 

[647,000 likes] 

o Post 14 (Photo, 

Kobe Bryant, 

Basketball 

legend, 

celebrity/influe

ncer) [836,000 

likes] 

o Post 44 (Photo, 

Nike shoes 

waffles, Fun 

and different 

content, catchy 

caption) 

[953,000 likes] 

o Post 76 (Video, 

Nike SNKRS 
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station, NYC) 

[561,000 likes] 

 

2 / 7 video 

 

 Likes (low): 

o Post 5 (Video, 

Ashton Eaton, 

follow link) 

[268,000 likes] 

o Post 6 (Video, 

Nike+ Training 

Club App 

promo) 

[253,000 likes] 

o Post 7 (Video, 

Allyson, link in 

bio) [266,000 

likes] 

o Post 8 (Video, 

Shelly-Ann 

Fraser-Pryce, 

link in bio) 

[268,000 likes] 

o Post 26 (Video, 

Shoelace, link 

in bio) [255,000 

likes] 

o Post 27 (Video, 

Anti-clog 

traction, link in 

bio) [232,000 

likes] 

 

6 / 6 video 

 

 Comments (high): 

o Post 10 (Video, 

motivational, 

entertaining, 

#alwaysbelieve) 

o Post 13 (Photo, 

New 

collaboration 

collection, 

celebrities/influ

encers) 

o Post 18 (Video, 

Air Max shoes, 

“share your 

Air”) 

o Post 24 (Photo, 

Introducing 

new football 

shoe, Click the 

link) 

o Post 28 (Photo, 

Introducing 

new Nike Air 

shoe, click on 

link) 

o Post 29 (Photo, 

introducing new 

Nike 

HyperAdapt 

shoe, click on 

link) 

o Post 30 (Photo, 

introducing new 

Nike Zoom 

shoe, click on 

link) 

o Post 32 (Photo, 

gold colour, 

cryptic date 

message, refers 

to nike.com) 

o Post 39 (Photo, 

Celebrities, 

Basketball 

players, 

#bringyourgam

e) 

o Post 44 (Photo, 

Nike shoes 

waffles, Fun 

and different 

content, catchy 

caption 

o Post 67 (Video, 

Air Max day, 

Colourful shoes 

in different 

locations 

globally) 

o Post 68 (Video, 

Air Max day, 

Nike SNKRS 

station NYC)  

o Post 70 (Video, 

Air Max Zero, 

New shoe 

model, 

Available 22 

March on 

nike.com 

worldwide) 

o Post 71 (Video, 

“the one before 

the 1”, 

#Airmax) 

o Post 76 (Video, 

Nike SNKRS 

station, NYC) 

 

7 / 15 video (Air Max videos 

very successful) 

 

 Comments (low): 

o Post 5 (Video, 

Ashton Eaton, 

follow link) 

[657 comments] 

o Post 7 (Video, 

Allyson, link in 

bio) [853 

comments] 

o Post 8 (Video, 

Shelly-Ann 

Fraser-Pryce, 

link in bio) [654 

comments] 

o Post 12 (Video, 

Mo Farah, Link 

in bio) [980 

comments] 

o Post 56 (Photo, 

Women’s 15 k 

run, 

#niketoronto) 

[732 comments] 

o Post 93 (Photo, 

resolutions, A 

success story, 

Nike+ NYC) 

[909 comments] 

 

General: 

 All celebrities = 

athletes. Probably 

endorsement / 

collaborations. 

 Nike A LOT of videos 

– especially during the 

last couple of months. 

Still low engagement 

compared to still 
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photos. Why? And why 

this change in strategy? 

