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EXECUTIVE SUMMARY 
	

	
In recent years, the social platform Instagram has undergone a rapid growth in pop-

ularity. Along with private individuals, companies and brands have embraced the platform 
as a new source of personal branding. On Instagram, cosmetics brands, in particular, have 
benefitted from the platform’s growth. These two industries, cosmetics and social media 
have become very intertwined, and the more recent success of the cosmetics industry can be 
accredited social media – and especially Instagram. The characteristics of social media, 
herein Instagram, allow brands to continuously interact with their customers, which con-
tributes to close customer relationships, consumer engagement and loyalty. Increasing com-
petition in the cosmetics industry requires brands to distinguish themselves through e.g. a 
distinct set of brand values. These become a part of the brands’ “personality”, by which the 
consumer can assess the brands’ compatibility to their personal needs.  

To our knowledge, there are no previous studies regarding cosmetics brands’ value 
communication on Instagram and its implications on current and potential consumers. 
Thus, the current study presents findings of an investigation of six cosmetics brands:  
L’Oréal Paris, Rimmel London, The Body Shop, Kat Von D Beauty, Shiseido and Marc Ja-
cobs Beauty. Our objective is to uncover which and how cosmetics brands’ content should 
be presented in order to reap the benefits of value communication through Instagram.  

The methodological foundation of this thesis consists of two approaches, namely a 
qualitative focus group interview and a supplementary quantitative survey. For the two ap-
proaches we employ a participant demographic consisting of Danish females between the 
ages of 20-30. Furthermore, as a foundation for our research, the thesis reviews literature 
in areas relating to branding, consumer behaviour and visuals in marketing and branding. 

Our findings point to a relationship between consumer preferences, company values 
and the portrayal of these. All three need to be taken into consideration and adjusted ac-
cordingly. Specifically, we find that content involving product usage, current events and the 
brand’s image are the most effective in cosmetics brands’ value communication – especially 
if it is salient throughout the Instagram portrayal. Moreover, we find that cosmetics brands 
can improve the effectiveness of their communication by promoting values concerning eth-
ical considerations, honesty, transparency, luxury and quality.  
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1. INTRODUCTION 
 

In modern marketing communications brand visuals hold a crucial role. However, 
what is even more important, is what meaning these visuals transfer and further, how they 
are perceived by consumers (Borgerson & Shroeder, 2005; Ringberg & Reihlen, 2008).  
Thus, there are two stories behind every brand – the brand generated version and the con-
sumer’s interpreted version. These two stories co-exist, and continuously affect each other. 
A marketer has no direct control over the consumer’s interpretation of the brand, but 
through branding efforts s/he can consciously or unconsciously influence the consumer’s 
perception. On the other hand, consumers’ interpretation of a brand, if voiced and collected, 
can actively shape the future branding endeavours of the brand. This is a trait of today’s 
marketing environment, in which social media prevails. It is here that visuals enter again. 
On social media we are constantly flooded with images – of family, friends, celebrities, deli-
cious meals and cute kittens. However, as of lately, brand images have also entered our social 
media feeds. Images, and other visuals, grab a person’s immediate attention. Nevertheless, 
for brands, they can also be a double-edged sword if the embodied message is misinter-
preted. Consumers’ misinterpretation can result in confusion, loss of current and potential 
customers and even worse cost the brand its trustworthiness. Nowadays, social media con-
stitute a gathering point where – nearly – everyone is present, and brands are recognising 
the potential benefits that lie herein. Therefore, it is essential that brands know how to com-
municate effectively to their target segments. The ultimate aspiration behind branding on 
social media is to enhance customers’ brand loyalty, attract new customers and retain exist-
ing customers. Consumers need to know who a brand is and what it represents. Today, 
brands adopt human characteristics (Gupta, 2013), which are communicated with the intent 
of creating personal relationships with customers. This entails applying values and virtues, 
herein CSR, to their branding strategy and designing the communication thereafter, while 
also keeping the target segment in mind.  

An industry, in which brands are highly reliant on visuals and adopting human char-
acteristics is the cosmetic industry. For the past ten years the cosmetics industry has grown 
tremendously, and within approximately the same time period, social media have gained a 
lot popularity as the market has expanded exponentially, due to the constant development 
and emergence of new platforms and social media software. These two industries; cosmetics 
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and social media, have, in their growth, become very intertwined, and the more recent suc-
cess of the cosmetics industry can also be accredited social media – especially the platform 
Instagram. In fact, it has come to the point where some claim that cosmetics have taken over 
Instagram (Hoffman, 2016). Cosmetic brands’ presence on Instagram is so impactful that it 
seems to create a demand for products, which are specially designed for Instagram-savvy 
consumers and their lifestyles (Chan, 2016). Thus, a completely new style of makeup has 
been born: Insta-makeup. The purpose of this type of make-up is to make the user look flaw-
less on social media, meaning that the make-up looks are very “photo-friendly”. Typical 
characteristics of Insta-makeup include full-coverage products, dramatic looks incorporat-
ing e.g. colourful lips, long fake eye lashes or heavy winged eyeliner. Because of Instagram, 
the cosmetics market has, and still does attract and engage more and more consumers. Like-
wise, Instagram is also benefitting from all their users, who are interested in the blooming 
industry of beauty and colour cosmetics.  

With departure in the information above we argue that Instagram, branding, con-
sumer behaviour and the cosmetics industry are all areas, which are very relevant to inves-
tigate. As these are closely connected, the objective of the current thesis is to research which 
means of branding on Instagram convey cosmetics brands’ values the most from a con-
sumer perspective. In the wording of the research question “means” refers to brands’ Insta-
gram content, how it is presented and perceived. Additionally, brands’ “values” represent a 
collection of key words gathered from the cosmetics brands’ statements regarding mission, 
vision, values and CSR efforts. As a guide to answer the research question, various areas 
need to be covered. Thus, we put forward the following three sub-questions, which will direct 
our investigation.  

 
- What is the significance of promoting brand values in creating an image in the 

cosmetics industry? 
 

- How can branding via social media communication clarify cosmetics compa-
nies’ values? 
 

- How are the chosen cosmetics brands’ branding perceived? 
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1.1 Structure of the thesis  
In the subsequent chapter the methodology, on which our research is founded, will 

be presented. This includes explaining which research methods have been chosen and the 
design thereof. Thereafter, in chapter 3, the six cosmetics brands we have chosen to investi-
gate will be accounted for, and consequently their value-profiles will be presented. In order 
to answer the research question, we need to lay a theoretical foundation, which will serve as 
a contextual basis for our analysis and discussion. The theoretical basis is provided in chap-
ter 4, and covers the areas: branding, visuals in marketing and branding and consumer 
behaviour. What follows next, in chapter 5, is a review of the cosmetics industry, which will 
shed light on the sector investigated in the current thesis. In chapter six, the findings from 
the research will be described, analysed and discussed in relation to the theoretical frame-
work. Then, we conclude on our final results and strive to answer the research question. 
Lastly, limitations of the thesis will be assessed and suggestions for future research will be 
proposed.   
 
 

2. METHODOLOGY 
This chapter will provide insight into the methods used for collecting data for the 

current research. First, we will look into some theoretical aspects of methodology and ex-
plain their implications for the current research. Thereafter, the two focal methodological 
strategies for data collection, focus group interview and survey, will be accounted for and 
explained.   

 
 

2.1 Research philosophy 
Through research philosophy a researcher can demonstrate how s/he understands 

the world. A researcher’s chosen philosophy therefore functions as a basic foundation and 
starting point to how the researcher will investigate and carry out the research (Mayer, 
2015). There exist various research philosophies, and each of these will generate various 
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types of results. However, according to Saunders, Lewis and Thornhill, cited in Mayer 
(2015), there are two major areas within research philosophy that determine the researcher’s 
stance, namely ontology and epistemology. Within ontology, assumptions about the nature 
of reality are considered, herein its form and what can be known about it. Epistemology, on 
the other hand, also takes into consideration assumptions about who can be a knower of the 
nature of reality. In other words, the researcher first has to define how s/he sees the world 
(ontology), and then determine what s/he thinks can be known about it (epistemology) 
(Mayer, 2015). Two major philosophical stances are interpretivism and positivism. Inter-
pretivism dismisses that there is an objective, observable truth, but detains that the world 
can only be understood on an individual, subjective basis. Positivism, on the contrary, is 
concerned with observing the reality in order to gather definite consistencies. Pertaining to 
its belief, in an objective reality comprised of independent entities, we can classify positivism 
into an objectivist orientation, whereas interpretivism falls under a more constructivist ori-
entation, as it relates to reality as a social construction and emphasises the meaning assigned 
to things by individuals (Mayer 2015). As indicated above, there are some fundamental dif-
ferences between the two philosophical stances; positivism and interpretivism. Neverthe-
less, these stances can be linked to methodologies that potentially work well together in 
achieving the overall research goal.    

Previously we referred to certain methodological approaches, through which the phil-
osophical stances are represented. These methodological approaches are more commonly 
known as quantitative and qualitative research. As the wording implies, the quantitative 
approach refers to “quantification in the area of data-collection and analysis” (Mayer 2015, 
p. 56). In other words, it is concerned with the measuring and counting of data in order to 
produce more or less statistical information about the research topic. Thus, the quantitative 
approach is based on assumptions of positivism, as “it embodies a view of social reality as 
an external objective reality” (Mayer, 2015 p. 56). Qualitative research, on the other hand, 
refers to the practice of understanding the way individuals view their own social worlds. This 
implies that the qualitative approach aims at studying a topic in its natural setting, in at-
tempt of interpreting the meaning individuals attach to the research topic. As opposed to 
the quantification of things, the qualitative approach relies on words and the context of the 
research phenomena (Mayer, 2015). Thus, it embodies “a view of social reality as a con-
stantly shifting emergent property of individuals” (Mayer, 2015 p. 57). This goes hand in 
hand with the interpretivist stance, which emphasises a more subjective (constructivist) 
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view on reality. 
However, neither the quantitative nor the qualitative approach is without flaws. Ar-

guably, the quantitative approach can be criticised for its potentially faulty representation 
of reality. It produces statistical information about a topic, and this entails that the infor-
mation is likely to be perceived as objective facts, when in fact the approach only has instru-
mental neutrality. Furthermore, the absence of subjectivity can lead to shortcomings in the 
analysis of the data, as data and figures always need interpretation to fully make sense. The 
qualitative approach also has its pitfalls, which mostly relate to its vast flexibility. This en-
tails that the research can become too open and uncertain in terms of data analysis. Moreo-
ver, as the researcher’s subjectivity directly influences the research, it can be difficult to sep-
arate interpretations from facts.  

We, the authors of this thesis, believe that consumers have varying meanings, feelings 
and opinions about cosmetics brands. As consumers view and interpret cosmetics brands 
through their own eyes, the current thesis is partly founded on the philosophy of construc-
tivism. The scope of the current research is to examine what means of branding on Insta-
gram convey cosmetics brands’ values the most from a consumer perspective. This phrasing 
implies that the authors most likely will be working with a variety of different opinions and 
consumer point-of-views. Thus, one of the objectives will be to step into the individual con-
sumer’s world in order to comprehend her attitudes, perceptions and feelings. This approach 
implies that there will not be a singular observable, objective truth. On the contrary, the 
analysis of the data collected in the qualitative research will depend on a philosophy of in-
terpretivism. To set the stage for an interpretative approach we will conduct a focus group 
interview through which we aspire to gain insight into participants’ opinions about cosmet-
ics brands and their branding on Instagram. Furthermore, attempting to substantiate the 
results of the focus group, we will carry out a survey in order to collect numerical information 
on the subject, aiming at delivering trustworthy facts that can provide a bigger picture of the 
researched topic. The utilisation of a quantitative approach (the survey), alongside the qual-
itative approach (the focus group interview) indicates that the current research aims at col-
lecting some regularities, hence also viewing the matter from a positivistic perspective. 
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2.2 Research approach  
The current research is based on an inductive reasoning. This implies that our re-

search takes its point of departure in observations about the research phenomena. Through 
our methodological approach we wish to identify potential patterns relating to the research 
topic. After the potential patterns have been identified we will be able to develop a tentative 
hypothesis, which can contribute to a generation of theory (Mayer, 2015). By its very nature 
this inductive bottom-up approach is rather exploratory and open-ended. By utilising an 
inductive reasoning our aim is to understand the potential connections and relationships 
between the variables under study rather than to test and confirm clear-cut hypotheses.  
  
 

2.3 Research design 
The current research is composed of a combination of qualitative and quantitative 

methods. By applying a qualitative approach, we hope to gain insight into the participants’ 
worlds: their opinions, thoughts and feelings. The aim is to gather subjective answers and 
themes relating to the research topic. We will therefore employ an exploratory approach, not 
in order to get any definite evidence about the topic but in order to understand it from the 
participants’ perspective. Thus, in order to further uncover the participants’ potential un-
derlying attitudes and motivations for their answers, a lot of open-ended as well as why-
questions are likely to be used. The qualitative approach will give the current research in-
sightful subjective depth. However, in terms of research breadth, such as generalizability 
and statistical “facts”, the qualitative approach does not suffice. The quantitative approach, 
on the other hand, will hopefully deliver some indications on this behalf. In order to achieve 
a quantitative perspective, we will conduct a survey. The survey runs parallel to the qualita-
tive approach, and mainly consists of what-questions as well as 5-point scale questions re-
lating to importance (how important is…) and extent (to what extent…). By probing such 
questions, we aim at producing statistical results. 

The utilisation of both a qualitative and quantitative approach will hopefully coun-
terbalance each method’s individual shortcomings. The combination of these approaches is 
also referred to as methodological triangulation, and its objective is “to enhance and 
demonstrate reliability of research findings” (Mayer, 2015 p. 59). Furthermore, we aspire to 
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attain heightened research validity by probing the questions on potential participants be-
forehand, in order to ensure that they are understood as intended. At the time of writing we 
cannot account for a broad generalizability of the current research, but our intention is to 
examine whether there exists a connection between cosmetics brands’ branding on Insta-
gram, their value profiles and how these translate to the consumers. These variables are ap-
plicable to other scenarios, but in the scope of the current research the particular character-
istics of the connection are only related to specific brands within the cosmetics industry.  
	

	

2.3.1 Qualitative approach 
For the qualitative approach of the research we defined the following simple partici-

pant profile as a sample of the population: female, Danish, age between the ages 20-30. 
Knowing, or having bought products from all the brands under study was not a prerequisite, 
as participants would be asked to respond to the brands’ Instagram posts and not the brand 
itself. We do not believe that knowing the investigated brands is necessary for the partici-
pants to have an opinion on the posts – on the contrary; previous experience with the brands 
might affect their answers, as they could transfer their predetermined opinion of the brand 
to the posts. Thus, all brand related information such as logos, slogans, certain product 
names and other potential brand identifying factors have been blurred in the qualitative ma-
terial (see Appendix 6). One of the reasons we chose to focus only on Danish consumers is 
in attempt of limiting the influence and potential bias an individual’s culture might play in 
a qualitative research. Additionally, only females will be investigated since these are the 
main consumers and target group of cosmetics (Ramshida & Manikandan, 2014; Shapouri, 
2016), and hence we presume that females generally have more formed opinions and atti-
tudes about the branding of cosmetics. Regarding the age-range of the participants, we esti-
mated that 20-30 would be optimal because this age group is likely to be confident and active 
on social media. In terms of recruitment of participants, we, the authors, relied mainly on 
our network of friends, who matched the predetermined participant profile. Before starting 
the qualitative study, the participants’ consent was ensured, as the research was to be rec-
orded on audio (see Appendix 4).  
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2.3.1.1 Focus group interview 
Through a focus group interview, we employ a qualitative approach to our research. 

An argument for why this method is useful for the current research is that it may give a 
unique insight into the interviewees’ life and thoughts. The qualitative research paradigm 
involves collecting qualitative knowledge through ‘normal’ language, in contrast to quanti-
tative measures (Kvale, 2008). Furthermore, qualitative methods are commonly applied in 
order to describe tendencies of a smaller geographical or social area, such as a group of peo-
ple with common interests, a city or a country. They are also useful for creating new hypoth-
eses or theories (Johnson & Christensen, 2014). This is especially relevant for this research, 
in which we seek to uncover a novel, developing research area, which we want to gain further 
insight into while also gathering useful information for companies within the cosmetics in-
dustry.  