 Nike doesn’t really use 

its brand name. In the 

caption, it makes sense 

since the account name 

IS in fact Nike.  
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Appendix 11.2 – Analysis 
Findings (Levi’s)  
 
 
Text Caption: 

 Brand name: 

o Levi’s 

Commuter: 7 

o Levi’s Kids: 5 

o Levi’s Made 

and Crafted: 4  

o Levi’s Vintage 

Clothing: 4 

o Levi’s 

Skateboarding: 

3 

o Levi’s: 2 

o Levi’s x Harvey 

Milk: 1 

 

 Hashtags: 

o #LiveInLevis: 

36 

o #501: 10 

o #LadiesInLevis: 

8 

o #LevisKids: 6 

o #Pride: 5 

o #ASG: 4 

o #HarveyMilk: 3 

o #Levis: 3 

o #TBT: 3 

o #regram: 2 

o #LOLAWOLF: 

1 

o #VETEMENTS

xLEVIS: 1 

o #PFW: 1 

o #100Cheeks: 1 

o #Firstdayofsum

mer: 1 

o #Fathersday: 1 

o #OrangeFriday: 

1 

o #NationalBestF

riendDay: 1 

o #Commuter: 1 

o #HappyMothers

Day: 1 

o #LevisGivesBa

ck: 1 

o #501Day: 1 

 

 Product name: 

o 501 Jeans: 13 

o 505C: 7 

o MLB 

Collection 

Trucker Jacket: 

3 

o Levi’s x Harvey 

Milk 

Collection: 2 

o 2-pack tees: 2 

o Country tee: 1  

o Levi’s 

Commuter: 1 

o Jeans with 

vintage-inspired 

embroidery: 1 

o Trucker jacket: 

1 

o 711 jeans: 1 

o Limited edition 

New Era caps: 

1 

o 1960’s tee: 1 

o VETEMENTS 

x LEVI’S 

Spring 2017: 1 

o 501 shorts: 1 

o Levi’s 

Commuter 511 

Jean: 1 

o LVC Sawtooth 

Shirt: 1 

o Premium Fleece 

Shorts: 1 

o Levi’s 

Commuter 

Gear: 1 

o LVC Shorthorn 

Shirt: 1 

o Levi’s 

Commuter 

shorts: 1 

o 2016 

Collection: 1 

o Levi’s Made 

and Crafted 

Denim: 1 

o Levi’s 

Commuter 

Long Sleeve 

Raglan Jacket: 

1 

o LVC 

Collection: 1 

o Free basic bike 

tune-up: 1 

o Levi’s 

Commuter 

Trucker: 1 

o Levi’s made 

and crafted 

leather moto 

jacket: 1 

o Gender-neutral 

2016 Pride 

Collection: 1 

o Levi’s 

skateboarding 

511: 1 

o Customized 

trucker jacket: 1 

o Customized 501 

jeans: 1 

o Levi’s 

commuter tank: 

1 

 

 Content: 

o Inspirational: 

87 

o Product: 25 

o Info: 15 

o Product launch: 

8 

o Event: 3 

o Competition: 2 

o Product: 1 

o Discount code: 

1 

o Entertaining: 1 

 

 Call to action: 

o “Shop them at 

link/at the 

sale”: 17 

o  “Follow/check 

the link”: 12 

o “Check out 

Levi’s 

Skateboarding 

…”: 3 

o  “Tune in 

tomorrow”: 1 

o “Stop by Levi’s 

Airstream”: 1 
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o  “Comment 

below”: 1 

o “Get ready for 

Pride month”: 1 

o “Watch and 

learn”: 1 

o “Use code and 

get discount..”: 

1 

 

 Season/Holiday: 

o Pride festival: 

3 

o Sale season: 1 

o Back-to-school 

season: 1 

o Harvey Milk 

Day: 1 

o Father’s day: 1 

o Orange Friday: 

1 

o Community 

day: 1 

o 501 day: 1 

 

Visuals: 

 Type of visual: 

o Photo: 93 / 100 

o Video: 7 / 100 

 

 Category (Hu et al, 

2014): 

o Fashion: 85 

o People: 58 

o Gadgets: 6 

o Activity: 2 

o Food: 0 

o Captioned 

Photo: 0 

o Pet: 0 

o Selfie: 0 

 

 Brand name: 

o 40 / 100 

 Brand logo: 

o 58 / 100 

 

 Colour: 

o Light colours: 

53 

o Dark colours: 

12 

o Semi-dark: 6 

o Semi-light: 6 

o Colourful: 5 

o Light and 

colourful: 4 

o Nature: 4 

o Concert venue: 

3 

o Jeans: 2 

 