Focus groups are composed of a group of participants as well as a moderator. The 
optimal quantity of participants in focus groups are six to twelve but most commonly eight 
subjects are present (Johnson & Christensen, 2014; Business Dictionary, 2017) The role of 
the moderator is to maintain the focus of the discussion and keep it going between the par-
ticipants, using open ended questions (Johnson & Christensen). The purpose of conducting 
a focus group interview is to examine how the participants feel about a topic. Focus groups 
are ideally used to generate impressions of products, brands or other objects of interest. It 
can also be used to acquire general background knowledge about a subject or generate a 
research hypothesis that can be used for further research. A clear benefit of doing focus 
group interviews is the group dynamic. It can influence the data collection positively by cre-
ating an open and accessible environment that both stimulates and supports new thoughts, 
as well as bringing otherwise salient information to the surface. But on the other hand, the 
participants may also engage in hiding or altering of information and use this as a social 
action to connect to other participants if they are insecure about their answer. Thus, the 
group may turn into one of groupthink, hence the moderator should pay attention if sud-
denly all of the participants completely agree on a subject (Wenger-Trayner, 2015). How-
ever, the risk of groupthink is minimized by ensuring security in the group. Yet another risk 
of conducting a focus group interview can realise itself if certain persons dominate the con-
versation, thus hindering everybody from contributing equally. If this problem arises, it is 
the moderator’s job to bring the group back on the right track and encourage everyone to 
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speak their mind (Johnson & Christensen, 2014). 
In order to procure valid findings, it is essential that the interview subjects are repre-

sentative of either all or a limited group of of the customers of the researched industry, in 
this case, the cosmetics industry (Fern, 2011). As the research is being conducted in Den-
mark, we use Danish participants. This is also to avoid bias from different cultures. Moreo-
ver, even though the cosmetics industry has taken a turn towards being more gender-inclu-
sive throughout the past years, it is still our impression that the primary target segment of 
cosmetics brands are females. This is also reinforced by Ramshida & Manikandan (2014) 
who affirm that females consume almost double the amount of cosmetics products com-
pared to males. Thus, the interview participants should be female. Cosmetics are available 
and promoted to people of all ages (Euromonitor, 2013), but the majority of sales of colour 
cosmetics is to customers from 18-34 year olds (Shapouri, 2016). This is confirmed by Ram-
shida & Manikandan (2014). According to their research, the age groups 19-23 and 24-28 
are the most interested in cosmetics, and the ones who buy the most. Therefore, the chosen 
age range for the current research is 20-30 years old. This age range is also relevant since it 
warrants that the participants all know about the social media investigated; Instagram. Also, 
in order to ensure a trusting and comfortable group environment where the participants feel 
that they can speak openly and have an easy-going conversation, using interviewees of ap-
proximately the same age is a good choice. Choosing a group of participants who are all of 
similar age is also beneficial because it narrows the scope of the research and because an-
swers might vary with different ages, due to a change of values, cosmetics usage and buying 
habits as one gets older (N.a., 2008). Moreover, consumers in the 20-30 age group are up 
to date with the recent growth in the number and size of cosmetics brands (Euromonitor, 
2016a, Lopaciuk & Loboda, 2013). Younger consumers are more flexible and adventurous 
than older consumers when it comes to brand and product loyalty, and as they get closer to 
30 years old, they buy increasingly more luxury category products (Euromonitor, 2016b).  
 For our focus group, seven participants were present. The authors had aimed for eight 
participants, but due to certain circumstances all eight participants could not attend. Nev-
ertheless, with seven participants the group was big enough to guarantee various opinions 
and viewpoints and yet small enough to include all participants in a lively discussion. The 
participants were essentially homogenous in terms of lifestyle and background. All were fe-
male, Danish, between 20-30 years old, current university-students, and living in the 
Greater Copenhagen area. This homogeneity contributed to a sense of comfort within the 
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group as well as it encouraged the participants to partake in the discussion and express their 
thoughts openly to the group. Furthermore, the apparent homogeneity positively impacted 
intra-group dynamics and atmosphere, since the participants were able to relate to each 
other. However, our narrow demographics could also mean that our results might not be 
applicable to people of the same age and gender in the rest of the country and with different 
educational backgrounds. Nevertheless, another factor adding to the comfort and efficiency 
of the focus group was the location, in which it took place. We decided to conduct the focus 
group in one of the authors’ home, where food, snacks and drinks were offered. This ensured 
a more relaxed, social atmosphere, which was also quiet enough for our recording devices to 
pick up all of the conversation.  
 We, the authors, took turns in moderating the focus group. We aimed at guiding the 
discussion through a list of predetermined questions (Appendix 2). First, after the introduc-
tory phase, the moderator asked wide questions regarding cosmetics- and Instagram usage, 
which gradually became narrower. By using this funnel approach, we aimed at progressively 
uncovering the participants’ perspectives and getting insight into our research topic. The 
wide questions regarding cosmetics and Instagram were questions such as Do you use make-
up? When, and why? and Do you know Instagram? What do you use it for?. The more 
specific questions in the two categories were questions such as Do you care about cosmetic 
brands’ values? Why/why not? and Does following a cosmetics brand on Instagram give 
you better insight into the brands’ values, in your opinion? The more specific questions did 
not necessarily follow a precise order, but depended on the natural flow of conversation. 
Furthermore, some of our questions were answered without the question being asked, so 
these were omitted in the process as to not “annoy” the participants by talking about a topic 
once again. We, the moderators, tried our best to ask follow-up questions probing at the 
participants’ deep/hidden opinions and attitudes.   
 After having covered the first part of the focus group, general cosmetics and Insta-
gram usage, we continued to the next step. The second part of the focus group combined the 
two factors, cosmetics and Instagram, and also took into account the studied brands’ repre-
sentations on Instagram. Here we utilised projective techniques, or more precisely picture 
association techniques (Gordon, 1999). The participants had to look at posters consisting of 
a collection of each of the brands’ Instagram content. There were 15 Instagram-posts on each 
poster. The participants were encouraged to look at both the visual and the textual infor-
mation. How the posts were selected will be discussed in the next section. As mentioned 
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previously, all words, logos and slogans that could be associated with the brands were 
blurred on the posters. However, we are aware that this does not completely warrant that 
the participants were not able to recognise the brands. Therefore, we encouraged them not 
to mention the brands or product names if they were familiar. If the participants recognised 
the brands, their answers might have been biased by their knowledge and potential pre-
formed opinion of the brand, and less based solely on the posters as intended. We encour-
aged participants not to reveal the brands because we wanted their potential predetermined 
attitudes to influence the answers of the group as little as possible. Based on what they saw 
on the posters, the participants were asked questions relating to the perceived apparent val-
ues of the brand, how this was communicated in the brand’s representations and whether 
or not the participants were able to identify with it. The utilization of projective techniques 
in form of picture association allowed the participants to assign their feelings and attitudes 
towards an external object (i.e. the poster and its content), and this facilitates focussed in-
sight into the research topic as well as into the participants themselves (Gordon, 1999). Fur-
thermore, the participants were asked to respond to predetermined value-profiles assigned 
to the brands, for instance: Do you think this brand is ethical? Why/why not? and Do you 
think this brand is fun/creative? Why/why not? By probing answers for these value-cate-
gories, we aimed at uncovering whether or not there are correlations between the brands’ 
assigned value-profiles and the participants apparent perception of these. As a last exercise 
we showed participants the posters again, one by one, and asked them to rate the perceived 
value of the brands in order to fulfil a strategy clock for the cosmetics brands. This approach 
combined with the overall questions regarding the participants’ perception of the brands’ 
representation on Instagram, as well as their perceptions the brands’ value profiles will 
hopefully help us uncover which means of branding on Instagram convey cosmetics brands’ 
values the most.  
  
 

2.3.1.2 Qualitative materials in focus group  
In a focus group setting the participants of the current research had to evaluate six 

large posters containing a collection of each of the examined brands’ Instagram pictures. 
These pictures were chosen by the authors based on a certain set of criteria, which we 
adapted and modified from Gao & Feng (2016). The criteria for selecting pictures for the 
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research relate to three so-called brand content strategies, and the intent is to uncover how, 
whether and/or which of these strategies can convey the studied cosmetics brands’ values 
the most. Furthermore, another interesting output will be to examine the potential impact 
that the various content strategies in Instagram branding have on our research participants.  

Five Instagram brand-posts were chosen based on each strategy. This resulted in 15 
images per poster. We argue that more than five posts per strategy would lead to visual clut-
ter and confuse the participants’ minds, affecting their focus, as well as it most likely would 
provide saturated data. Likewise, selecting too few posts would not give an adequate impres-
sion of the brands. Thus, the authors estimated that five brand-posts for each strategy would 
be sufficient in providing a satisfactory impression of the brand. Posts that matched the cri-
teria were selected randomly by scrolling through the brands’ Instagram profiles. It is im-
portant to note that the posts were chosen on a visual and textual basis. On Instagram it is 
customary that a small piece of text accompanies the post. Often this text describes the post 
in regards to its content, but it can also deliver other information relating to the brand and 
what it wishes to communicate to its followers. In the context of the current thesis the textual 
information, alongside the visual, contributes to the richness of the posts – hence the strat-
egy it represents.  
 
Strategy 1 - Brand content  

This strategy delivers pure brand and product information. This can be posts of single 
products, swatches of products and so-called “mood-boards” (flat-lays) comprised of a col-
lection of the brand’s products. In other words, this strategy views the brand as single, inde-
pendent entity (Appendix 5).  
 
Strategy 2 – Brand-extended content 

This strategy aims at extending the brand further by sharing brand-related news and 
knowledge, such as information about who uses the brand and how it can be used, e.g. 
brand-generated tutorials, in which product-usage is shown.  

This strategy can include posts of models wearing products from the brand, as well 
as posts relating to brand values and achievements, product-ingredients and product 
swatches on different skin colours. The aim of this strategy is to increase consumers’ learn-
ing and knowledge of the brand, and linking it to external “events”.  
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Strategy 3 – Social content 
Through this strategy brands do not necessarily post brand-related content. Content 

in this category can relate to anything that potentially elicits social interaction and consumer 
bonding.  

For instance, the brand can post seemingly irrelevant content such as images of ani-
mals, cartoon characters, flowers, sights etc. Arguably, this strategy depends more on the 
textual information to attract the consumer’s attention and affiliation. This strategy, com-
pared to the others, is more socially oriented, partly due to the lack of apparent brand-re-
lated content but also due to the fact that brands, in this strategy, re-post content from other 
users.   
	

	

2.3.2 Quantitative approach 
The second part of our research is quantitative, gathering data from a survey. The 

objective of conducting a quantitative research is to support the results of the focus group 
interview, and generate answers more widely applicable to the Danish population as well as 
covering potential unanswered questions we might have after having conducted the focus 
group interview. Also, the survey and focus group interview can complement each other and 
lessen the risk disadvantages both research methods pose to acquiring valid results. 

Quantitative research is concerned with the gathering of quantifiable/numerical data, 
and primarily follows a confirmatory scientific method, which is usually aimed at studying 
a small sample group to present more general conclusions (Johnson & Christensen, 2014). 
Quantitative methods should always attempt to operate objectively, and the research should 
be designed with minimal bias from the conductor. One could say that quantitative research-
ers study phenomena from a “distance”, and with as little direct involvement as possible. 
The results of quantitative research are most often measured in the format of statistics. 

We approach this part of our research by using two scientific methods, namely a con-
firmatory method and an exploratory method. The confirmatory method takes departure in 
an established theory, and the research is used to prove or disprove it (Johnson & Christen-
sen, 2014). It can also be used to test hypotheses empirically. Our survey is mainly confirm-
atory or deductive, in that it seeks results that can support or back-up the answers from the 
focus group interview, but in a broader perspective with more participants. An exploratory 
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survey on the other hand seeks to gather results that can be used to create a new theory or 
generalization. The survey of this research is also somewhat exploratory in that we seek an-
swers we have not been able to get through the qualitative research. Moreover, the survey is 
also intended to acquire data that cannot be gathered from a focus group interview. Thus, 
our survey is also somewhat inductive. 

 
 

2.3.2.1 Survey 
To create our online survey, we used the website SurveyMonkey.com, through where 

it was also published on the page: https://da.surveymonkey.com/r/B2SZ5F8. To view the 
full survey, see Appendix 7. The survey was conducted in English for the sake of making it 
coherent with the rest of the thesis and appendices. We judged that there would not be the 
same kind of language barrier, as there could be if we conducted the focus group interview 
in English, because the participants merely need to understand the questions, and choose 
between provided answer options. Thus, they did not have to think about what words cor-
rectly describe their opinions or make full (more complicated) sentences. There was no spe-
cific order to the main questions of the survey, but the first couple of questions could be 
considered opening questions, as they were simple and did not require the participants to 
consider a lot of options or reflect on their opinions. These questions concerned age, na-
tionality and gender. The opening questions also served as criteria through which we could 
filter the participants needed for the survey. We only considered participants of the same 
demographic profile as for the focus group interview; Age: 20-30, Nationality: Danish and 
Gender: Female. All answers not fulfilling the criteria were not used in our analysis.  

Our quantitative research was comprised of 17 questions using either multiple-
choice, “what”-questions (ex. Nationality?) or rating scales. On average it took five minutes 
for participants to fill out the survey. Our chosen scales were based on a 5-point Likert rating 
scale (i.e. Strongly agree – Agree – Undecided – Disagree – Strongly disagree) – different 
scales were used for different questions. We chose this option over the alternative of a nu-
meric scale, because it, in our opinion, lessens the interpretation-margin, wherein answers 
can be viewed differently depending on the person – i.e. an answer of 10/10 or 1/10 might 
be intended more or less negative than it is perceived. Also this way we can generate an 
average number or score for each question, which helps us make general assumptions on 
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the matter. We made sure that the main questions of the survey related to our theories and 
research questions and covered all areas of interest. At the end of the questionnaire the par-
ticipants were asked if they also wanted to participate in a lottery to win a prize and in order 
to do so, it was required of them to sign their e-mail address. We decided to give out a prize 
to one of the participants as motivation for people to fill out the survey. 

We shared the survey with our networks on Facebook and linked it specifically in 
groups concerned with cosmetics and beauty in order to get as many relevant answers as 
possible. Along with the link to the survey we described our participant-criteria (read: age, 
nationality, gender), in order to prevent wasting non-applicable participants’ time, and to 
make the filtering of results easier for us. In the description it was also mentioned that the 
participants had a chance of winning a prize. 

As for number of participants, we found out that there as of January 2017 were 
408,115 Danish living females in the age of 20-30 y.o. (Danmarks Statistik 2017), and we 
used that number as our “population” number in calculating our required sample size via 
SurveySystem (2012). We left the automatic “Confidence Level” to be 95%. In order to en-
sure that we were able to get a sufficient number of answers and because our target segment 
for the survey is relatively narrow and also because the survey is a supporting research to 
the focus group interview, we chose a confidence interval of 15%. The calculator estimated 
43 participants were needed in order to generate generalised or valid results from our sur-
vey.  

The survey was posted on March 22nd 2017 and was closed again on April 4th 2017. In 
those 13 days it had generated 138 answers. Out of those we had to weed out some of the 
answers as they either did not match our desired demographic or because they had not an-
swered 50% or more of the survey. After that we were left with 112 viable answers. 

 
 
 

2.4 Theory in research 
	

While preparing our thesis one of the recurring considerations we discussed was what 
role theory should have, and how we could combine theory with our empirical data most 
appropriately. According to Nielsen & Lunde (1995) theory in science can be said to be a 
kind of systematisation of experience and thoughts about a particular research area. Because 
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we have taken a mainly constructivist and interpretative stance on the current thesis, it is 
relevant to investigate how the paradigm and philosophy understand the role of theory in 
research. 

In the book “Constructivism: Theory, Perspectives, and Practice, the author defines 
constructivism as a paradigm where “what we call knowledge does not and cannot have the 
purpose of producing representations of an independent reality, but instead has an adaptive 
function” (Fosnot, 2013 p. 8). This means that it is impossible to draw conclusions about the 
real world from people’s scheme of action. Everything that we sense is filtered through our 
personal perceptual activities, and thus is different from person to person. We can however 
gain intelligence from actions and our reflection upon them. All theory is therefore a set of 
terms that often takes departure in an individual and particular analysis of reality. The arri-
val of the constructivist idea about 60 years ago caused an irrevocable break of the tradi-
tional epistemological tradition, which was generally accepted in Western Europe, and ob-
jectivism, which assumes that “meaning exists in the reality of our world independently of 
consciousness (Collins, 2010). It was deemed inadequate for researching social and societal 
phenomena as it, compared to constructivism did not take personal autonomy and reflectiv-
ity into consideration.  As mentioned, in the constructivist paradigm, theory can be seen as 
variant of reality or a set of terms, which can support the construction of social reality. Re-
search conducted by constructivists does not draw conclusions, instead it tries to uncover a 
slice of reality, and there is no clear-cut boundary between empirical data and theory. 

The interpretative research philosophy correlates with constructivism in that there is 
no single truth because everyone filters information through their personal experiences and 
meanings; it rejects the objectivist view (Myers, 2008). But one difference is that the inter-
pretative research philosophy is about the researchers, and how they treat and interpret col-
lected data. Interpretive researchers assume that our reality is only accessible through social 
constructions, hereunder consciousness and meanings. This applies to all people, therefore 
also the authors of this thesis. Thus, we accept that our results of this thesis are not definite 
conclusions. They are based on our reality, and might be different if interpreted by someone 
else. We must also be aware that the theories we apply are created on the same premise, 
meaning that they are also not final truths. 
 It is with departure in this awareness that we have chosen and applied theories, as 
well as how we have interpreted empirical data for this thesis. It is also the premise on which 
we state our conclusions. 
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2.4.1 The hermeneutic spiral 
Throughout our research we have to collect information and interpret it – both from 

the literature, the focus group interview and the survey. Since this is a continuous process 
in this project, it is quite essential to know how we process this intelligence before we apply 
it in the current thesis. 

When we read, we first see the signs or letters on a surface. The light from these signs 
is reflected and hits the eye, where millions of cells transform the graphical image into sig-
nals, which then are transferred to the vision centre in our brain, and from there continues 
to other centres. These is no actual centre for reading in our brain, rather, reading makes 
sense when visual, phonological, orthographic, syntactic, morphological and semantic in-
formation is processed and put together. When we read, all the collected information is 
translated into one single expression, which we understand and which creates images and 
meaning all by itself (Lütken et. al., 2005). When working with literature, scholarly or pro-
fessional, we aim to do so methodologically, in order to get the desired information from the 
literature. We assemble a complete piece of knowledge from smaller parts, but those parts 
only make sense if considered in context with the full text. 

Acknowledging and working from an interpretive point of view, we have also applied 
the hermeneutic circle to explain how we interpret the literature used in the current thesis. 
Like constructivism and interpretivism, the hermeneutic spiral considers the concepts of 
understanding and pre-understanding correlative (Back & Thomsen, 2010). In order to un-
derstand a text, you need to interpret it, and to do so, you use the understanding you already 
have, that has previously been created from the information you have collected hitherto. 
This can be illustrated as a spiral, where you gain greater insight and understanding through 
every time you create a new “outer circle”, and it expands throughout your life. Practically, 
you read a text and acquire a general understanding of its content from themes, argumen-
tation, composition etc., and then, when you read the text once again with this understand-
ing in mind, you can prove or disprove it to get a deeper understanding of the text. In some 
instances, your understanding will be confirmed and strengthened, while in others you 
might have to reconsider or expand it. To explain further you go back and forth between 
fragment and context – at first you study parts, then you “zoom out” to see them in a larger 
context, and then repeat. 
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3. THE STUDIED COSMETICS 
BRANDS 
The objective of this chapter is to introduce the cosmetics brands investigated in our 

research. Information gathered for this chapter comes from official statements from each of 
the cosmetics brands, e.g. annual reports, CSR statements, values, missions and visions etc. 
This brand overview gives insight into how the brands present themselves and functions as 
a standard, to which the findings of the focus group interviews and surveys can be compared. 
The focus is on the brands’ values. For this research we develop value profiles from the ac-
cumulation of words that, according to the brands, embodies them. The brands’ value pro-
files, in this case, covers areas such as ethics, virtues, values and CSR efforts.  

We have categorized the brands into broadly known terms that are price-based. This 
means that we have brands that have cheaper products, some which are medium priced and 
others that are expensive. We have chosen six cosmetics brands, two in each category. We 
chose the brands on the abovementioned basis because we wanted brands that have differ-
ent target segments. Therefore, our brands all have different price points (even within the 
price-based categories), and furthermore we aimed to choose brands with different value 
profiles and aesthetics on their Instagram profiles. 
 
 

3.1 Drugstore cosmetics  
The term drugstore cosmetics refers to cosmetics products that can be bought in 

drugstores and/or supermarkets. These products are often more affordable in contrast to 
luxury or high-end makeup. Examples of drugstore cosmetics brands are L’Oréal, 
Maybelline, Revlon and Rimmel. Drugstore cosmetics is a North American term, and the 
British equivalent is high-street cosmetics. This version is also derived from where the prod-
ucts could be acquired – in the high- or main-streets. The same word is used for clothing; 
H&M is a high-street clothing brand. For this thesis we have chosen to investigate two drug-
store brands: L’Oréal Paris and Rimmel London.  
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3.1.1 L’Oréal Paris 
L’Oréal Paris is a brand created by the mother company L’Oréal. They sell male and 

female beauty products such as makeup, skin- and haircare (L’Oréal Group, 2017a). The 
brand’s products reflect the expertise of its hired beauty experts. According to L’Oréal, the 
brand helps make the newest, innovative products available to everyone, while its ambassa-
dors embody a certain beauty ideal, which can be summed up in the brand’s signature 
phrase: “Because you’re worth it”. Besides from the above, L’Oréal Paris has no official state-
ment about its values (and CSR). Therefore, we assume that L’Oréal Group’s values cover 
L’Oréal Paris’. L’Oréal Group’s official values are passion, innovation, entrepreneurial 
spirit, open-mindedness, quest for excellence, and responsibility. Their ethical principles 
are integrity, respect, courage and transparency (L’Oréal Group, 2017b). 

When it comes to CSR efforts, the L’Oréal Group has two main activities: The L’Oréal 
Sustainability Program and The L’Oréal Foundation (L’Oréal Group, 2017c & L’Oréal Group, 
2017d). The L’Oréal Sustainability Program aims at continuously developing L’Oréal as a 
sustainable brand. Their commitments for the program are Innovating sustainability, Pro-
ducing sustainability, Living sustainability and Developing sustainability. The L’Oréal 
Foundation’s aim is to empower women through two separate programmes. The first one, 
For Women in Science, encourages women to excel in fields where they are currently un-
derrepresented, while the second one, Beauty for a Better Life, develops beauty treatments 
to restore the self-esteem of women affected by e.g. poverty or illness. This programme also 
offers the women training in beauty occupations in order to help them build a future. 

From all of collected information about L’Oréal Group and L’Oréal Paris, we can cre-
ate a list of words that we call L’Oréal Paris’ value profile:  
Passion, innovation, entrepreneurial spirit, open-mindedness, quest for excellence, and re-
sponsibility, integrity, respect, courage, transparency, sustainability and women empow-
erment. 
 

 

3.1.2 Rimmel London 
Rimmel London is a brand currently owned by the global company Coty, Inc. How-

ever, Rimmel London is among the oldest cosmetics brands in the world, as it already in 
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1834 was established as a, then, perfumery (Rimmel London UK, 2017). The, to date, per-
haps the most notable innovations by Rimmel was the inventions of the first commercial, 
non-toxic mascara, as well as the creation of the first ever self-selection cosmetics dispenser 
(Rimmel London UK, 2017). 

After shifting ownership many times, Rimmel was finally acquired by Coty in 1996 
(Rimmel London UK, 2017). Underneath the Coty umbrella, Rimmel has stayed true to its 
origin, which revolves around “getting the London look” (also the brand’s slogan). According 
to their official website, Rimmel incorporates this “look” into the products, packaging and 
advertising. The objective is to allow customers to experiment and express themselves with 
Rimmel products, which are creative, fashion-forward, and yet easy to use (Rimmel London 
UK, 2017). According to Rimmel, “the London look” is inspired from the city’s eclectic and 
unique street style, and it is about having fun, being witty, edgy and streetwise. It is not 
about following trends, but about creating trends through experimentation and self-expres-
sion. It is about being able to change your identity and creating different looks with the help 
of Rimmel’s products.  

Rimmel London is embodied in Coty’s overall value profile. Independently, the brand 
does not appear to have any clear-cut statements about CSR, values, virtues, mission, vision 
etc. Nevertheless, through Coty we are able to get a fuller picture of Rimmel London regard-
ing what it represents. Rimmel London is a part of a larger organisation that envisions cre-
ating inspiring and sustainable programs with its people as the foundation in empowering 
and supporting communities and the environment with ethical and responsible practices 
(Coty USA, 2017). For instance, along with the rest of Coty brands, Rimmel London is 
against testing its products on animals, as well as a lot of focus is projected to maintaining a 
sustainable value chain, which entails proactive engagement and collaboration with all 
stakeholders. At the core of the corporate value chain are the people, and as a consequence, 
Coty has an internal CSR ambassador programme through which employees are encouraged 
to make their workplace and world a better place from within the company’s brand portfolio 
(Coty USA, 2017).  

Furthermore, regarding philanthropy and social responsibility, Rimmel London is an 
official partner of the organisation Comic Relief (Coty USA, 2017), a charity devoted to end-
ing poverty around the world through the power of entertainment and laughter. Every two 
years, Comic Relief has a so-called Red Nose Day, where people are encouraged to wear red 
clown noses. For the 2015 Red Nose Day, Rimmel launched a limited edition Red Nose red 
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lipstick as a part of their campaign to support the charity, donating 2 pounds pr. lipstick sold 
to the charity. 

To sum up the above, we argue that Rimmel London’s value profile is a combination 
of the brand’s own identity along with parent company’s corporate profile. Thus, we suggest 
the following list of words to encapsulate the brand’s value profile:  
Creativity, fun, fashion-forward, different, experimentation, self-expression, people-ori-
ented, sustainability, empowerment and charity-work.  
 
 

3.2 High-end cosmetics 
High-end cosmetics are products that have a higher price than drugstore cosmetics, 

but not high enough to be in the luxury category. They are also called mid-range. The term 
mid-range comes from the products’ price, and explains very simply what high-end cosmet-
ics are; products that lie somewhere in the middle of the total price range in the cosmetics 
industry. We have chosen to look into the two brands The Body Shop and Kat von D. 
 
 

3.2.1 The Body Shop 
The origin of The Body Shop dates back to 1976, where its founder, Anita Roddick, 

envisioned a business that could simultaneously function as a “force for good”. Since then 
this quest of being a force for good has remained an integral part of The Body Shop’s overall 
strategy (The Body Shop USA, 2017).  
 Built upon three fundamental pillars, The Body Shop prides itself as being an ethical 
and socially responsible business that constantly aims at revising and improving its com-
mitments to the environment (The Body Shop USA, 2017). The three pillars that constitute 
The Body Shop are described below. 
 
Enrich our people 
 According to the stated values and commitments on their official website, The Body 
Shop celebrates diversity, and rejects stereotypes of beauty. Furthermore, The Body Shop is 
devoted to helping their employees grow as individuals, and this includes paying fair prices 
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to their community trade partners. Linked to this pillar are specified commitments that The 
Body Shop intends to fulfil by 2020. Among others, these include doubling their community 
trade program to help enrich the local communities; helping economically vulnerable people 
around the world to access work; and investing 250.000 hours of skill and know-how to 
enrich the biodiversity of the local communities (The Body Shop USA, 2017).  
 
Enrich our products 
 According to their official website, The Body Shop claims that their products nourish, 
enrich and uplift without making false promises. The products are inspired by the diversity 
of nature, the customs of people around the world, and are never tested on animals. Con-
nected to this pillar are commitments regarding product and environmental sustainability. 
By 2020, The Body Shop aims at ensuring that 100% of their natural ingredients are trace-
able and sustainably sourced, protecting 10.000 hectares of forest and other habitat; reduc-
ing the year on year environmental footprint on all product categories; and publishing a list 
of ingredients of natural origins, ingredients from green chemistry, and the biodegradability 
and water footprint of their products (thebodyshop-usa.com 2017).  
 
Enrich our planet 
 The Body Shop states that the world is a source of beauty, but that it is facing devas-
tation. Therefore, they actively aid in enriching the biodiversity wherever their ingredients 
are grown. This is achieved by actively campaigning to enrich and support the threatened 
areas of the planet. Linked to this pillar are commitments that The Body Shop wishes to 
achieve by 2020. Among others, these consist of reducing the environmental footprint of 
their stores; develop three new sustainable packaging innovations; and power 100% of their 
stores with renewable or carbon balanced energy (The Body Shop USA, 2017). 
 
 The Body Shop contends that it is a pioneer in fair trade beauty, who commits to 
trading fairly with suppliers, harnessing and adding expertise to the skills of their all coop-
eratives, ranging from small-scale farmers to rural cooperatives around the world. Another 
major principle for The Body Shop is its stance against animal testing. Instead of testing on 
animals, all their products undergo extensive testing to ensure that they are safe and effec-
tive, and at the same time “cruelty-free” (The Body Shop USA, 2017). 
 Additionally, The Body Shop is a founding member of Ethical Trade initiative (ETI), 
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which encompasses its commitment to human rights and, and together with like-minded 
companies, take measures to ensure ethical trading as well as a dedication to improve the 
working lives of people around the world (The Body Shop USA, 2017). 
 To sum up the above, The Body Shop assert that it has five core values, namely to 
support community fair trade, activate self-esteem, defend human rights, protect the 
planet, and against animal testing (The Body Shop USA, 2017). Inspired by The Body 
Shop’s core values and combined the information presented above, we suggest that the fol-
lowing buzzwords enter in The Body Shop’s value profile:  
Activism, human rights, animal rights, environment, sustainability, diversity, community, 
ethics and commitment. 
 
 

3.2.2 Kat Von D Beauty 
Kat Von D is a relatively new brand within the cosmetics world. Initially the brand was 

created in collaboration with the cosmetics giant and retailer, Sephora, in 2008, but today 
it is owned by the developer group Kendo (Kat Von D Beauty, 2017 and Kendo, 2017). From 
being an artist and tattoo artist Kat Von D, the person, as well as and the brand, has since 
become a global beauty phenomenon, with one of the largest following on social media. In-
spired by her profession as a tattoo artist, Kat’s vision was to create a high-performance 
brand that specialises in long-wear, high-pigment and full coverage solutions and argues 
that quality is more important than quantity when it comes to cosmetics (Sephora USA, 2017 
and Kat von D Beauty, 2017). In Kat Von D’s own words the brand is a combination of art-
istry and authenticity, and it showcases a passion for colour as well as an opportunity for the 
development of artistic talent (Kat Von D Beauty, 2017). Kat Von D (the person) has always 
been very involved in the creative process behind the products, ensuring that all creative 
aspects of the brand incorporate her “image” and vision. The overall Kat Von D image is 
quite particular, and focuses on being artistic, creative, bold, different, unapologetic and 
outspoken. Despite having a rather “edgy” brand with intense colours in a wide range and 
black, studded packaging it also has more of a softer side, which also stem from Kat’s per-
sonal interests. The brand creates vegan collections, which adhere to their own standards 
for what vegan is; products that do not contain animal or animal by-products which have 
not been tested on animals. 
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From the information above, the words that make up Kat von D’s value profile is: 
High-performance, quality, artistry, authenticity, passion for colour, creativity, bold, dif-
ferent, unapologetic, outspoken and animal welfare. 

 
 

3.3 Luxury cosmetics 
The last brands we are looking into are luxury brands, also called premium brands. 

These brands are called so because luxury or premium products purportedly ensures higher 
quality ingredients, effectiveness and an overall luxurious experience which also includes 
packaging, smell and premium service when buying the products. Along with the products 
being branded as of higher quality and usually for an older segment than drugstore brands, 
you pay an equally higher price. Many premium brands such as Chanel, Dior and Marc Ja-
cobs are also renowned for creating haute couture and luxury clothing that contributes to 
their premium image. As well as for drugstore and high-end, we have chosen to investigate 
two brands of this price-class: Shiseido and Marc Jacobs Beauty. 

 
 

3.3.1 Shiseido 
The apothecary Arinobu Fukuhara founded the brand, currently known as Shiseido, 

in 1872. The brand started out as a pharmacy in the Ginza district of Tokyo. Already back 
then the brand was considered very avant-garde, with a prominent focus on research and 
development. Today Shiseido is one of Japan’s largest and most influential companies, 
which operates in 88 countries around the world.  

It was in 1897 that Shiseido went from pharmaceuticals to cosmetics with the launch 
of its first cosmetic product, a “skin revitalizer” that featured an innovative Western formu-
lation new to Japan. With this shift into a new market Shiseido started to approach its busi-
ness in a different way, such as employing and training “women from respectable families” 
to act as ambassadors and consultants in spreading the message of Shiseido beauty and tech-
niques (Shiseido, 2017) 

According to Shiseido’s official website, the company’s mission has always been to 
cultivate relationships with people, herein accepting differences and exchanging ideas and 
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wisdom. Furthermore, there is a great emphasis on the “appreciation of genuine and mean-
ingful values”, which implies that Shiseido’s values are rooted in the company’s origin and 
predecessors, and not just adhering to current “fads”. Shiseido’s mission is also to inspire a 
life of beauty and culture, in what is described as a “beauty that lies in heart, manner, and 
lifestyle”. This type of beauty is passed down through generations and contributes to an ac-
cumulation of beauty in culture, and vice versa (Shiseido, 2017) 

Shiseido’s core values are rather simple and consist of three solid ideals that consist-
ently guide every aspect of the brand. These are rich; the pure, holistic experience of beauty 
with uncompromised detail, human science; goes beyond chemistry and biology – extends 
to physical, mental, emotional and spiritual sensibilities, and omotenashi; the Shiseido 
spirit that welcomes you with an open mind and cares with an open heart, the practice of 
thoughtfulness and dedication to building relationships along with the meticulous attention 
to every aspect of the product and service (Shiseido, 2017).  

We argue that Shiseido is a very avant-garde, sophisticated and innovative brand. Yet 
it also encompasses certain aesthetics and artistic aspects, otherwise not ubiquitous to the 
industry. Based on the information presented above, the following value-profile is sug-
gested:  
Heritage, artistry, excellence, sensibility, innovation, respect, diversity, thoughtfulness, 
dedication, science tradition and culture.  
 

 

3.3.2 Marc Jacobs Beauty 
Marc Jacobs was created in 1984, by the New York designer of the same name (Marc 

Jacobs Beauty, 2017). He was the youngest ever to receive the fashion industry’s highest 
honour; the Council of Fashion Designers of America (CFDA) Perry Ellis Award for New 
Fashion Talent. Today he creates men’s and women’s clothing, accessories, children’s wear, 
fragrances, and cosmetics as well as running a bookstore.  

Marc Jacobs claims to be very committed to giving back to the communities and he 
and his best friend, Robert Duffy, with whom he runs the Marc Jacobs company declares 
that social responsibility is a top priority for them, and one of their main projects is the Sato 
Project which is dedicated to rescuing abused and/or abandoned dogs from Puerto Rico 
(Marc Jacobs Beauty, 2017 and Marc Jacobs, 2017a). The brand’s values are innovation, 
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creativity excellence in craftsmanship, integrity, honesty and the belief that everyone is the 
star of their own movie (Marc Jacobs Beauty, 2017, Marc Jacobs, 2017a and Mac Jacobs, 
2017b). When it comes to sustainability, Marc Jacobs claims that sustainability is also a pri-
ority of the brand, and they say that the values are integrated in their environmental con-
cerns, meaning that they through e.g. innovation and excellence in craftsmanship seek to 
lessen the brand’s imprint on the environment. The brand also has ongoing and unan-
nounced audits and inspections of their suppliers, to ensure the brand’s products’ quality 
and also the work environment of them, including making sure that the suppliers are not 
involved with child labour, human trafficking, slavery or abuse. Marc’s mission and vision 
is to explore the beauty in the unexpected and convey luxury that exists in the everyday and 
also to define individuality and personality through joy of the ritual of fashion, makeup and 
fragrance.  

From the gathered information, we have assembled Marc Jacobs Beauty’s value pro-
file to to be:  
Social responsibility, animal welfare, innovation, creativity, excellence in craftsmanship, 
integrity, honesty, sustainability, quality, human rights, luxury, joy, rituals/tradition and 
individuality. 
 
 

3.4 Brand value profiles 
 Brand Vision & 

Mission 
Values & eth-

ics 
CSR Commit-
ments Value profile 

 

Drug-

store 

L’Oréal 

Paris 

Make new, in-
novative prod-
ucts available to 
everyone 
 
Ambassadors 
embody a cer-
tain beauty ideal 
 
 “Because you’re 
worth it” 

Passion  
 
Innovation 
 
Entrepreneurial 
spirit 
 
Open-mindedness  
 
Quest for excel-
lence and responsi-
bility  
 
Integrity  
 
Respect  
 

The L’Oréal Sustaina-
bility Program 
 
 The L’Oréal Founda-
tion (For Women in 
Science &	Beauty for 
a Better Life) 
	

passion, innova-
tion, entrepre-
neurial spirit, 
open-minded-
ness, quest for ex-
cellence, and re-
sponsibility, in-
tegrity, respect, 
courage and 
transparency, 
sustainability, 
women empow-
erment 
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Courage  
 
Transparency 

Rimmel 

“Get the London 
look” 
 
Allow customers 
to experiment 
and express 
themselves 
 
Create inspiring 
and sustainable 
programs with 
people as the 
foundation 

Creative 
 
Fashion-forward 
 
Easy to use 
 
Against animal 
testing 
 

Make Rimmel and 
the world a better 
place from within the 
company 
 
Official partner of 
Comic relief 
 
Special products for 
Red Nose Day 

creativity, fun, 
fashion-forward, 
different, experi-
mentation, self-
expression, peo-
ple-oriented, sus-
tainability, em-
powerment, 
charity work 

 

High-end 

The 

Body 

Shop 

Enrich our peo-
ple		
	
Enrich our 
products  
	
Enrich our 
planet  

Support commu-
nity fair trade    
 
Activate self-es-
teem  
 
Defend human 
rights  
 
Protect the planet  
 
Against animal 
testing. 

Double community 
trade program 
  
Ensure that all natu-
ral ingredients are 
traceable and sus-
tainably sourced  
 
Protect forest areas 
and other habitats  
 
Publish list of natural 
ingredients and the 
biodegradability and 
water footprint of 
their products 

activism, human 
rights, animal 
rights, environ-
ment, sustaina-
bility, diversity, 
community, eth-
ics, commitment 

Kat von 

D 

Create high-per-
formance, long-
wear, high pig-
ment and full 
coverage solu-
tions 
  
Create opportu-
nities to develop 
your artistic tal-
ent 

Quality 
 
Artistry 
 
Authenticity 
 
Passion for colour 
 
Creative 
 
Bold 
 
Different 
 
Unapologetic 
 
Outspoken 
 
Vegan products 

 high-perfor-
mance, quality, 
artistry, authen-
ticity, passion for 
colour, creativity, 
bold, different, 
unapologetic, 
outspoken and 
animal welfare, 

 

Luxury 

Marc    

Jacobs 

Beauty 

“Everyone is the 
star of their own 
movie” 
 
Explore beauty 
in the unex-
pected  

Innovation 
 
Creativity 
 
Excellence in 
craftsmanship 
 

Supports the Sato 
Project (and suppos-
edly many other 
causes) 
 
Lessen the environ-
mental imprint 

Social responsi-
bility, animal 
welfare, innova-
tion, creativity, 
excellence in 
craftsmanship, 
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Convey luxury 
that exists in the 
everyday 
 
Define individu-
ality and per-
sonality through 
joy of the ritual 
of fashion, 
makeup and fra-
grance. 

Integrity 
 
Honesty 
 
 

through innovation 
and excellence in 
craftsmanship 
 
Continuous inspec-
tions of suppliers 

integrity, hon-
esty, sustainabil-
ity, quality, hu-
man rights, lux-
ury, joy, ritu-
als/tradition and 
individuality. 
 

Shiseido 

Cultivate rela-
tionships with 
people 
 
Inspire a life of 
beauty and cul-
ture.  