 Products: 

o 505C jeans: 6 

o 501 Jeans: 5 

o Customized 

products: 4 

o Harvey Milk 

collection: 4 

o Levi’s 

Commuter 

collection: 3 

o Levi’s neck 

label: 3 

o Levi’s tee: 2 

o MLB Trucker 

jeans jacket: 2 

o 711 Jeans: 1 

o Community day 

tee: 1 

o Country tee: 1 

o 2016 collection 

jeans shorts: 1 

o Fleece shorts: 1 

o Levi’s made 

and crafted 

leather moto 

jacket: 1 

o Levi’s shorts: 1 

 

 

 Season/Holiday: 

o Pride Festival: 2 

o Community 

day: 1 

o Harvey Milk 

Day: 1 

 

Extra: 

 Celebrity/Influencer: 

o 32 / 100 

 

 Likes (High): 

o Post 25 (Photo, 

Kristin 

Sundberg, 

Influencer, nice 

kitchen, sexy, 

#ladiesinlevis) 

[27,100 likes, 

126 comments] 

o Post 27 (Photo, 

Levi’s t-shirt, 

white pic, white 

tee with red 

logo, 

#LiveInLevis) 

[30,700 likes, 

234 comments] 

o Post 48 (Photo 

by Chelsea 

Oland, 

Influencer, 

“Shorts 

season”, 

beautiful colour 

palette) [25,100 

likes, 231 

comments] 

o Post 63 (Photo, 

Kristina Avalos, 

Influencer, pins 

on jeans, light 

colours in back) 

[21,400 likes, 

105 comments] 

o Post 77 (Photo, 

The Vintage 

Twin, 

Influencer, 

Black jeans 

with cherry 

patch, white 

background, 

sexy) [23,000 

likes, 196 

comments] 

 

 Likes (low): 

o Post 16 (Video, 

introducing 

505C jeans, 

“the 70s rock 

jean”, 

#LiveInLevis) 

[6,489 likes] 

o Post 23 (Photo, 

runway, 

introducing 
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VETEMENTSx

LEVIS, black 

jeans dress) 

[6,617 likes] 

o Post 66 (Video, 

Levi’s 

commuter 

trucker meets 

Google 

technology) 

[6,799 likes] 

o Post 71 (Video, 

Master Tailor, 

how to give 

new life to 

jeans tutorial, 

#Liveinlevis) 

[7,278 likes] 

o Post 100 

(Photo, The 

Avett Brothers, 

#LiveInLevis) 

[6,888 likes] 

 

 Comments (high): 

o Post 27 (Photo, 

Levi’s t-shirt, 

white pic, white 

tee with red 

logo, 

#LiveInLevis) 

[30,700 likes, 

234 comments] 

o Post 48 (Photo 

by Chelsea 

Oland, 

Influencer, 

“Shorts 

season”, 

beautiful colour 

palette) [25,100 

likes, 231 

comments] 

o Post 51 (Photo, 

light grey 

background, 

grey tee, Pride 

logo on Harvey 

Milk collection, 

#LiveInLevis) 

[231 comments] 

o Post 77 (Photo, 

The Vintage 

Twin, 

Influencer, 

Black jeans 

with cherry 

patch, white 

background, 

sexy) [23,000 

likes, 196 

comments] 

o Post 91 (Photo, 

501 jeans, 

nature 

background, 

focus on jeans, 

sexy, 

#LiveInLevis) 

[300 comments] 

 

 Comments (Low): 

o Post 8 (Photo, 

505C launch, 

“tune in 

tomorrow”, 

dark colours, 

concert venue) 

[7 comments] 

o Post 37 (Photo, 

Father’s Day, 

People, light 

colours, what 

fathers mean – 

check out in 

bio) [12 

comments] 

o Post 40 (Photo, 

bike, free bike 

tune-up with 

purchase, click 

link in bio) [6 

comments] 

o Post 49 (Photo, 

Levi’s 

Commuter, 

bike, shop at the 

link in bio) [9 

comments] 

o Post 100 

(Photo, The 

Avett Brothers, 

#LiveInLevis) 

[8 comments] 

 

General: 

 Many “celebrities” 

actually Influencers 

e.g. bloggers, 

YouTubers, etc. 