Rich (pure, holistic 
experience of 
beauty with uncom-
promised detail) 
 
human science 
(incl. physical, 
mental, emotional 
and spiritual sensi-
bilities)  
 
Omotenashi (the 
Shiseido spirit)  

 heritage, art-
istry, excellence, 
sensibility, inno-
vation, respect, 
diversity, and 
tradition 

 
In order to uncover which values the participants of the focus group interview and 

the survey connect with which brands, we categorised the words from our brand value pro-
files into general categories that were simpler and more understandable for everyone (see 
Appendix 1). After going over all of the brands’ value profiles, we constructed six categories, 
into which the value-profile words fitted: Ethical considerations, Innovation/trendsetter, 
Luxury/quality, Creativity/fun, Transparency/Honesty and Devotion/passion. Using the 
new categories, it was easier for us to create questions that covered all brands, while also 
making the concept of values simpler for the participants.	

 

4. THEORY AND LITERATURE RE-
VIEW 

 In the following chapter, a literature review over relevant theories for the current the-
sis is presented. The scope of this chapter is to provide an outline of the already existing 
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information within the research domain, as well as to present the founding ideas of this the-
sis. First we will discuss the concept of branding, its evolvement and implications. Thereafter 
we will direct our attention to how visuals are used in marketing and branding, as well as 
the semiotics behind these. Additionally, we will describe how meaning is constructed, as 
well as potential ethical considerations in visual marketing. Lastly, we focus on consumer 
behaviour, herein how identities can be constructed through consumption and the implica-
tions of the extended self. As the following chapter aims to demonstrate, the current thesis 
is founded on three central variables: the chosen cosmetics brands, the implications of 
branding on Instagram, and the consumer. The boundaries between the three variables, par-
ticularly branding and its inference on the consumer, are not profoundly clear-cut. There-
fore, throughout the execution of this chapter the variables will be somewhat intertwined.  
 
 

 4.1 Branding  

The current thesis is about branding via social media, and that naturally makes 
branding a key subject to base our research upon. In the following sections we will go over 
the history of branding and how companies have changed the way they create value for their 
customers. Thereafter we will go more into detail with how brands, and especially cosmetics 
brands, use new technologies and business models to attract and retain customers today. 
This includes looking into branding through social media, CSR and prosumption. 

 
4.1.1 Branding through history 

The value of brands has evolved greatly along with the rise of the Internet, as well as 
other new media, and have entirely revolutionised the way consumers are able to engage 
brands (Edelman, 2011; Merz et. al., 2009). Besides this, instead of only fulfilling their own 
needs to maintain a flourishing business, businesses and organisations have allocated an 
increased emphasis on meeting their stakeholders’ needs and requirements. Branding is 
nothing new, and it can be said to date back to Old Egypt, where archaeologists have found 
wine bottles with the grape field, harvest year and winemaker written on the bottle – a form 
of branding still used today (N.a., 2011). Branding is essentially to give non-human objects 
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human-like characteristics and make them mean something to the consumers – giving them 
a “soul”. Branding helps create a consumer culture, where consumption plays a central role, 
in which individuals understand and create themselves from what they consume. Something 
that is distinctive to this consumer culture is i.e. aesthetics, and the aestheticisation of our 
everyday lives – we show the people around us who we are through what we buy. Branding 
and value creation is a very old concept, but the notion of marketing is rather new and can 
be said to have come about in the 1950’s. 

Over the last century the role of brand value has progressed from an Individual 
Goods-Focus Brand Era in the early 20th century to current the Stakeholder-Focus Brand 
Era (Merz et. al., 2009). During this time, a brand’s value has had different functions and 
has been measured depending on the “era”: Brands as Identifiers, Brands as Functional 
Images, Brands as Symbolic Images (not to be confused with the symbolic universes Scolari 
(2008) describes), Brands as Knowledge, Brands as Relationship Partners, Brands as 
Promise and finally Brands as Dynamic and Social Processes.  Early in marketing history 
companies focused on producing quality products as effectively and cheap as possible and 
brands were a way for consumers to recognise the goods (Merz et. al., 2009 and N.a. 2011). 
During the 1950s, companies started to notice the power of the consumers, and began real-
ising that it might be a good idea to know more about them. That way the companies could 
start producing the products the customers wanted instead of spending energy on convinc-
ing them to buy whatever the manufacturers produced. Moreover, the competition in most 
markets heightened and therefore the brands needed to differentiate themselves and their 
products to keep up the sales. From the 1950s to the 1990s new concepts within the fields of 
buyer behaviour, consumer behaviour and consumer research arose, and the businesses fo-
cused more and more on the consumers, their needs and want for new, exciting experiences. 
In the 1990s-2000s companies started seeing consumers as co-creators of the brands and 
focused on maintaining close relationships with them. This has evolved into communities 
where consumers (and brands/companies) create fellowships and in some instances create 
brand cultures that thereby strengthen the bond between the brand and the consumers, and 
make it easier for brands and their products to become a part of the consumers’ identities. 
Another important characteristic of branding today is, according to Merz et. al. (2009), the 
importance of all stakeholders as operant resources, and not only the individual consumer. 
Further, another characteristic is that businesses in this era are constantly engaging in a 
dynamic and socially interactive co-creation with their brands and stakeholders.  
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As a consequence, brands nowadays are constructed through social interactions and 
network relationships. Thus, a brand’s value is not produced just from business strategies. 
Instead, it is substantiated according to consumers, opinion-makers and stakeholders, who 
help shape the brand through co-creation (Merz et. al., 2009). As a concept, a brand can be 
treated as an ecosystem, where there exists a mutual dependency between all stakeholders 
and the brand. Nowadays, a brand has little value if it does not include its stakeholders in 
the value creation, which, in turn, also can reward the stakeholders e.g. socially, economi-
cally or emotionally. According to Edelman (2011), the most substantial change over time 
regarding businesses and consumer relations is the so-called touch points - the point in 
which, the consumer is most susceptible for influence. In the Stakeholder-Focus Brand Era 
consumers are becoming less and less loyal compared to when businesses were firm centric. 
Consumers still require guarantees and promises from the brands they value. However, the 
decision-making behind what promises to trust and what products to place value in has 
changed.  
 An online world is at the consumer’s feet, and it is continuously expanding. This en-
tails that consumers can now connect with multiple brands simultaneously, through media 
channels that not necessarily are controlled by the brands themselves. By means of these 
channels, consumers continually evaluate brands, and even post-purchase consumers will 
often be very engaged with the brand, herein publicly praising or disparaging the product 
and the brand (Edelman, 2011).  
 As a result of the changing consumer behaviour, marketers nowadays need to be more 
attentive towards the customer. Edelman (2011) encourages all businesses to thoroughly ex-
amine their consumers’ decision journey, in order to adjust and adapt their businesses ap-
propriately.  
 
 

4.1.2 Branding today 
Nowadays the marketing industry is placing more focus on others rather than the 

businesses themselves (Edelman, 2011). According to Edelman (2011) this shift of focus is a 
result of the Internet, and consequently, it has also changed the role of marketing thus ren-
dering some of the functions of traditional strategies outdated. Businesses and marketers 
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cannot ignore this change if they wish to stay pertinent and up-to-date in the age of the In-
ternet. The standard marketer’s practice has previously been, and still is to some degree, 
firm centric. This form of marketing strategy aims at selling the customers what the com-
pany has to offer. Here a push-strategy, attracting the customers and persuading them that 
they need a company’s product, is being utilised. The firm-centric marketing approach relies 
on a goods-dominant logic, in which the primary creator of firm-value are the products sold 
(Bettencourt et. al., 2014; Merz et. al., 2009).  

Today, however, a progressive amount of companies are realising that their brand is 
a crucial and valuable asset (Merz et. al., 2009). Therefore, companies are spending more 
and more resources on recognising the value and meaning of brands in order to be able to 
build them properly and most effectively carry out branding efforts. Overall, this develop-
ment of the industry has altered companies’ attention, but companies might be capable of 
evolving even more by applying a service lens. By taking on a service lens, companies can 
view service as a denominator for change, focusing more on processes instead of outputs, as 
well as making the customer an important source of value through co-creation practices.  

It can be argued that companies are turning brands into symbolic universes filled 
with meaning (Scolari, 2008). Two examples of this are L’Oréal’s app Makeup Genius and 
website Makeup.com. In the app consumers can upload a photo of themselves and see what 
L’Oréal Paris’ makeup products would look like on them, and it can also be used as a beauty-
enhancing photo-editing app. Makeup.com is a website with makeup tutorials showing how 
to use L’Oréal’s brands’ makeup products, giving general makeup advice and it is also a fo-
rum or community where members can discuss beauty and makeup. 
 The expansion of the Internet has also entailed new ways of doing business. To men-
tion one example, online retailing is currently under rapid growth (Levy et. al., 2013). Fur-
thermore, social media sites are developing at a very fast pace, instigating a huge growth in 
its usage by both private individuals and professionals. 
 
 

4.1.2.1 Web 2.0 
In order to understand and investigate social media platforms, including Instagram, 

it is useful to understand where they come from, and what differentiates them from regular 
websites. To explain this, we have chosen to look into the technology behind and how the 
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change from Web 1.0 to Web 2.0 is the reason why companies and consumers can benefit 
from new types of branding, socializing and advertising. 

In 2001 numerous people came to the conclusion that the internet was over-hyped 
(O’Reilly, 2007). The reason behind was the bursting of a so-called dot-com bubble. Such 
technological ‘bubbles’, however, are quite normal, and often mark the industry’s readiness 
for moving on to the next stage of the technological development. After the dot-com bubble 
the Internet was even more important than earlier, and still constantly evolving and expand-
ing. Also, the companies that had managed to live through the surge all had something in 
common. This led them to believe that, rather than having collapsed, it was more likely that 
the Internet had reached a sort of turning point. Generally, one of the main reasons Web 2.0 
companies have success is because they both create, encourage and use collective intelli-
gence. Examples of this are hyperlinking (sharing one site’s information on other sites), 
Wikipedia and user-driven sales platforms, such as Ebay. Another of the most popular fea-
tures of Web 2.0 is blogging and social media, which are powered by giant servers, but the 
only reason they work is because of their users – not unlike Wikipedia.  

To conclude, these are the founding core competencies behind Web 2.0 companies’ 
success today (O’Reilly, 2007): 

• Providing a scalable service, rather than packaged software 

• Being able to control and gather sources that are hard to obtain, and which get getter 
the more people use them 

• Trusting and using consumers as co-developers 

• Harnessing and encouraging collective intelligence 

• Valuing software over hardware devices 

• Making use of customer self-service in order to lighten the work burden and 
strengthen customer loyalty 

• Creating lightweight and flexible web interfaces and business models 
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Figure	1:	O'Reilly,	2007	p.	18	

 
4.1.2.2 Branding on social media 

With the Web 2.0 companies’ previous customer-directed monologue has evolved 
into a dialogue, where real-time interaction between stakeholders and the company is feasi-
ble (Rakic & Rakic, 2014). The launch of the Web 2.0 has changed the Internet from a rather 
static environment of one-way communication to an interactive environment, where every-
one can take part in communication, create and share content.  

This entails that most companies today are shaped and adapted in regards to contem-
porary technology; a technology, in which social media represents a shift of paradigm in how 
individuals interact with each other and the world (Zammuto, 2007 and Rakic & Rakic, 
2014). As opposed to other multimedia, social media can be defined 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” (Shen & Bissel, 2013 p. 
631). Examples of social media consist of, but are not limited to; social networking sites 
(such as Facebook, Instagram, LinkedIn etc.) weblogs (blogs), microblogs (such as Twitter), 
content communities (such as YouTube), collaborative projects (such as Wikipedia), and so 
on.  

It has been established that within the Web 2.0 social media provides a different plat-
form for developing consumer-brand relationships. This is a consequence of the modern 
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consumer’s demand to constantly be involved with brands and companies, and as a re-
sponse, digital technology, herein social media can ensure this by making passive bystanders 
into active participants (Rakic & Rakic, 2014). This calls for companies to continually find 
new means of engaging and connecting to their customers. According to a report by Euro-
stat, 39% of EU businesses were present on social media in 2015, whereas 3 out of 4 (79%) 
used these platforms for building image and to market their products (Eurostat, 2017). 
These statistics show that companies are embracing the shift from a more firm-centric ap-
proach to recognising the opportunity of leveraging social media for brand management. 
Brand management, or simply branding, on social media is highly reliant on maintaining 
relations with consumers (Gao & Feng, 2016), and particularly social networking sites have 
a very important role in building a strong brand (Shen & Bissel, 2013).    

 
 

4.1.2.2.1 Branding through social networking sites 
For the past many years, Facebook has been, and still continues to be the most pop-

ular social networking site with an astounding 1,86 billion monthly active users as of the 
fourth quarter of 2016 (Statista, 2017). This shows that Facebook is capable of attracting a 
vast amount of online users and even keeping their attention for several hours (Shen & Bis-
sel, 2013). Another successful social networking site is Instagram, which, as of December 
2016, has around 600 million monthly active users (Statista, 2017a). A large amount of 
global brands are also present on Instagram. A significant increase of brand presence on 
Instagram is expected to take place, rising from 48,8% in 2016 to 70,7% by the end of 2017 
(Hootsuite, 2017). Arguably, such a dramatic increase in brand presence is a consequence of 
Facebook, which bought Instagram in 2012, announcing that the platform would start sell-
ing advertising (Luckersen, 2016; Constine, 2015; Crook & Constine, 2013). From 2013-15 
Instagram allowed companies to pay for sponsored posts, which would be posted to relevant 
users’ feeds. In 2015 Instagram started selling clickable ads, where customers can visit e.g. 
web shops directly from Instagram, which has made companies’ advertising on the social 
platform much more interactive and effective. It allows users to shop directly from the plat-
form. This entails simply tapping on a product in a brand’s picture, which will then show 
you details about the item and further direct to the company’s web-shop (Instagram for 
Business, 2017). This might be a game changer for how the consumer experiences a potential 
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shopping journey, because the new feature does not require that the consumer actually leave 
the Instagram app to research the product. Instead, the potential shopping journey inte-
grates the spontaneous discovery of products and the actual purchase – all present in the 
consumer’s Instagram feed. Undoubtedly, this is one of the reasons why Instagram is facing 
a steady rise in brand presence on the platform, as well as why Instagram has become the 
new hot topic among social media marketers recently (N.a., 2015; Del Rey, 2016).   

As indicated above Instagram is making it easier for companies and brands to adver-
tise, market and sell products in-app. But how can brands attract customers through their 
branding on social networking sites, such as Instagram? Perhaps particularly regarding, but 
not limited to, the branding of cosmetics brands on Instagram it is a matter of “spreading 
the virus” through viral marketing. Viral marketing ”denotes a type of marketing that infects 
its customers with an advertising message, which passes from one customer to the next like 
a rampant flu virus”  (Shen & Bissel, 2013 p. 634). Thus, viral marketing refers to the broad-
casting of an original message about a product or service through interactions among con-
sumers or relevant users (Shen & Bissel, 2013). In the case of Instagram, an original message 
is spread when users like, comment, and/or tag it. These actions are visible to the user’s 
followers, who, in turn, might also partake in the same practice, and so forth. Thus, the ex-
posure of the message can spread exponentially fast. However, the original advertising mes-
sage has to do more than deliver information; it needs to concur with the consumer’s expec-
tations about the brand as well as contribute to emotional engagement and (para-) social 
experiences, as opposed to the previous rationalisation of product attributes and/or service 
qualities (Shen & Bissel, 2013). These requirements are a result of today’s more demanding 
consumer. In the ubiquity of social networks consumers have better control over what to 
receive and reject, as well as their general knowledge about brands is higher (Shen & Bissel, 
2013). Considering that consumers have control over what to receive and reject, points to 
the fact that they actively select various media to satisfy specific needs rather than being 
passive recipients. Hence, people use media, herein social media, to gratify social and psy-
chological needs (Gao & Feng, 2016). Therefore, companies’ branding efforts on social net-
working sites need to consider the several factors that can influence the success of the brand. 
One important decision to make is what kind of content to post, in attempt of potentially 
making it viral. Not surprisingly, the key to providing the right content lies in the under-
standing of what gratifies the consumer’s needs, so that s/he can become actively engaged 
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with the brand (Gao & Feng, 2016). Depending on the consumer and the situation, the grat-
ification can be anything from information retrieval, entertainment, social interaction, self-
expression etc. (Gao & Feng, 2016). Therefore, the content shared by the brand needs to 
respond somehow to these needs. For instance, research shows that the entertainment prop-
erties of social media marketing and branding can lead to strong perceived intimacy, in-
creased trust, as well as greater purchase intention from a consumer-perspective (Gao & 
Feng, 2016). Gao & Feng (2016) propose three different content strategies for brands. The 
first strategy implies posting brand content only, such as information about the brand, its 
product and services, the company behind the brand, and events and activities of the brand. 
The second content strategy refers to posting brand and brand-extended content, herein 
related knowledge/news and product category information. In this strategy the aim is to link 
the brand/product to current happenings and enable the consumer to learn more about the 
brand/product. Lastly, the third strategy entails posting brand content, brand-extended 
content, as well as social-oriented content. Social-oriented content is not directly related to 
the brand/product, but is provided to encourage social interactions with or among users 
(Gao & Feng, 2016). As opposed to strategy 3, strategy 1 and 2 are richer on information, 
thus enabling opportunities for learning and being inspired. Furthermore, if the user is in-
formation-oriented, strategies pertaining to sharing informative messages could lead to bet-
ter brand equity compared to a more social strategy. On the other hand, posting social-ori-
ented content can help clarify the brand image, as it reveals more human involvement and 
can gratify users’ needs for social interaction. If the user is social-oriented, a social content 
strategy, such as strategy 3, can lead to better brand equity.  

  There is an ever increasing potential in social media, which can have great influence 
on companies. However, to fully reap the benefits, a company’s approach to social media has 
to be a fundamental part of its overall business strategy. Social media has become a major 
source through which consumers can engage with brands, as well as it can function as data-
base of brand/company-related information that help the consumer form the perceived 
value of the brand and company behind (Edelman, 2011). Value - and the creation of it – is 
no longer solely confined to the product. Instead it is accumulated in personalised brand 
experiences (Shen & Bissel, 2013). Because of consumers’ power online, the right approach 
to social media, herein generating good brand experiences, is crucial for businesses. On so-
cial media there is full transparency and consumers can liberally share their thoughts and 
experiences, positive and negative, about brands and companies. After all, even if a brand’s 



	
	

43	

potential branding effort has gone viral, it is all about its general online reputation and the 
maintenance of it. If a brand has a weak online reputation, or worse, if it is not even dis-
cussed among consumers online, then it is evident that its social media marketing and 
branding needs to be reconsidered.  