 Feelings are rock n 

roll, sexy, gay-friendly, 

including, rebel 
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Appendix 11.3 – Analysis 
Findings (PurePharma)  
 
 

Text Caption: 

 Brand name: 

o 10 / 100 

 

 Hashtags: 

o #teampurepharma: 33 

o #crossfitgames: 23 

o #crossfitgames2016: 10 

o #goals: 10 

o #gamesbound: 9 

o #purepharma: 9 

o #crossfit: 8 

o #mondaymotivation: 7 

o #strength: 6 

o #foodswapmonday: 6 

o #recovery: 5 

o #balance: 3 

o #cleaneats: 3 

o #activetherapy: 1 

o #avocadolove: 1  

o #beastemode: 1 

o #beastmode: 1 

o #bestday: 1 

o #bibimbap: 1 

o #cacao: 1 

o #celebrate: 1 

o #CFGEventRecord: 1 

o #chooselocal: 1 

o #coconut: 1 

o #creativemeals: 1 

o #creativerecipes: 2 

o #crossfitteens: 3 

o #dairyfree: 1 

o #dedication: 1 

o #delicious: 1 

o #desserts: 1 

o #dosomething: 1 

o #drooling: 1 

o #eatclean: 1 

o #foodfirst: 1 

o #frontsquat: 1 

o #gamesspecial: 1 

o #getoutandplay: 1 

o #getoutside: 1 

o #getoutsidethebox: 2 

o #getready: 2 

o #girlswholift: 2 

o #girlswhorun: 2 

o #giveaway: 1 

o #glutenfree: 1 

o #goforgold: 1 

o #goodmorning: 1 

o #greenfoods: 1 

o #guthealth: 2 

o #gymtime: 1 

o #handstandpushups: 1 

o #happyfourth: 1 

o #hardwork: 3 

o #healing: 1 

o #healthybaking: 1 

o #healthychoices: 2 

o #healthydesserts: 2 

o #healthyeats: 1 

o #healthyfats: 3 

o #healthyfoods: 3 

o #healthyhabits: 3 

o #healthyliving: 1 

o #healthymeals: 3 

o #healthysummer: 1 

o #healthytreats: 2 

o #hearthealth: 1 

o #hydration: 1 

o #Iceland: 1 

o #independenceday: 1 

o #inflammation: 1 

o #inspiration: 1 

o #keepmoving: 1 

o #letsgo: 1 

o #linkinbio: 1 

o #magnesium: 2 

o #makeitcount: 1 

o #makeithappen: 3 

o #mealsmadeasy: 1 

o #mealsmadeeasy: 1 

o #mentalhealth: 1 

o #meridianregionals: 2 

o #microutrients: 1 

o #mindfulness: 1 

o #mobility: 1 

o #movement: 1 

o #naturetherapy: 1 

o #nutrition: 2 

o #olympics2016: 1 

o #omegas: 2 

o #onemoreday: 1 

o #overheadsquat: 1 

o #potential: 1 

o #PR3: 2 

o #probiotics: 3 

o #progress: 1 

o #protein: 4 

o #reachyourpotential: 2 

o #realfood: 2 
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o #relax: 1 

o #release: 1 

o #rest: 1 

o #risingstar: 1 

o #running: 1 

o #runnersofcopenhagen: 1 

o #SB3: 1 

o #shoppinglist: 1 

o #simplesalad: 1 

o #sleep: 1 

o #soproud: 1 

o #spices: 1 

o #startnow: 1 

o #startsomewhere: 2 

o #stretching: 1 

o #strong: 1 

o #strongerforit: 2 

o #strongwomen: 1 

o #sugarfree: 3 

o #summereats: 1 

o #summermeals: 1 

o #sundayfunday: 2 

o #sundayrestday: 1 

o #sundaythoughts: 3 

o #tbt: 1 

o #TBT: 1 

o #teammurph: 1 

o #technique: 1 

o #TGIF: 1 

o #thrusters: 1 

o #training: 2 

o #trainingmode: 1 

o #transformationaltuesday: 1 

o #truth: 1 

o #veggies: 1 

o #warmup: 1 

o #weekendtreats: 1 

o #weightlifting: 1 

o #yoga: 2 

o #yum: 2 

 