      
 

4.1.2.2.2 Co-creation through social media 
Yet another consequence of Web 2.0 and new media, in relation to the two-way com-

munication, interaction and collective intelligence that it makes feasible, is co-creation or 
prosumption (Gyrd-Jones & Kornum, 2013). It is based on user generated content either 
instigated by a company/brand or by the user him/herself, which brands can make a part of 
their image through i.e. social media where they can repost or share aforementioned user-
generated content as part of their branding strategy (Hennig-Thurau, 2010). An example of 
this could be a make-up look posted by a user, where the brand behind the products repost 
it and thereby use the original post to boost their product and brand credibility. Co-creation 
also covers user-innovation that the brands can make use of (Gyrd-Jones & Kornum, 2013; 
Zwick et. al. 2008). To elaborate, a company or brand could create a competition where the 
consumers are encouraged to send in their best ideas for a new campaign tagline. By doing 
so the brand stimulates consumer engagement and bonding while gathering intelligence 
about customers and using their ideas instead of spending resources on coming up with 
them themselves. Co-creation is a very cheap and efficient way of creating closer relation-
ships with customers, building credibility and trust and gaining consumer insight, while also 
making the consumers a resource of innovation, where very little, if any, credit or monetary 
prize has to be given. 

On Instagram, which is the relevant media for the current thesis, co-creation is also 
very popular amongst cosmetics brands. They use the platform for competitions, which pro-
mote user innovation, that can then be used by the brand. But the most common co-creation 
utilized by cosmetics brands on Instagram seems to be re-posting. The photo can be about 
or of anything that relates to the brand, such as product reviews or MOTD (Makeup of the 
day (selfies that show off makeup application)) and of course have to be of a neutral or pos-
itive character. Cosmetics brands commonly repost from known influencers (bloggers or 
YouTubers) whom a lot of consumers trust, thereby spreading a good message and image of 
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their brand and products. 
 
 

4.1.2.3 Corporate social responsibility in branding 
Another way, in which companies can brand themselves is by using their CSR efforts 

as leverage for their image. But if not managed correctly it can also be a cause of distrust and 
scepticism for consumers.    

How and whether a company or brand’s corporate social responsibility (CSR) can be 
utilized as part of a branding strategy is a very discussed topic nowadays, and almost every 
company has a CSR politic or strategy. In order to recognise exactly how brands can benefit 
from making CSR a part of their branding and image, it is important to note that there are 
various ways and degrees of CSR to which companies can apply. Lantos (2001) has identified 
four sides to CSR, which companies, in his opinion, should aim at fulfilling if they want to 
acquire a positive “corporate citizen role”:  
	

1) Economic: Companies should make sure to deliver satisfactory value to consumers 
while making enough revenue to satisfy all stakeholders. The company should build 
wealth that can be used for creating jobs and promoting innovation.  

2) Ethical: The companies should aim to be fair and keep a high moral when it comes to 
avoiding social injury or violating human or others beings’ rights. 

3) Legal: Companies should always comply with the laws in the areas they operate. 
 

These three kinds of CSR are, according to Lantos (2001), mandatory for all organiza-
tions. 
 

4) Philanthropic: It is important that the companies use resources on or participate in 
activities which are beneficial to one or more societies. There are two kinds of phil-
anthropic CSR: strategic and altruistic, where the latter comes from genuine caring 
for and interest in the society or world, even at the expense of the enterprise. This 
leads Lantos to conclude, that altruistic CSR cannot be considered a legitimate busi-
ness function. Strategic CSR implies that businesses can use CSR as a way to reach 
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strategic objectives while being socially responsible. Applying Strategic CSR, compa-
nies choose to give back to society because it is a source of financial gain.  

 
Lantos (2001) notes how financial gains for companies perceived as socially respon-

sible are made easier due to today’s market forces – therefore it might be profitable for com-
panies to set social goals. Strategic CSR will generally give consumers a positive view of the 
companies and can, due to the possible financial gain, be considered an investment in the 
brand. When employing strategic CSR the company makes its responsible efforts a part of 
the core values in the company. Hence, CSR becomes a part of the branding strategy. Con-
cluding, that when companies use CSR, not only because they have to, but also use it as a 
part of their branding they use strategic CSR. 

However, linking the company’s strategic CSR to its branding strategy does not in 
itself give them a competitive advantage. Regularly, companies’ motives and intentions be-
hind their CSR are questioned, and it can become problematic if it is to the degree where it 
affects the company’s credibility. To avoid this issue, Smith (2003) proposes three factors 
that are important if a company aims to use strategic CSR to strengthen its brand(s): 

 
1) Honesty: CSR strategies supporting brands have to be genuine. If consumers do not 

find the company to be honest when choosing and employing their CRS efforts, it can 
affect the company’s trustworthiness and it may seem like the brand is just trying to 
increase sales by implying that they care about a cause. 

2) Unique- and thoroughness: the CRS strategy needs to be carefully thought out and 
also unique for the company to distinct it from competitor’s strategies in order to be 
a source of competitive advantage. 

3) Corporate fit: CSR efforts should be a reflection of or in line with the company or 
brand’s mission and vision, and be fitting for what kind of business it is and in what 
industry. If the CSR strategy is fitting, it can be a supporting factor for brands’ iden-
tities. 

 
To conclude, CSR can be very beneficial for a brand and help attract new customers 

and create a more positive and distinctive image if applied correctly to the branding strategy. 
However, there are several pitfalls into which the brands may fall, if they are not careful 
when choosing and employing their CSR strategy.  
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4.1.3 The strategy clock 
To give an overview over how various brands can be positioned compared to each 

other, Bowman’s strategy clock, adapted in Johnson et al (2008), can be a useful tool. Put 
simply, the strategy 
clock is a framework 
that categorises along 
two high/low axes. On 
the horizontal axis 
there is price, and on 
the vertical axis there is 
perceived product/ser-
vice quality. The logic 
behind the strategy 
clock is that it should 
represent different po-
sitions in a market 
where consumers have 

different “requirements” 
in terms of perceived value for money (Johnson et al, 2008). 

There are 8 positions on the strategy clock, and each has certain market characteristics 
and strategies attached to it. A layout of the model as well as a brief description of the posi-
tions is presented below. 
  

1. No frills strategy: this strategy is located on the low/low spectrum of the clock. There 
is low price and low perceived product benefits. Typically focussed on a price-sensi-
tive market segment.  

2. Low price strategy: using this strategy companies aim at keeping a lower price than 
their competitors, while maintaining similar perceived product benefits to those of 
their competitors. 

3. Hybrid strategy: this strategy seeks to simultaneously achieve differentiation and 
low(er) price relative to competitors. 

4. Differentiation strategy: this strategy is a broad differentiation that aims at offering 

Figure	2:	Bowman’s	Strategy	Clock	(Adapted	in	Johnson	et	al,	2008	p.	225) 
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products that provide benefits different from the competitor that also are greatly val-
ued by the consumer. 

5. Focused differentiation strategy: compared to the differentiation strategy, the fo-
cussed differentiation aims for high-perceived benefits, thus also justifying a price 
premium. 

6. Failure strategies (6-8): these strategies do not provide enough value for money re-
garding product features and price (Johnson et al, 2008). 

 
The marketer’s objective should always be to give the consumer what they want, de-

sire or need better and more effectively than competitors. So, to sum up, the strategy clock 
can help marketers to comprehend and recognise the ever-changing requirements within a 
market in order to be able to correctly adjust any potential positioning choices.  

In the context of the current thesis, the strategy clock will demonstrate how the cho-
sen brands are positioned compared to each other in terms of price and, more importantly, 
perceived value for the consumer. The aim is to position the chosen brands into the clock 
framework in accordance with responses retrieved from the focus group interview. In terms 
of perceived value, the focus group informants will have to consider the subject on the basis 
of how the brands brand themselves on Instagram. Regarding the price axis, the approach 
will be to compare a staple product – such as lipstick – from all the brands. We already know 
that there will be a certain variance between the brands on the price measurement, since the 
brands already are divided in into the categories drugstore-, high-end- and luxury cosmetics. 
Nevertheless, regardless of price, the interesting takeaway will be to examine how the in-
formants perceive the brands’ value and product benefits based on their branding efforts, 
and further, how the perceived value correlates with price on the various brands. By follow-
ing this approach, the goal is to determine where the brands are positioned on the strategy 
clock, hence also discovering which strategies the various brands appear to be pursuing in 
their branding efforts.   

 
 

4.2 Visuals in marketing and branding 
In modern marketing communications, visuals, and especially images, play an im-

portant role (Borgerson & Schroeder, 2005). Nowadays images constitute a large amount of 
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companies’ communication about products, services and organisational identity. Thus, pic-
tures of people, models, products, spokespeople and endorsers have become a central func-
tion of marketing imagery. Since images can neither be true of false, they are particularly 
useful in allowing strategists to avoid the responsibility of misleading and false claims 
(Borgerson & Schroeder, 2005). In other words, marketing images can be said to possess a 
certain amount of persuasive power that the consumer not necessarily always is aware of. 
This implies that marketing images, whether intentionally or not, contribute to a “reality” in 
which the modern consumer is socialised. Often this reality, derived from marketing images, 
evades the consumer’s subjective interpretation and critical resistance (Borgerson & 
Schroeder, 2005). Borgerson and Schroder (2008) argue that “children are not born with 
the innate ability to understand the underlying context of cultural meanings at work in mar-
keting communications, no matter how many times parents tell them that an advertised toy 
will only be fun for a few minutes, although it looks great in the ads, or that a pair of athletic 
shoes cannot really make you run faster, or that models really do not look the same in real 
life as in magazines and the TV” (Borgerson & Schroeder, 2005 p. 6). Some researchers 
(O’Donahoe & Tynan, 1998) counter this interpretation by insisting that consumers are be-
coming ever more literate in marketing efforts, such as advertising imagery, and thus be-
coming able to “see through” and resist it. However, regardless of whether the consumer is 
able to see through marketing images, one thing remains certain; namely that the images 
the consumer sees influences how s/he perceives and responds to it and its immediate envi-
ronment (Borgerson & Schroeder, 2005). Therefore, it is of importance that marketing im-
agery be dealt with on equal terms as other aspects of marketing communications, and not 
just merely as strategic pictures of faces, products and services.   

 
 

4.2.1 How meaning is constructed  
Consumers, or more generally, human beings, will always try to interpret and give 

meaning to the world around us. From a marketing perspective this naturally includes giving 
meaning to brands’ imagery about products and/or services. When presented to visual im-
ages, humans will interpret it by applying various processes, some of which operated uncon-
sciously and automatically. For instance, eye-movement, awareness and attention are gov-
erned by various physiological and cognitive processes. Additionally, how visual information 
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is processed is governed by perceptual codes – Westerners usually read from top to bottom, 
and from left to right. Certain perceptual clues, such as shape, symmetry, colour and relative 
size are also interpreted on a level of which we not necessarily are aware. (Borgerson & 
Schroeder, 2005). These processes can be characterised as basic, nevertheless important, 
conventions regarding the consumer’s interpretation of visuals. However, in order to fully 
unveil how consumers give meaning to brands and their imagery, we need to know how the 
consumer’s mind works.  

Zerubavel (1997) argues that there are some universal patterns in the way people 
think, process information and use so-called mental models. This implies that the way one 
consumer thinks can both be similar and different from another consumer’s way of thinking. 
The similarity or difference depends on the consumers’ association to similar or different 
social environments. As social individuals (female, Danish, student), consumers can share 
certain social mindscapes (mental models) within specific thought communities. These 
communities are inter-subjective, social worlds that constitute much of the basis regarding 
the way individuals think. However, since it is possible for individuals to be members of 
several different thought communities, it is important to also acknowledge the presence of 
cognitive diversity. For example, an individual’s culture is an essential determinant of his or 
her cognition, and herein might also exist different sub-cultures. Therefore, what an indi-
vidual experiences is processed through different interpretative frameworks derived from 
social environments. In other words, individuals can see and perceive their surroundings 
through a variety of “lenses”, which s/he is able to exchange and swap depending on what 
stimuli and social community to react to (Zerubavel, 1997).  

This brief introduction to the way the human mind works is essential for the current 
thesis, since it provides a foundation regarding why consumers might have similar or differ-
ent thoughts about a brand and its imagery. It is pivotal that we acknowledge that the con-
sumers are viewing and perceiving the world through their own lenses.  

 
 

4.2.1.1 Mental Models 
One of the most important and complex activities in modern marketing communica-

tions is the concept of transferring meaning. Ringberg & Reihlen (2008) argue, that for a 
message to have effect “it must be appropriated in a meaningful way” (p. 1). Previously the 
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term mental models was mentioned, and according to Ringberg & Reihlen (2008), these 
models can act as a means to help individuals make sense of the surrounding world. Mental 
models are defined as “conceptual filters and organisers that enable people to categorise and 
make of what otherwise would be a chaotic mass of stimuli” (Ringberg & Reihlen, 2008). 
Further, it is argued that there co-exist two types of mental models in a person’s mind – a 
cultural and a private. The cultural mental models are interpretative frameworks shared by 
a group, subculture and/or society (Ringberg & Reihlen, 2008). On the other hand, private 
mental models are the consequence of an individual’s personal life and experiences. As im-
plied by the wording, private mental models are therefore unique and not easily understood 
by others (Ringberg & Reihlen, 2008). When an individual chooses to use one mental model 
over the other depends on how the models are able to categorically classify stimuli, as well 
as on the introspection and creativity of the individual. Furthermore, it is argued that mental 
models operate in a categorical, automated/reflective, or creative way. When operating 
through an automated model, the individual puts stimuli into already existing, mental 
schemes. Nevertheless, when certain pieces of stimuli do not fit into the scheme the individ-
ual will have to reflect upon it, and further create a modified construction of mental models, 
in which the stimuli can be adapted and made sense of (Ringberg & Reihlen, 2008).  

It is important to recognise mental models as a potential basis for consumers’ per-
ceptions of a brand and its imagery.  

 
 

4.2.2 Visual semiotics 
It has extensively been asserted that brands have an “identity”. Consumers are pre-

sented to representations of this identity, or rather; consumers have assumptions about who 
and what the brand represents. These assumptions are based on the interpretation of vari-
ous signs and signifiers present in the brands’ representation. Semiotics is the study of signs 
and symbols, their use and interpretation. It is important to note that the current thesis will 
not deliberate textual semiotics, as the media under study, Instagram, is based on the shar-
ing of visual content. On Instagram, adding textual information is optional, but in the con-
text of the current thesis any added text will be treated as a supporting function to the visual 
content. A brand’s dominant semiotics set down elements of its identity, and this is what the 
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consumer tries to comprehend. The study of semiotics often relies on opposites, thus dual-
istic notions regarding, for example, identity and difference, such as self/other, male/fe-
male, rational/emotional, white/black etc. Naturally, one side of the opposites will be more 
“relatable” to an individual than the other, implying that there exist various positive, as well 
as negative values and “associations”. These associations are often taken seriously and fur-
ther used in attempt of expressing something as natural and/or true. For example, by jux-
taposing the elements white/black, male/female and rational/emotional against each other, 
there is a perpetuation and emphasis on the dualistic categorisations that historically has 
favoured the white, male and rational. Even if described rather “black and white”, these 
meaning systems are readily used in marketing communications as representational con-
ventions, which, in context, can lead to and reinforce destructive images of identity. To ex-
emplify, a comprehensive study of gender roles in television ads around the world found that 
ads “typically show men as authoritative and knowledgeable, whereas women are confined 
at home” (Borgerson & Schroeder, 2005 p. 11). Thus, the point is that the “commercial en-
vironment” can have real life consequences, such as, as illustrated in the abovementioned 
example, the stereotyping and limiting of women’s potential and opportunities.  

It can be argued that companies have gotten more ambitious in their marketing ef-
forts, and most of the time they no longer try to sell their products by means of persuasion 
advertising. Instead the objective of brands is to create a symbolic universe of meaning (Sco-
lari, 2008). Thus, brands can be understood as semiotic devices, that are able to create a 
discourse, give it meaning and then communicate it to the consumers. When brands create 
their discourse, they also express values and these can be presented as an interpretative 
contract between the brand and the consumers. Brands combine their distinctive values in 
ways that differentiates them from other brands, as well as associative values, which assem-
ble and rearrange product families under a single value system. Put simply, brands are noth-
ing more than perceived values of a society or group of people. They can be seen as an ar-
rangement of elements that only construct meaning when they offer distinction. 

 
 

4.2.2.1 Generative Levels 
 Another way of looking at how meaning through semiotics is created is to separate 
interpretation of brands into three levels: deep, semio-narrative and discursive (Scolari, 
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2008). As mentioned before, brands take on an important role by distributing values 
through common images and range of products by which they construct both connecting 
lines and separation between several entities. How these are used by brands and interpreted 
by consumers can be explained from a generative perspective. Scolari (2008) describes Gri-
mas & Courtes’ (1979) three interpretative levels as follows: 
 The deep level, also called exiological, is a kind of space where more abstract elements 
contrast (e.g. freedom/repression, life/death, work/entertainment). More often than not, 
these elements are not present at the surface of brand’s discourse. Instead they make up a 
core of the brand’s universe of meaning. They help maintain a coherency over time. 
 The semio-narrative level is where the basic elements are assembled and organized 
into action-sequences that outline specific essential characteristics (e.g. subjects and ob-
jects). These sequences are narratives, and during the constructing of these the subject’s role 
is to manipulate “instruments” and pass several “tests” to reach its goal. The goal could e.g. 
be to get a certain customer group to buy a new product. 
 At the discursive level, the narratives are categorized further into defined themes that 
take on an identifiable character. By working with all the discursive levels, different narra-
tive structures result in different versions, which can be maintained or changed through 
communication without affecting the fundamental values (found in the deep level).  
 From this method of meaning-creation the brand universes will always be incomplete 
(Scolari, 2008). The enunciator can never tell the full story. The rest has to be created by the 
consumers. While the direction and basics of brand narratives are set by the brands them-
selves, the consumers complete them through their competencies and life experiences. The 
narrative nature of brand universes have their own rules and values, but allows consumers 
to create their own meaning that takes departure in the fundamental and abstract opposi-
tions, and hereafter intersects the semio-narrative level, in order to finally manifest itself at 
the discursive level. 
 
 

4.2.3 Ethical considerations in visual marketing  
It can be asserted that modern marketing communication has a lot of power concern-

ing the shaping of consumers’ thoughts, beliefs and desires. What we think we know about 
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a brand derives from how it is represented, and this can affect how we view, treat and un-
derstand it. Since the marketing behind brands is so influential, it can be argued that how 
consumers personally perceive a brand can even, to some extent, be “misinformed percep-
tions”. This raises another important issue, namely the ethics of marketing imagery. As men-
tioned earlier, brands often rely on images and other visuals to avoid the consequences of 
false and misleading claims, and yet these images still capture our attention and emotions 
by stimulating features of real-world experiences (Messaris, 1997). Further, marketing im-
agery has the power to make us believe that we know something we actually have no experi-
ence of, as well as to influence the experiences we will seek in the future (Borgerson & 
Schroeder, 2005). Messaris (1997) stipulates that visuals in marketing constitute a “mirror 
world with whose inhabitants we are invited to identify or to imagine that we are interacting” 
(p. 266). He further argues that these identification- and imaginary interaction processes 
can have real-life outcomes, as viewers will use the characters in ads and other visuals as a 
reference point for their own ever-evolving identities (Messaris, 1997). Visuals in marketing 
constitute a key source of images that young people, for instance, can utilise to pre-visualise 
their places in the world of sexual and status relationships (Messaris, 1997). Therefore, it 
can be argued that there needs to be ethical responsibility on behalf of the marketer, before 
developing and presenting images to the public.  