 Products: 

o Live Stream: 2 

o M3 pills: 2 

o Supplement: 2 

o Probiotics: 2 

o 4-week meal plan: 1 

o Chocolate: 1 

o Chocolate protein crepes: 1 

o Cold tastings from the new 

cookbook: 1 

o Detox salmon salad: 1 

o Gut-healing golden latte: 1 

o Korean bibimbap: 1 

o Nutty coconut caramel ice 

cream: 1 

o Oats and berries: 1 

o Protein ice cream: 1 

o Protein-chocolate shake: 1 

o Subscription: 1 

o Sugar-free chocolate mousse: 1 

o Summer bowl inspiration: 1 

o Sweet potato toast: 1 

o Sweet potatoes: 1 

o Synbiotics SB3: 1 

o Tastings from our new 

cookbook: 1 

 

 Content: 

o Inspirational: 39 

o Motivational: 17 

o Info: 16 

o Motivational quote: 8 

o Congratulations to the 

crossfit winner: 7 

o Event invitation: 6 

o Product: 6 

o Presentation of PurePharma 

member: 6 

o Competition: 3 

o Congratulations to the athlete 

heading to the 2016 CrossFit 

Games: 2 

o Congratulations to the 

champion: 1 

o Crossfit athlete(s): 3 

o Birthday wishes: 1 

o Photo of the day: 1 

o Special deal: 2 
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 Call to action:  

o “Link (to interview) in bio”: 14 

o “Come by and say hi/try tastings/win products”: 4 

o Who motivates you?/Challenge a friend. /Tag a friend who thinks you can. Tag 

below!”: 3 

o “Are you a turmeric lover? /Ask below./Name a thing that’s in your gym bag. 

Comment below?”: 3 

o  “Follow us on Facebook”: 2 

o “Treat yourself”: 2 

o Subscribe by Thursday”: 2 

o  “How do you take your probiotics?”: 1 

o  “Get free product with all orders”: 1 

o “Watch the video”: 1 

o “Download your free copy”: 1 

o “Show your support”: 1 

o Tap link in bio to download free cookbook”: 1 

o “Are you up for a challenge?”: 1 

o “Thursday plans: chill or challenge?”: 1 

o “Sleep better tonight”: 1 

o “Take the first step”: 1 

o “Start the clock and complete 5 thrusters every minute”: 1 

o “Take the challenge of your life”: 1 

o “Share with a friend”: 1 

o  “Make it happen, start now”: 1 

o “Enjoy recipe”: 1 

o “Take a moment for yourself”: 1 

o “Try this quick and effective outdoor WOD”: 1 

 

 Season/Holiday: 

o Food Swap Friday: 5 

o Independence day: 1 

 

Visuals: 

 Type of visual: 

o Photo: 83 / 100 

o Video: 17 / 100 

 

 Category (Hu et al, 2014): 

o People: 52 

o Activity: 43 

o Food: 32 

o Captioned Photo: 18 

o Gadgets: 2 

o Fashion:  

o Pet: 0 

o Selfie: 0 

 

 Brand name: 
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o 59 / 100 

 Logo: 

o 9 / 100 

 

 Colour: 

o Training facilities: 21 

o Light colours, food in focus: 17 

o Outdoor training facilities: 11 

o White background, quote text in focus: 8 

o Dark colours, food in focus: 7 

o Dark colours, embedded text in focus: 5 

o Dark colours, person in focus: 5 

o Black & White: 4 

o Nature, person in focus: 4 

o White background, food in focus: 4 

o Nature: 3 

o Light colour, sunshine: 2 

o Light colours, outdoor running: 2 

o White background, text black: 2 

o Colourful: 1 

o Dark colours, gadget in focus: 1 

o Light colour, product in focus: 1 

Light colours: 1 

o Semi-dark colours: 1 

 

 Products: 

o Synbiotics SB3: 4 

o Free 4-week summer meal plan: 1 

o M3 pills: 1 

o Magnesium: 1 

o Probiotics: 1 

o Protein ice cream: 1 

o Protein-chocolate shake: 1 

o PurePharma top: 1 

o Tastings from the new cookbook: 1 

 