In order to convince those in marketing communications to “do no harm”, Borgerson 
& Schroeder (2005) cite visual communications theorist Theo Van Leeuwen, who formu-
lated two basic reference points regarding the ethics of visual representation. Van Leeuwen 
focuses on pictorial representations of people, and for him ethical issues revolve around the 
exclusion of certain identity groups, portrayed social roles, stereotypical depictions, and cat-
egorisation into types (Borgerson & Schroeder, 2005). The two basic reference points are as 
follows: “(1) how are people depicted in relation to each other or their surroundings? and 
(2) how are people depicted in relation to the viewer?” (Borgerson & Schroeder, 2005 p. 17). 
In an in-depth study of how people are represented in images, Van Leeuwen identified sev-
eral conventions of “visual racism”. Visual racism, according to Van Leeuwen, involves mat-
ters of “othering” (other to the viewer’s self), exclusion, and stereotyping – to the extent that 
the stereotyping not only depicts negative cultural traits, but also includes presenting certain 
people as homogenous groups without distinguishing individual characteristics and differ-
ences (Borgerson & Schroder, 2005).  Based on his analysis of the relationship between the 
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viewer and the depictions of people, Van Leeuwen further suggests three pictorial dimen-
sions to consider when dealing with imagery: (1) the social distance – given that there will 
be assumptions about how the social status of one might differ from the social status of an-
other (2) the social relation – such as differences in power, including how involved or de-
tached the characters appear, and (3) social interaction – the “gaze” of the depicted charac-
ter (downward, outwards etc.) and its implications for interpersonal connection (Borgerson 
& Schroeder, 2005).  

The abovementioned can be helpful in promoting an understanding of potential eth-
ical concerns to consider when dealing with marketing imagery. We know that visuals have 
a lot of impact on us as individuals, and as consumers. Visuals can express a myriad of things 
– herein social and psychological relations, such as closeness, involvement and status 
(Borgerson & Schroeder, 2005). Some visuals also invite interaction through the way in 
which the depicted is presented. For example, as mentioned, the way the depicted “gazes” 
as the viewer is essential in establishing a potential relationship. However, these interac-
tions, or relationships, are, of course, imaginary – the viewer merely perceives the depicted 
individual as a friend or a stranger based on various symbolic connotations. For example, 
the camera angle can mediate social relations; whether the viewer sees the depicted at eye-
level, from below or from above can contribute to (symbolic) involvement or detachment 
(Borgerson & Schroeder, 2005).  

To sum up, it is important to be aware of ethics when dealing with marketing imagery. 
One might argue that the main objective of marketing communications is to maintain and 
build relationships with potential consumers, and in doing this it will undoubtedly have to 
rely on the construction of semiotic meanings. However, the best practice is to be careful in 
presenting imagery, as to not draw on unreflective meanings and representations that divide 
people into “others”, people not like “us”, and other unethical imagery.  

 
 

4.3 Consumer behaviour 
 According to Andersen (2011) consumer behaviour can be defined as behaviour 
and processes, which are activated, consciously or unconsciously, in groups or individuals, 
as they look for, decide, buy, use, acquire, show off and get rid of products, services, experi-
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ences and ideas in order to satisfy one or more needs. Consumer behaviour is primarily in-
teresting for marketers working in B2C (business to consumer) businesses. For example, a 
marketer might have the intention to influence the consumer to buy products from a certain 
brand, increase their consumption or to start taking specific actions, such as using solariums 
less frequently. To influence the consumers, the marketer needs to know what they value in 
life, how they see the world, what knowledge they have, and how they feel and think – all in 
order to gain insight into certain indicators of what might be the most optimal way to ap-
proach the consumer. For years now, values and lifestyles are two very important indicators 
to marketers, and are often used in order to choose a target segment (Grunert, 1991). The 
two can easily be considered a part of consumer behaviour, as they are, to some extent, ex-
pected to predict consumers’ behaviour in buying decision situations. Thus, the concept of 
consumer behaviour is closely linked to one of the main topics of the current thesis, values, 
and we see it necessary to touch upon subjects such as consumption and the part it can play 
in our identity creation, encompassing how our values shape our consumption and further, 
how consumption shapes our identity. 
 
 

4.3.1 Identity construction through consumption 
Identity can be defined as a social construction (Elliot, 2004). We cultivate our self-

identity alongside a corresponding collective social identity. Elliott (2004) also explains that 
one’s self-identity is maintained and corroborated through, and because, of social interac-
tion. One way of building one’s identity is through consumption. The meanings we form for 
ourselves and our social encounters are always going to be dissimilar, and this requires us 
to perform a negotiation of meaning. Nowadays, the performing self is primarily concerned 
with impression management, appearance and the showcasing of it. Consumers assign 
meaning from products to their self, and the consumers’ communication of their identity 
can turn out successful or faulty, depending on whether the displayed self-image is perceived 
by the receiver as intended. It is commonly acknowledged that creating one’s character 
through consumption often involves aesthetic or cultural practices, and that these, more so 
now than previously, become cultural properties of the self.  

Style is a large part of our identity today, and for youths especially, style (made up of 
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possessions, vocabularies, and the conveyance of these) defines their membership of a cer-
tain group. Style communicates our belonging both inside and outside of social groups. We 
constantly interchange within our various social communities, and most often we develop 
and display distinctive identities according to the current group with whom we are socializ-
ing. Examples of social communities are e.g. family, colleagues, classmates and friends (and 
maybe even different sub-personas depending on the different friends we are with). Certain 
communities may become principal parts of our identity, whereas others can be more pe-
ripheral (Elliott, 2004). 

Consuming is only one in several ways of creating one’s identity, yet it is still a very 
significant and effective way to enthuse social action and belonging. Consumption plays a 
very significant role when it comes to giving value and meaning to social practices. One of 
the primary ways brands can help generate symbolic meaning for their consumers is through 
advertising. Brands commonly transfer meaning to their target segments, and they use sym-
bolic resources in order to convey and express a particular identity.  Therefore, it is impera-
tive that marketers hold both verbal and behavioural resources of their brands’ target seg-
ments. A consumer’s experience with a brand, if used or interacted with over a longer period 
of time, will direct his/her experience of its advertising (Elliott, 2004). 
 
 

4.3.1.1 Why we consume  
In order to understand why consumers interact with brands, one needs to look at how 

brands interact with consumers. One way of understanding the brand, hence the consumer, 
is to look into the brand’s positioning in terms of functionality and symbolism. According to 
Bhat & Reddy (1998) there are basically two ways brands can appeal to a consumer. The 
former is based on a principle of functionality and views the consumer is an entirely rational 
being, who wants to maximise total utility. This entails a “rational consumer”, who buys 
products based on objective criteria, such as price (Bhat & Reddy, 1998). Opposed to the 
thought of a rational and economic consumer is post-modern consumer theory, which states 
that hedonic and emotional motives drive the consumer’s consumption. In this perspective 
consumers use subjective and personal criteria to evaluate consumption decisions. He-
donic/emotional consumption is thus based on individual tastes and intangible product 
benefits, such as taste, pride and desire for self-expression (Bhat & Reddy, 1998).  
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Consumers’ needs can thus be either functional or symbolic. On the one hand there 
are the specific and practical needs, and on the other hand there are needs regarding social 
interaction and self-image. In order to respond to these needs, brands should have a defined 
“brand concept”, which communicates its identity. Furthermore, it is suggested that the 
brand “concept” should be either symbolic or functional, thus separating the consumers’ 
needs and clarifying exactly what the brand can do for the consumer. Thus, consumers’ util-
itarian needs can be exploited through a brand with a functional brand concept, and con-
sumers’ subjective needs, such as enhancement of self- and social image, can be tapped into 
with a symbolic brand concept (Bhat & Reddy, 1998). 

In the context of the current thesis we argue that the boundary between the functional 
and symbolic is blurred. It is our assumption that the two viewpoints complement each 
other, as certain products, perhaps especially cosmetics, can contain both functional and 
symbolic value for the consumer. 

 
 

4.3.1.2 The extended self 
In the field of consumer culture- and research the notion of the extended self has been 

thoroughly studied. In 1988 Russell Belk introduced the concept as a link to consumer be-
haviour research, in which he ascribed the extended self as a consequence of meaning being 
attached to possessions (Belk, 1988). Since then the concept has evolved, and various inter-
pretations and perspectives have developed. Nevertheless, the focus has remained the same; 
that we, in a broad sense, rely on possessions to construct and extend our identity.  

The extended self is a kind of mental narrative, where important characteristics are 
associated with memories and experiences. The extended self allows consumers to create an 
opinion of who they are, and thus build their self-image. One’s identity can be viewed as an 
enactment, built upon affiliations with people and consumption of goods. It helps us create 
our own modified versions of cultural principles (Ahuvia, 2005). Our possessions are a fun-
damental part of our identities and our identities are reflected in the products we consume. 
They become a part of our image and can contribute to the construction of an extended self 
(Belk, 1988). The concept of the extended self is based on the belief that what we own and 
consume can literally or symbolically extend our self and thereby allow us to do things, we 
otherwise would not feel capable of. Our extended self can also influence us to create an 
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image of ourselves that is different from the one we would create without our possessions. 
To put it shortly, objects can affect our proficiencies for doing and being.  

There are three ways for an object to become a part of our extended self: firstly, by 
controlling something. Mastering, or even just being good at something establishes it as a 
significant experience in our mental narrative. The second way to make an object a part of 
the extended self is through giving. Giving or donating something, mainly tangible, gives us 
a special form of control, through the fact that the objects will permanently be linked to the 
giver, subsequently making them a part of the benefactor's identity as well as creating an 
event in the receiver’s mental narrative that is associated with the giver. The third and final 
way to integrate something as a part of one’s extended self is by understanding it. Our 
knowledge about an object makes it easier for us to see it as a part of our selves (Belk, 1988). 

Possessions can give minor or more significant value to the self, since we not only are 
individuals, but correspondingly participants and/or contributors of our social groups. Our 
different selves and our presentation of them are frequently expressed through consumption 
of products, and moreover, consumption also communicates our belonging to these social 
communities. Nowadays, and especially in western societies of the world, we become in-
creasingly individualistic, and our separable group memberships are more distinguishable 
than before. Yet, we definitely still define our identities through social group belonging 
(Belk, 1988).  

 
 

4.3.1.2.1 Digital consumption and the extended self   
One might argue, that in 1988, when Belk proposed the extended self, he could not 

have known how the modern technology of today affects the way in which we consume, pre-
sent ourselves and communicate. Therefore, the concept of the extended self, while certainly 
valid in its original form, should also be revitalised to include the influence of this digitisa-
tion in order to fully understand the consumer’s sense of self in today’s technological envi-
ronment (Belk, 2013).  

 In an online environment we have the opportunity to be whoever we want to be. Re-
garding the extended self this is as opposed to the original notion of the concept in which 
one’s physical body is the most proximal instantiation of the self (Belk, 2014; Belk, 1988). 
Nevertheless, just because we have the possibility to be anyone in the online environment 
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does not mean that we will abandon the physical body and tangible possessions, both of 
which maintaining a critical role in a person’s sense of self.  

Belk (2014) states that the digital extended self, as well as the original concept, depends 
upon three intertwined factors: embodiment, disembodiment and re-embodiment. Our 
physical body is clearly a central part of our identity. However, with the emergence of newer, 
digital technologies we have the opportunity to be “present” in a sphere where our bodies 
are not (Belk 2013; 2014). Belk (2014) refers to this phenomenon as the disembodied self, 
and further, when online representations are made referring to this disembodied self it be-
comes a re-embodied self.  

Regarding the extension of self in online media two constructs are particularly useful 
– presence and co-presence. The former refers to an illusion of simply “being there” in a 
virtual environment, and the latter refers to the perception of “being there” along with many 
other individuals (Belk, 2014). Achieving the illusion of co-presence can be mediated 
through interactions with others within the environment. Although particularly applicable 
to virtual gaming using re-embodied avatars, the co-presence construct can also be repre-
sented through one-way media such as photographs, videos, films, television etc. (Belk, 
2014). Due to the fact that the viewer may feel that s/he is “in touch” with the depicted con-
tributes to the creation of a one-way para-social relationship between strangers. Thus, even 
if quite abstract, a picture, video clip or message, when represented online, stands for a per-
son, acts for a person, and is the person (Belk, 2014). Therefore, the notion of re-embodied 
avatars should not be confined only to gaming in virtual role-playing worlds. Instead, all of 
our online representations and activities should be encompassed and accumulated into one 
or multiple avatars, which essentially function as a virtual re-embodiment of “us”.  

Nevertheless, it is important to keep in mind that through our re-embodiment, i.e. av-
atars, we still have the liberty to choose who we want to be. Ideally, this would lead up to an 
“online age of total equality, where discrimination due to gender, race, class and physical 
handicaps would fall away” (Belk, 2013 p. 481). However, the breakthrough and develop-
ment of the “visual” aspects within the virtual environment has lead to new interpretations 
and definition of the self. Particularly within the sphere of social media and other increas-
ingly visual environments such as photo-sharing sites, blogs, video-blogs and dating appli-
cations etc., we continuously become disembodied and re-embodied as avatars through 
sharing in these environments (Belk, 2013). Additionally, with the help of applications such 
as Photoshop and other “beautifying” tools, it has become possible to edit and manage the 
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visual representation of the self, and further, identify with these representations (Belk, 
2013).  

Digital possessions help shape the digital extended self in the same way tangible pos-
sessions can form an individual’s actual self (Belk, 2014). Digital possessions can be items 
such as photos, videos, music, emails, books, webpages etc. of which the individual has own-
ership. However, it is noted that since the reach is greater in owning digital possessions, the 
grasp of them becomes looser, leading to frequently duplicating and tangibilising them, e.g. 
printing out digital photographs and placing music on CDs (Belk, 2014). Nowadays, social 
media are becoming increasingly popular, and sharing content for others to see is practically 
customary. Others can post images of us, tag us in them, add comments to our profile and 
“like” our content. This two-way communication can lead to the co-construction of identities 
– of the self – in which people collectively affirm each other on social media in what seems 
to be spontaneous testimonials about smart, pretty and accomplished we are. This also ap-
plies to more professional social media sites, such as LinkedIn, where there is the oppor-
tunity to “endorse” each other’s professional skills. Thus, in the online environment, partic-
ularly social media, the ownership and authority of one’s self becomes somewhat relegated 
to friends, acquaintances and co-workers. One mean of partaking in this practice lies in 
something as simple as a smartphone. Belk (2014) uses the example of the iPhone, which he 
describes as a prosthetic to the human arm, constantly being attached to (most) individuals. 
Through this device we are able to constantly monitor and be in charge of our (and other’s) 
virtual selves, which, in turn, indicates that the digital self is continuously extended – if not 
by oneself then by a larger audience.  
 
 

4.4 Conclusion of theory 
The purpose of this chapter was to present an overview of existing research and 

knowledge within the fields of branding and consumer behaviour. Although the literature 
on branding and consumer behaviour is immense, we found no previous research account-
ing for how cosmetics brands are perceived based on their representation on Instagram con-
cerning the communication of the brands’ values. Within the two main areas, branding and 
consumer behaviour, we have discussed several themes and viewpoints that, in our opinion, 
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create a foundation on which we can base our research and analyse our data against. Fur-
thermore, by reviewing relevant concepts, we, the authors, believe that this foundation 
properly accounts for the variables (chosen brands – implications of branding on Instagram 
– the consumer) of this research and ensures a fundamental understanding of the scope of 
the current thesis.   
 
 

5.  MARKET REVIEW: THE COS-
METICS INDUSTRY  

 In order to conduct a research about a certain market, it is essential that you know 
exactly what you are dealing with. Hence the objective of this chapter is to give an overview 
of the cosmetics market. Since cosmetics-use is a global phenomenon but the respondents 
for this investigation are all Danish, the chapter includes both a global and a national view 
on the market, its past, current and future development. 
 
 

5.1 The concept of beauty through history 
For every of the past 20 years, the global beauty industry has, on average, increased 

by 4,5%. After these 20 years of growth for the beauty market, the total rise accumulates to 
90%, which can easily be considered a very significant upturn for the make-up industry. The 
market growth can be partially explained by the increase of consumers’ income as well as a 
change in lifestyles (Lopaciuk & Loboda, 2013). The past recent years, beauty has developed 
into being a considerable trend and consumers progressively demand higher quality and 
more natural ingredients. The rise of contemporary sales- and distribution channels, such 
as online stores as well as social media, are also a significant driving factor in the advance of 
the beauty industry. The substantial growth of the beauty market makes beauty, herein 
make-up, as research subjects, both interesting and very relevant to branding as well as in-
ternal and external communication theory.  
 Since the age of time, looking good has been important, and throughout history 
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beauty trends have continuously changed and evolved. Examples of significant historical 
trends include bound feet, tan skin, white skin, heavy eyeliner, thin lips, voluminous lips, 
slim waists and hair removal. A big part of the concept of “beauty” has always been to use 
colour cosmetics to manipulate one’s look in order to seem more flawless and/or young. This 
has been proved to be linked to social power and self-esteem, and consumers have always 
used adornments as a way of achieving something they perceive as positive. Make-up use by 
women is moreover associated with being more attractive and feminine (Bloch & Richins, 
1992).  

Historically, the consumption of make-up has been rather exclusive to society’s 
higher social classes, but for the last 20 years, cosmetics companies have focused increas-
ingly on mass-products and brands. This practice along with the diversification of prices and 
products has turned into a trend, where mass-products nowadays can be considered pres-
tigious (also called masstige), and make-up has become widely available to almost everyone. 
More recently, organic or sustainable, long-lasting and time-saving cosmetics have become 
more visible and easily obtained, and these types of products have also become some of the 
key characteristics emphasized by todays beauty marketers (Lopaciuk & Loboda, 2013). Also 
very distinct is the rapid growth of online sales and e-commerce outlets which distribute 
cosmetics. The outlets continuously expand their product selection and more and more web-
sites with product descriptions and price comparisons surface, which puts even more pres-
sure on traditional drugstore or department shopping. Usually, consumers can acquire 
products cheaper online than in a physical shop. With new trends constantly surfacing and 
evolving, new ways of promoting follow. Today, the cosmetics industry benefits a great deal 
from the technological development, as they can interact more conveniently with consum-
ers, e.g. through social networks such as Snapchat, Facebook and Instagram or by means of 
websites, advertising or applications for smartphones and tablets (Lopaciuk & Loboda, 
2013). 
 
 

5.2 Beauty forecast 
As mentioned above, the beauty industry has been growing a significant amount the 

past decades. You could say that the cosmetics industry has experienced a revival partially 
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due to the “selfie culture” which encourages consumers to aim for a perfect face (Euromon-
itor, 2017). One of the things that can contribute to this is products of coverage, such as 
foundation and concealer. They have for a long time been one of the highest selling product 
groups within cosmetics and remain so today. It is also stated that a part of looking perfect 
and using make-up to achieve it, includes playing with colours and application does not need 
to be subtle (Euromonitor, 2017). It is important to note that the beauty trend mainly affects 
Asia, Europe and North America. In South American- and African markets facial make-up 
is not as much of a priority unless it has a medical heritage. 

Some of the most prominent current beauty trends are, according to Euromonitor 
(2017 & 2015), conscious consumption, lipstick, South-East Asian products, customisation, 
brow products and multipurpose products. Conscious consumption involves care for the en-
vironment, sustainability and ingredients (with care for animals, working conditions, natu-
ral or artificial ingredients). The most popular product groups in recent years have been 
skincare, lipstick and brow products. Within these categories the product development has 
been in the highest gear and most beauty brands now sell several brow products and lip 
products with different finishes. For example, most make-up brand nowadays have a brow 
pencil, pomade and gel as well as high-shine, lustre, matte and liquid lipsticks. The South-
east Asian beauty wave is not entirely new, as Japanese brands such as Shiseido and Shu 
Uemura have been around for more than a decade. But more recently South Korean beauty 
products have gained popularity in the Western markets. They are said to be very innovative, 
and especially skin care has received a lot of attention. So much that they finally have estab-
lished themselves with retailers, such as Sephora and Beautybay.com. 

Customisation is a trend that no longer applies only to cars and IT systems, nowadays 
customisation or personalisation of make-up is also gaining momentum. Recently Smash-
box held an event, where customers could get their lip print 3D-printed on a product and 
Bite Beauty have stores where you can customise your lipstick by mixing several of their 
staple lipsticks. Moreover, Lancôme has also created a shop where customers can have their 
skin scanned by a machine, which then mixes a foundation to perfectly suit you (Wiest, 2016; 
Bite Beauty, 2017; Lancôme Paris, 2017). The last beauty trend left to mention in this section 
is multi-purpose products. They are, as the name implies, products which can be used in 
more than one way (Euromonitor, 2017). Examples are rosy creams that can be used as both 
blush and lipstick or bb-creams, which function as a light-coverage foundation as well as a 
moisturiser. These products are gaining popularity because you get more value for your 
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money and they can make a make-up routine simpler, faster and cheaper. 
The last couple of years, drugstore make-up has gotten more attention and gained a 

better reputation. This is reinforced by Euromonitor’s (2017) prospect for the beauty indus-
try, where they forecast that the popularity of drugstore make-up will continue to grow – 
but mainly in the Asian Pacific and Eastern Europe. However, the report also indicates that 
premium cosmetics wares already are and will experience additional growth in their seg-
ment, which could make them an even faster growing category than drugstore cosmetics. 
Some of the trends within cosmetics consumption, production and branding that are already 
gaining esteem and is expected to continue their upturn are sustainable and ethic products, 
wellbeing, customization and authenticity. About sustainability and ethics, Euromonitor 
states that “all stages of the supply chain require closer attention to be paid to sustainable 
and ethical credentials” and that “consumer awareness and resources are, however, key to 
the speed and strength at which this trend will develop” (Euromonitor, 2017 p. 52). As for 
wellbeing, Euromonitor claims it that the desire for wellbeing is rising due to lifestyle 
changes, stating that “As well as changes in attitudes, a more tangible evolution in lifestyles 
is requiring brands to adapt product positioning, and to persevere with aggressive innova-
tion. Looking ahead, a focus on mental and physical wellbeing will shape format and formu-
lation innovation; both also underpinned by a need to save consumers’ time” (Euromonitor, 
2017 p. 52). Customization is, as sustainability and ethics, one of the things that are already 
gaining momentum, and is anticipated to become even more trendy in the near future; “This 
[customization] is expected to have a significant impact by 2020. Tapping into a growing 
trend towards self-preoccupation will also be a financially rewarding, although less pressing 
endeavour, as true personalisation in make-up can improve product loyalty” (Euromonitor, 
2017 p. 52). Lastly authenticity, and herein transparency, will be even more prevalently used 
to create close bonds with the consumers in the future because “a growing disillusion with 
hard-sell, faceless brands has favoured digital natives that build authentic relationships with 
consumers. Mutual trust is a key component of brand loyalty today, as is transparency in the 
actions and intentions of corporations. Investing in digital and interactive technology, such 
as augmented reality, could help break down communication barriers” (Euromonitor, 2017 
p. 52). 
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5.3 The cosmetics industry in Denmark 

In Denmark, the beauty industry is a popular one and it has also experienced signifi-
cant growth over the past few years, although not at the same rate as the global market. 
According to Euromonitor (2016a), the beauty market in Denmark has grown by 9,2% be-
tween 2010-2015. That equals an average growth percentage of 1,84 per year. Compared to 
the global growth of 4,5% every past 20 years, the Danish market growth is two point five 
times less than the global. Looking only at colour cosmetics (including eye-, facial-  and lip 
make-up, skin-, lip- and nail care as well as nail polish) the growth is a little faster (Eu-
romonitor 2016b). The growth percentage of the Danish colour cosmetics market from 
2010-2015 is about 13,5%, and a yearly average of 2,7%. Even though the cosmetics industry 
is not growing as fast  as the global cosmetics industry, it is still very much on the rise and is 
expected to expand even more over the next few years. In Denmark some of the most prom-
inent trends today are eye make-up (especially eyelashes and eyeshadow) and multi-func-
tion products and lipsticks, which is fairly consistent with the global trends. Something that 
is also gaining momentum is the use of colours such as lavender/purple, silver and green. 
However, Denmark is different from e.g. the North American market because drugstore 
make-up brands are not growing at the same rate as internationally. In 2015, the luxury 
brands reached their highest (to-date) percentage of cosmetics sales in the industry in Den-
mark: 44%. Some of the leading and fastest growing colour cosmetics brands in Denmark 
are L’Oréal Paris, Maybelline, Estée Lauder, Dior and MAC cosmetics. Generally, the market 
is dominated by international brands, which made up about 79% of the value share in 2014. 
In the near and far future of the Danish cosmetics industry, discounts, large multinational 
companies and sustainability are expected to play a bigger role when it comes to consumer 
behaviour. 
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6. ANALYSIS & DISCUSSION OF 
FINDINGS 

In this chapter the findings of the qualitative and quantitative research will be pre-
sented. Firstly, we will look into the qualitative approach, in which our focus groups inform-
ants’ more general opinions about cosmetics- and Instagram usage will be explained. Fur-
thermore, we will review the informants’ perceptions of the researched cosmetics brands’ 
individual posters, after which we aim to uncover which of the content strategies is the most 
effective. In order to give a “market-faced” view of branding strategies, the researched cos-
metics brands, based on the focus group informants’ answers, will also be plotted into the 
strategy clock. Additionally, the results from the focus group will be examined in relation to 
CSR and how this, potentially, is represented in the cosmetics brands’ posters. Lastly, we 
conclude on the qualitative research.  

Thereafter, the quantitative research will be presented. The results of the quantitative 
research will be discussed in a chronological order contingent on the survey questions. 
Firstly, the survey respondents’ more general answers regarding cosmetics and Instagram 
will be presented. Thereafter, we discuss the survey respondents’ replies concerning the spe-
cific cosmetics brands in relation to the pre-determined value categories. Lastly, we con-
clude on the quantitative research and summarise the findings of both methods, while also 
answering the sub-questions of the thesis.  
 
 

6.1 Findings of qualitative research 
 In the following sections the findings of the qualitative research will be presented. 
The objective of the sections is to summarise the main ideas, concepts, thoughts and opin-
ions derived from the focus group interview, attempting to uncover whether or not there 
exists a pattern in our qualitative data, and further, how this potential pattern correlates 
with the variables of our research. First, we will present the informants’ thoughts on general 
cosmetics- and Instagram usage, and afterwards the information elicited from the brand 
posters will be presented.  
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As a start to every discussion the informants were encouraged to talk generally about 
the topic. This general discussion allowed for an introduction into the topic, as well as it 
would give us, the authors, the opportunity to get to know our informants. This is particu-
larly important as our informants’ opinions directly influence this thesis’ research topics and 
outcomes. As stated in the theory chapter, people, in this case our informants, view the world 
through individual “lenses” (Zerubavel, 1997) and use mental models, both shared and pri-
vate (Ringberg & Reihlen, 2008), to categorise their perceptions about the research topic. 
Therefore, it was crucial for us, the authors, to primarily familiarise ourselves with the in-
formants and their conceptual filters in order to subsequently have better ability to interpret 
their answers.  
 
 

6.1.1 Cosmetics usage 
 

The participants all use cosmetics. The participants mentioned a number of reasons 
and occasions where they would wear cosmetics. Generally, they all agreed that they were 
more inclined to use make-up if they were seeing other people, and especially if those were 
not their closest friends. Furthermore, participants would use make-up on days where they 
had something important to do and also if they just had a bad day; as a confidence boost. 
Thus, for our informants, there is great symbolic value (Bhat & Reddy, 1998) behind their 
usage of cosmetics. Our informants use cosmetics as a means to make themselves “feel bet-
ter” in various situations – as an enhancement of their self-image. One might argue that the 
usage of cosmetics relies mostly on symbolism since it integrates the cosmetic grooming rit-
ual as an activity through which, the individual is able infer symbolic meaning. This implies 
that the symbolic properties of the product (e.g. “luxury”, “ecological”, “pure”, “beautiful” 
etc.) are transferred to the consumer. However, perhaps cosmetics can fulfil both symbolic 
and functional needs. For instance, an individual might buy a cosmetic skin-product based 
on celebrity endorsement (symbolic), but also because s/he expects the product to perform 
a means to an end, for instance covering up e.g. under-eye circles or zits (functional). Thus, 
cosmetics brands can tap into both symbolic and functional consumer needs and therefore, 
the brands’ brand concept should convey both aspects.   

There were contrasting opinions about how often the participants used make-up, as 
some said they used it every day, but the amount of make-up would change according to the 
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occasion, while others said that they either wore a full-face of make-up for a special occasion 
or no make-up at all. It also turns out that it depends on the season and how much time and 
energy the participants have from day to day. This indicates that our informants use tangible 
cosmetics as a means to extend their identity, their “selves” (Belk, 1988). For our informants 
this extension of the self depends greatly on social situations and interactions with others. 
For instance, informants who primarily use cosmetics for special occasions have an under-
lying assumption about the context of the upcoming situation, as people, perhaps particu-
larly women, often will dress up and apply make-up before a special occasion. Thus, the 
informants have a desire to “fit in” with this social setting/group and will extend their iden-
tity accordingly. According to Belk (1988) the extension of identity is highly dependent on 
with whom we are interacting and how we want to be perceived. 
 As to what brands the participants prefer, the answers varied a lot: some only use 
luxury brands, others use brands from all price ranges, some use mostly drugstore and some 
did not care as long as it was suited for sensitive skin and labelled as “green”. Again, this 
signals membership of certain groups that add value to the informants’ identity. For exam-
ple, as a consumer of primarily luxury cosmetics, the informant is assigning meaning to her 
identity that both is communicated in-group; to other consumers of luxury cosmetics, and 
out-group; to people who do not use luxury cosmetics. Furthermore, especially regarding 
the exclusivity of luxury cosmetics, the informant might want to enhance her performing 
self (Elliot, 2004) as a part of impression management and the showcasing of exclusivity. 
Nevertheless, through consumption our identities are ever-evolving (Belk, 1988), which im-
plies that preferences are likely to change and adapt depending on what is currently con-
sumed and the social group with whom we are interacting. It was also mentioned that the 
choice of brands, to some extent, was habitual in that the participants were more inclined to 
stick to one brand if they had had a positive experience with a product from that brand. One 
participant mentioned that she prefers Eastern European brands because they are more col-
ourful and pigmented. Generally, the participants seemed to agree that 100-150 DKK is the 
highest amount they would spend on a lipstick. Most of the participants would rather spend 
a lot of money on other products, such as mascara or foundation.  

We asked the participants what their typical make-up-look consists of and the partic-
ipants all agreed that a typical “pick-me-up”-product is mascara, but also brow products, 
foundation and lipstick were mentioned as the standard products used for an everyday look. 
The participants disagreed on “party make-up” where some wanted it to be sparkly and draw 
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attention, whereas others would rather keep it natural to be able to focus more on the outfit 
and accessories. It was also mentioned that, generally, it was better to always do a little extra 
with make-up, since it is more appropriate to be over- than under-dressed. 

When it comes to buying products based on the brands’ values, most of the partici-
pants, by far, said that they care about the values but mainly the ethical ones. Some of the 
things the participants mentioned as the most important values were animal welfare (animal 
testing), “green” ingredients and overall sustainability. Some of the participants agreed that 
they care more about values and ingredients when it comes to skincare. However, there was 
a lot of variation as to what lengths they would go to find out exactly how ethical the brands 
were. There were especially varying answers when it came to animal testing, as some people 
would do a lot to avoid it, while others had not considered it at all. If the values were pro-
moted by celebrities, the participants would be less inclined to trust the brand and the same 
was argued if the pictures looked overly edited. Few said that ethical standards were of very 
high priority to them, and that they would not support brands if they did not know for sure 
that they were ethical.  

We then asked where the participants would look to find inspiration or information 
about brands and products. They all agreed their primary source was friends, while some 
also mentioned Instagram, their mother, and even people they did not know, as long as they 
had a “look” they liked. The participants discussed, and mainly agreed, that there is so much 
editing and advertising on social media, that it is hard to distinguish useful advice and prod-
ucts from exaggerated advertising. They also said they would look to bloggers, but preferably 
smaller ones, as the most popular bloggers might be influenced by commission or being paid 
for the showing of products. This supports our reviewed literature around power being 
shifted from the companies to the consumer. As indicated by our informants, word-of-
mouth plays a very important role regarding the choice of cosmetics brands and products. 
Furthermore, it seems that for our informants the word-of-mouth is more trustworthy when 
provided by a member of a rather close circle. 	
 
 

6.1.2 Instagram usage  
All of the participants of the focus group interview know and use Instagram for either 

“stalking”, keeping up with people, self-promotion or lifestyle inspiration (food, fashion, fit-
ness). They also use it to keep in touch with friends, and for entertainment from celebrity 
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profiles. Generally, the interviewees all follow friends but also some celebrities, bloggers and 
some followed fashion and cosmetics brands in order to keep track of new products. Few 
also followed cute animal-profiles, art galleries, travel profiles or even people they do not 
know but who have a beautiful or interesting Instagram profile. 

About half of the interviewees do not follow any cosmetics brands on Instagram, but 
the other half do follow some. However, they agreed that they would usually rather follow 
bloggers or persons than a brand. They follow brands for tutorials or product news, but are 
very aware of advertising on Instagram, and thus are more careful before they believe any 
claims. As mentioned, “images can neither be true or false” (Borgerson & Schroeder, 2005), 
but the answers imply that our informants are aware of underlying contexts and potential 
persuasion tactics (O’Donahoe & Tynan, 1998) of the marketing imagery they encounter on 
Instagram. Consequently, we asked if the interviewees believed whether brands’ Instagram 
profiles could give them more insight into the brands’ values. This depended greatly on what 
the values were, and how they were presented – as “obvious” advertising or as something 
more salient throughout all or several of the brands’ posts. The last option was preferred and 
thought to make it more believable. One of the participants said that she would not trust any 
of it because all CSR was a part of branding, and that brands do CSR to make more money. 
This was, mostly, accepted by the other participants. Overall, however, the interviewees said 
that they want to know the brands’ values – but that their Instagram profiles should not be 
over-saturated with it, as this would seem too “activist”. It was also pointed out that brands 
should not pull other brands or persons down in order to seem better. Also, it was mentioned 
that the brands need to “convince” the interviewees that their CSR is genuine and not reveal 
any contradicting information, as it would immediately terminate trust.  

Some of the participants said yes when asked if they would tag or mention brands or 
products on Instagram. Those who would, do it because they “might as well” as long as the 
brand’s product is very obvious in their post. Regarding make-up, the participants would 
not tag or mention brands if the make-up was applied on the face, but only if you could see 
the actual product. The reason participants would tag or mention brands was so they could 
potentially reach a lot of followers; most of them thought it seemed silly to do it just for their 
friends. According to theory (Gyrd-Jones & Kornum, 2013), consumers tag or mention 
brands in attempt of engaging with it. This engagement can either be encouraged by brands 
(brand competitions, open campaigns etc.) or it can be instigated by the consumer, who 
wants to associate herself/himself with the brand itself and the social group to whom the 
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brand appeals. Arguably, either way, it becomes a “win-win” situation for the brand in par-
ticular. The consumer gets a positive experience by engaging with the brand, contributing to 
bonding and a para-social relationship between the two (Shen & Bissel, 2013), whereas the 
brand gets access to a vast compilation of user-generated content, which it can freely use in 
co-creation processes. The consumer thus becomes a prosumer (Gyrd-Jones & Kornum, 
2013) as s/he simultaneously consumes the brand’s products and produces new ideas and 
potential leads for the brand. 

To the question “Why do you think cosmetics brands have Instagram profiles?” the 
interviewees agreed it was for branding and because it is a source of free, or very cheap, 
advertising/promotion, which is very relevant and up-to-date. They also discussed that 
young people seem to get a lot of inspiration from Instagram, so it would make sense that 
the brands are where their customers are. Our participants mentioned that it would be weird 
if they could not find a brand on Instagram, and it would be frustrating to the extent that 
they would probably choose another brand. The abovementioned points to the fact that on 
social networking sites, such as Instagram, the consumer holds a lot of power.  Furthermore, 
it is evident that the consumer naturally expects brands to also be present in the social media 
world. The consumer wants the brand to be readily available for them at all times, and 
brands’ social media presence, or lack thereof, is a determiner of availability. Arguably, this 
is a consequence of a more demanding consumer of Web 2.0, who requires the implications 
of a dialogue instead of a monologue (Rakic & Rakic, 2014). However, this also implies that 
companies and brands constantly need to monitor and develop interesting touch points in 
order to engage and maintain engagement with consumers on social media.  

The type of posts or profiles that were mentioned as the most attractive or interesting 
for our participants were tutorials and posts of/with people who reflected the interviewees 
appearance- and personality-wise. The informants discussed that overly “artistic” looks 
were not interesting as they would never use them, and some did not even consider beauty 
and the application of make-up as art. Many of the participants said that they are likely to 
trust persons over brands, meaning that posts including people who do not have an imme-
diate relation to the brands would attract their attention more. This implies that our inform-
ants react positively to towards brands’ co-creation. Thus, when brands portray or re-post 
content from other users (influencers/bloggers/individual users) consumers’ attention is 
heightened, which, ultimately, benefits the brands. Furthermore, general aesthetics mean a 
lot to some of the interviewees; they preferred colourful or creative posts that stand out in 
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the sea of “normal” photos – this also makes it seem less like advertising.  
All participants agreed that they would not buy a product solely based on information 

they found on a brand’s Instagram. They would seek more information from other people as 
well, unless they were in a hurry and did not have time to choose, or, unless they already 
trusted the brand a lot. 