 Season/holiday: 

o n/a 

 

Extra: 

 Celebrity/Influencer: 

o 48 / 100 

 

 Likes (high): 

o Post 80 (Photo, Brooke Ence, Influencer, strong woman) [1,262 likes] 

o Post 53 (Video, Brooke Ence, Influencer, Weightlifting, strong woman) [1,193 likes, 

27 comments] 

o Post 14 (Photo, Kristin Holte, Influencer, Running, PurePharma top) [1,169 likes] 
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o Post 4 (Photo, Brooke Ence, Influencer, Event invitation, Strong woman) [1,077 

likes] 

o Post 2 (Photo, Brooke Ence, Influencer, With her kid) [1,026 likes] 

 

 

 Likes (low): 

o Post 37 (Photo, protein-chocolate shake, recipe from cookbook, link in bio) [230 

likes] 

o Post 54 (Photo, quinoa recipe, tap link in bio) [253 likes] 

o Post 1 (Photo, motivational quote by Walt Disney) [265 likes] 

o Post 69 (Photo, competition, what’s in your gym bag, tag a friend) [275 likes] 

o Post 42 (Photo, Healthy food swap, popcorn instead of chips, share with a friend) 

[290 likes] 

 

 Comments (high): 

o Post 69 (Photo, competition, what’s in your gym bag, tag a friend) [275 likes, 68 

comments] 

o Post 79 (Photo, captioned photo, info on Magnesium) [40 comments] 

o Post 50 (Photo, sweet potato toast, colourful and appealing pic) [31 comments] 

o Post 53 (Video, Brooke Ence, Influencer, Weightlifting, strong woman) [1,193 likes, 

27 comments] 

o Post 61 (Video, Pam Thorburn, Influencer, balance workout) [25 comments] 

 

 Comments (low): 

o Post 3 (Photo, Congrats to crossfit Teens winner, Angelo dicicco) [zero comments] 

o Post 5 (Photo, Thuri Helgadottir, Influencer, placing third in competition) [zero 

comments] 

o Post 7 (Photo, Scott Panchik, Squat Clean Pyramid score, Go Scott!) [zero 

comments] 

o Post 19 (Photo, Coffee drink, cookbook promo, download through link) [zero 

comments] 

o Post 44 (Photo, Throwback, Kristin Holte, strong woman) [zero comments] 

 

General: 

 PurePharma is using a lot of influencers in their marketing material 

o However, not very famous people compared to world-known celebrities 

 PurePharma very active in responding to questions on their Instagram 
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Appendix 12 – Most successful and unsuccessful posts (Nike)  
 
 

 

 

 
The post (photo) with the highest number of likes and comments (953,000 likes, 18,048 comments) 

Source: Instagram 

 

 
The post (video) with lowest number of likes (232,000 likes) 

Source: Instagram 
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The post (video) with the lowest number of comments (654 comments) 

Source: Instagram 
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Appendix 13 – Most successful and unsuccessful posts (Levi’s)  
 
 

 
The post (photo) with the highest number of likes (30,700 likes) 

Source: Instagram 

 

 
The post (video) with lowest number of likes (6,489 likes) 

Source: Instagram 

Three posts 

among the 

five most 

number of 

likes.  

The post to 

the right 

also starred 

five most 

commented 

posts. 

Source: Instagram 
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The post (photo) with the highest number of comments (300 comments) 

Source: Instagram 

 

  
 

 

 

 

Two out of 

the five least 

number of 

comments (9 

comments – 

left, 6 

comments – 

right)  

Source: 

Instagram 
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Appendix 14 – Most successful and unsuccessful posts (PurePharma)  
 
 

 

 
The post (photo) with the highest number of likes (1,262 likes) 

Source: Instagram 

 

 
The post (video) with lowest number of likes (230 likes) 

Source: Instagram 

 

 



 
 

122 

 
The post (photo) with the highest number of comments (68 comments) 

Source: Instagram 

 

  
 

 

 
One of the posts (photo) with the lowest number of comments (0 comments) 

Source: Instagram 

 

 

 

 