Lastly, we asked if the interviewees normally would look for information about a 
brand or a product on Instagram. The participants disagreed over this question. Some would 
never do it without googling or talking to friends first, and some saw Instagram as a primary 
source to look for product and brand information, however they would not prefer to go di-
rectly to the brand’s official page. 

 
 

6.1.3 Posters 
Poster 1: Kat Von D Beauty  

When asked about their impression of the brand and what it aims at communicating, 
there was agreement among the informants, that the brand seems to care for the welfare of 
animals. According to the informants, especially the hashtags “crueltyfreebeauty” and “ve-
gan”, which are tagged on most of the posts, are able to mediate this value. From a visual 
perspective, the informants noted that especially image no. 3 (a picture of a kitten’s paws 
holding a product), was especially contributing to this effect. Thus, the participants' percep-
tion regarding this matter is coherent with the brand's official stance as a pro-animal welfare 
brand.  

One informant commented that, according to her, the brand appeals to a certain type 
of person. To corroborate this, she referred to image no. 7, which depicts Divine, a 1970-80’s 
transvestite actress. This particular point of view made other informants add that the 
brand’s overall vibrant colour scheme signals inclusion in terms of the LGBT community. 
There was agreement among the informants that the brand is not a “neutral” brand. On the 
contrary, it was perceived as very expressive in all of its visual communication. It seems that 
this is also in compliance with the brand's intended image, which, in the "brands" chapter, 
is described as outspoken, bold and different. Some informants, nevertheless, found the 
brand too expressive, particularly referring to image no. 5 (black lipstick) and 10 (a woman’s 
breasts). Overall, however, the expressiveness of the brand was perceived as an indicator of 
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the brand being “modern”, “fun”, “quirky” and “youthful”. Another factor adding to the 
youthfulness of the brand, according to the informants, was the apparent use of memes and 
meme-language. Here it was referred to image no. 14 (cartoon character Lisa Simpson) and 
12 (an “inspirational” quote/image). The attractiveness of the meme-related posts varied 
among the participants; some could not see their relevance, whereas others thought that 
they held social value.  

When asked about potential brand values, the informants again referred to the 
brand’s apparent stance on animal welfare. Interestingly, however, several informants noted 
that the brand’s use of a vibrant colour scheme, which previously was related to LGBT com-
munity, is not what they usually would attribute to an environmentally and animal conscious 
brand. Furthermore, the informants seemed to perceive the brand as inclusive in terms of 
skin colour, appearances and styles. Nevertheless, as briefly mentioned, the brand’s overall 
“edginess” was perceived to belong to a certain type of person, a person who intends to stand 
out and be different. 

Regarding the first of our predetermined value categories, there was positive agree-
ment among the informants that Kat Von D is an ethical brand (environment/ animal/so-
cial), which is consistent in promoting this stance as a central part of their brand image. On 
the second category, innovation and trendsetter, there was overall agreement that the brand 
is trendy and un-conservative. However, most of the informants could not identify with 
some of the styles e.g. black lipstick and overly exaggerated eye-make-up. Thus, one of the 
constituents of the brand's image, artistry, does not seem to have the same connotations in 
the participants' view. The brand's communication of its artistry was perceived by the in-
formants as "too much". Most of the informants already disclosed this view when asked 
about which profiles, in general, are interesting to follow. It was mentioned that overly ar-
tistic looks were not something the informants would actually use, so therefore brands por-
traying such looks lose functional value.  

 Concerning the third category, perceived quality and luxury, informants thought that 
the general edginess of the brand does not communicate that the brand is “professional” or 
“elegant”. This view opposes the brand's statement regarding the high-performance and 

long wear of the products, one of the brand's supposed specialisations. According to the in-

formants, the brand seems to care more about being present “within a particular uni-
verse/culture, where they can be the odd brand with the bold colours” (recording 2, CK 
18.04), and this takes focus off the perceived product quality and brand luxuriousness. In 
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the fourth category, fun and creativity, Kat Von D was perceived as a fun and unconventional 
brand due to the many colours and eye-catching elements in the brand’s representations. 
This is also perceived as an advantage for our informants, as they previously mentioned that 
aesthetics, in terms of colourful, creative posts, enhance their attention and liking of the 
brand. Lastly, on transparency and honesty, the informants found the assessment difficult.  
Again, the consistency of brand’s hashtags (#crueltyfreebeauty and #vegan) was mentioned, 
and this was perceived to communicate transparency and honesty to some extent. Regarding 
transparency and honesty from a visual perspective, the informants found the brand rather 
“anonymous” and were unable to link it to the brand’s apparent ethical stance.  
 
Poster 2: The Body Shop 

When asked to choose a few posts to talk about, the posts 5, 11, 1 and 13 were said, by 
several participants, to give good insight into what the brand stands for; namely animal wel-
fare, honesty and sustainability. Number 2, 4, 8 and 10 were deemed very sales-oriented. 
One person mentioned that she liked number 15 because it was funny, and another partici-
pant liked number 2 for make-up inspiration. 

The participants mentioned that this brand generally seems to have a lot of focus on 
love, romance and hence uses many red colours. It was also mentioned that they seem to 
have some of the same apparent values as Poster 1, but convey it in a less aggressive and 
more “au naturel” way, yet very clearly so no one is in doubt about what values the brand 
has. One of the participants noticed the word community in posts 13 and 9, which are about 
where the ingredients come from. This, in relation to the brand’s use of “earth colours” and 
e.g. the association to aloe vera make it seem like a very “zen” brand, which cares about 
recycling and “cradle to cradle”. The participants seemed to agree that they relate more to 
this poster than Poster 1, yet, there were no posts they completely related to. The reason the 
informants liked the poster was because the pictures were very beautifully staged and aes-
thetically very pleasing. 

All participants agreed that the brand seemed ethical, but not particularly innovative 
or trendsetting. This seems to concord with the brand’s official stance. From The Body 
Shop’s value-profile, it is clear that the brand has its ethical considerations at heart, herein 
protection of environment, animals and people. When asked about perceived quality of the 
products, about a third of the informants said that it seemed to be very high quality products 
(as two participants put it: “it seems to be a brand where virgin giraffes stamp on ecological 
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rose petals, and therefore it has a very high price tag” and ”[the brand] uses the freshly spun 
silk of a newly born silkworm” (recording 2, CK & EI 32.06-32.29)) and the rest judged it to 
be of medium quality. Most of the participants also said that they thought the brand to be 
very honest, thus being inclined to believe its claims. 

Overall, the participants liked the posts on the poster, but posts 3 and 4 were men-
tioned as rather commercial and number 9 was hard to see what the picture was, and con-
sequently the participants did not care much for these posts. They also mentioned the 
amount of text as something that slightly bothered them, as for some photos you need to 
text to understand the content, but because there was so much, they all agreed they would 
probably not read all of it. One of the participants mentioned that this Instagram profile 
might be a little too “pink” and cute and seemed shabby-chic. The participants seemed to 
agree that even though there was clearly make-up on the poster, it seemed more like a skin-
care brand, and one of the participants said that because the make-up was so “green” and 
“clean” it might not last through drinking a glass of water (recording 2, AL 30.11). The par-
ticipants generally did not find the brand to be very creative or fun, and said the brand 
should quit “trying” to be funny in their posts, because it was not working. 
 
 
Poster 3: Marc Jacobs Beauty 
 

The informants agreed that the brand seems to allocate a lot of focus on the products 
themselves, and how to use them. Particularly images 3, 7 and 9 were related to achieving 
make-up looks, according to the informants. Furthermore, this brand was perceived to rely 
on the functionality of products in their branding efforts. This was perceived as an ad-
vantage, because it communicates that the products are luxurious Additionally, the inform-
ants noticed that the brand uses “catchy” phrases to describe their images, which contributes 
to a brand-image that is fun and up to date. The informants found this brand to be much 
less value-loaded, compared to Poster 2 (The Body Shop), and much more modern. The 
brand was especially linked to “partying”, herein party-like make-up, particularly images no. 
2, 4, 12, 14 and 15. This was appealing to the informants, as they could relate to applying 
make-up before a special occasion or party.  

When asked to give their impression of what the brand seems to care about and stand 
for, the informants agreed that the brand was very fashion-focused and fashion “appropri-
ate”. The brand’s usage of models gives the feeling of wanting to belong to the universe of 
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the brand, where flawless-looking models attend parties and have fun (recording 2, CK 
40.21) According to the informants, the brand represents the dream of a perfect look – a 
look everyone wants to achieve. All in all, it appears that our informants perceive Marc Ja-
cobs Beauty as a very fashionable cosmetics brand, which is something it actually is, since 
the brand is an extension of the Marc Jacobs fashion empire. There was agreement among 
the informants that the brand’s representations are coherent, and that there exists a red 
thread in the brand’s overall image. However, this brand was perceived to be far more com-
mercial than the previous two. Particularly images no. 1, 6, 11, 13 and 14 were considered 
sales-related posts, but even so, these were perceived to appeal to a wider variety of people, 
compared to Posters 1 and 2.  

Regarding our first value category, Ethical considerations, the brand was considered 
overall neutral. According to the informants, there were some indications of ethnic diversity, 
for instance by using models with different skin colours. However, the brand’s intent behind 
portraying this ethnic diversity was questioned, as some informants felt that it was some-
what “forced”. Thus, the brand’s official claims about social responsibility are not adequately 
represented. When asked whether the brand seems innovative and/or trendsetting the in-
formants argued that the brand does not seem innovative, but trendsetting to a certain ex-
tent. This indicates that one of the brand’s values – innovation – does not resonate with our 
informants, arguably because of the brand’s focus on fashion. Furthermore, it was argued 
that the brand is not a trendsetter in itself, but seems to follow the trends by staying up to 
date. To compare, informants referred back to the first poster (Kat Von D), which, according 
to them, was clearly aiming to set new trends and break boundaries. Regarding the third 
category, Luxury/Quality, there was mostly agreement that the brand was mediocre on the 
spectrum, with no apparent indication of either high or low quality and herein perceived 
luxury. Interestingly, this contradicts the brand’s claims of excellence and also goes some-
what against the informants’ previous exclamations about the brand’s “fashionness” and 
what it implies. In the fourth category, Creativity/Fun, the informants observed that the 
brand is creative in the representations, but not necessarily fun. On the contrary, the brand 
was perceived as serious and posed, as if being “cool” was a very important and reoccurring 
trait of the brand. Finally, on transparency and honesty, it was not clear to informants what 
the brand represents, apart from its obvious attachment to fashion and party-lifestyle. It was 
speculated by the informants that the brand is well established, and has been present on the 
market for a long time. However, this viewpoint was also challenged by some informants, 
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who perceived the brand as a contemporary fad, which eventually will become out-dated.  
 
Poster 4: L’Oréal Paris  

Informants were encouraged to speak freely about what the poster revealed about the 
brand. There seemed to be agreement on the fact that the brand uses a lot of celebrity en-
dorsers, which gives a “red-carpet” feel to the brand (images 2, 7, 12, 14). As mentioned in 
the brands chapter, L'Oréal uses many ambassadors to promote their "beauty ideal", which, 
on their Instagram, apparently relates to communicating their brand through celebrities.  

 Furthermore, on general style, the informants perceived the representations as more 
of a blog, referring to non-brand related images such as no. 3 (bouquets of flowers) and 7 (a 
“mood” snapshot). Informants thought that this reveals a different approach to cosmetics – 
an approach that tries to communicate that the brand is “luxurious” while also staying down 
to earth (recording 2, EI 50.24). Something that the informants observed is that the brand 
seems to have a wide variety of products, such as skin-care, hair-care and make-up, (image 
no. 8), which lead them to believe that the brand is well established and experienced on the 
cosmetics market.  

Overall, the brands representations were perceived very uniform and somewhat un-
exciting; there was nothing that stood out in particular. The reason, according to the inform-
ants, is the brand’s apparent blog-style, which connotes a fashion-magazine angle instead of 
conveying the brand as a whole. In a previous section the informants revealed that blogs 
generally are more attractive than official brand profiles. Nevertheless, according to the in-
formants, in the case of L’Oréal, the blog/fashion-magazine angle deprives the brand of per-
sonality and confuses the brand’s agenda, as the informants could not distinguish any reoc-
curring traits pointing to a red thread in the brand’s representations. It was speculated by 
the informants that the reason behind was because the brand, being large and well estab-
lished, is aiming at a broad target of people. However, also relating to our first value cate-
gory, Ethical considerations, the informants perceived the brand as very “western” and “Eu-
ropean” pointing to brand references to Paris and the Cannes Film Festival (images 3 and 
11). According to the informants, there was nothing particular in the brand’s representations 
that indicate its ethical considerations. The informants speculated that this was also a con-
sequence of the brand being so well established, and potentially, old. One informant pointed 
out that the brand looks like a brand of the “past generation”, which, as opposed to the pre-
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sent, does not weigh ethical and moral considerations highly, in her opinion. Other inform-
ants corroborated this by stating that a brand’s potential ethical considerations should be so 
important, that – if the brand has any – they should be communicated clearly (recording 2, 
CK & JP 55.11-55.47) This shows that the brand's official efforts to drive their sustainability 
programs are not at all conveyed through their representations. Furthermore, the brand's 
programs to empower women are not being communicated either. 

 This brand was not perceived very innovative or trendsetting by the informants. On 
the other hand, the informants agreed that the brand was classic and elegant, not necessarily 
the creator of trends, yet fashion-forward and able to produce a large palette from already 
existing trends. There was agreement that the brand’s representations do not communicate 
that it is particularly luxurious and quality-oriented. On creativity and fun, the informants 
could not see any confirming or denying characteristics. Rather they found the brand effort-
lessly classic, benefitting from its (perceived) integrated position in the market. Lastly, on 
transparency and honesty, the informants, referring back to the ethical considerations, did 
not perceive the brand as transparent or honest, as there were no indications as to what the 
brand cares about. Hence, most of the informants inferred that this brand’s main objective 
is to “sell”.  

 
 Poster 5: Rimmel London 

The informants’ first impression of this poster was the overall quality of the images. 
There was agreement that the general image quality was not as good as seen on the previous 
brand posters. One informant jokingly stated that [she] could have shot and edited the pic-
tures better herself (recording 2, AL 1.00.19). The informants seemed to agree that, regard-
ing visual representations on Instagram, image quality was crucial to the point that inform-
ants would “unfollow” a brand/public profile if these demands were not met.  
The representations on this poster were perceived as what the informants described as “ad-
vertising pictures”, and not necessarily good ones. However, the general sentiments that the 
informants attached to the brand were “youthfulness”, “flirting” and “fun”. Particularly im-
ages number 5, 6, and 8 communicated these sentiments. The informants continued to dis-
cuss image number 6 and noted that the motif (the ice-cream cone) has become rather ge-
neric content in Instagram. One informant mentioned that her 13-year-old sister had the 
exact same motif on her Instagram profile, and one of the informants within the group also 
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admitted to having posted the motif on her profile. Furthermore, relating to the brand’s ap-
parent youthfulness, image number 3 was discussed. It depicts one of the brand’s ambassa-
dors, supermodel Cara Delevingne, who, according to the informants, is the type of model 
that speaks to today’s teenagers. The sentiment “teenage” seemed to be recurrent in the in-
formants’ perceptions of this particular poster. For instance, images number 4 and 11 were 
associated with “teenage-rebellion” because of its connotations to an “unconventional” and 
nonconformist usage of the brands products. Additionally, the informants noticed that the 
brand makes a reference to the release of movie 50 Shades Darker (image 12), from the 
hyped 50 Shades of Grey series, and there were conflicting opinions whether this is appro-
priate. On the one hand, some informants believed that this reference is not appropriate 
because the movie’s rather “adult” content goes against the brand’s otherwise “young” and 
“teenage” image, whereas other informants argued that today’s youth wants to be a part of 
and feel adult enough to partake in any “hype” that is going on in society (recording 2, PJ 
1.03.58). Overall, the informants' perception of the brand is similar to how the brand wants 
to be perceived. Especially the the brand's focus on experimentation and self-expression 
were observed by the informants. However, the informants specifically linked these to the 
youthfulness of the brand, indirectly stating that this brand is for a younger generation, be-
cause of connotations such as "rebellion" and "teenage fun".  

On the value categories the informants agreed that there were some undertones of 
ethical responsibility. For instance, as on most of the other posters, there is an indication 
the brand’s product suits all skin tones (image 9), and further, the brand also signals gender 
inclusion, as one of the brand ambassadors, Lewys Ball (image 1), is a young social media 
personality dedicated to making make-up tutorials for, primarily, men. Regarding the se-
cond category, whether the brand seems innovative and/or trendsetting, the informants 
agreed that the brand’s seemingly “fun”, “flirty” and “edgy” approach infers that the brand 
is, or tries to be, trendy. In the luxury and quality category, the packaging of the products 
was the main topic of discussion. Overall, the informants’ opinion was that the packaging 
looks “cheap”, and that this is disadvantageous for the brand. One informant commented 
that, even if the brand’s products were of good quality, she would probably hide them in the 
back of the cabinet due to the unattractive packaging. Regarding the fun and creativity cat-
egory, the informants discussed that the posts were mainly the brand’s own advertising or 
advertising through other people’s Instagram (re-posts), which led the informants to believe 
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that the brand is not particularly creative on managing its Instagram front. However, as pre-
viously mentioned, the informants had the impression that brand is a “fun” brand, that, ac-
cording to them, mostly speaks to the young(er) generation. Lastly, transparency and hon-
esty were not easily recognised, according to the informants. In their opinion, the brand was 
perhaps too sales-oriented for the informants to figure out what it wanted to convey.   
 
Poster 6: Shiseido  

The informants immediately stated that this brand was more “artistic”, compared to 
the previous brands. The “artistic” feel, according to the informants, was mediated through 
images such as number 5, 7, 8 and 10. Alongside the artistic sentiments the informants also 
commented that overall the brand communicates a mixture of Hollywood and Parisian 
glamour due to its apparent elegance and luxuriousness. Furthermore, even images of prod-
ucts (such as 4, 6, 14, 15) were perceived more appealing on this poster. According to the 
informants the reason is that the brand seems to make more of an effort to present and style 
their products on images. This is in accordance with the brand's promise of a holistic beauty 
experience with uncompromised detail. One detail that was mentioned was how, on image 
number 4, the mascara colour is drawn out of its tube. Another interesting viewpoint was 
one informant’s comment of how the brand’s “sleek” packaging gives resembles that of Apple 
products, such as the MacBook (recording 2, AL 1.12.33). Furthermore, the informants dis-
cussed the brand’s usage of image number 3, which is part of a photo-shoot shot for the 125th 
anniversary of the magazine Vogue. There has been a lot of discussion, herein some criti-
cism, regarding the particular photo-shoot, which stars seven of today’s most current super-
models. One of the models is, what is described by the industry as, “plus-size” and in the 
editing of the abovementioned photo-shoot, particularly regarding the magazine’s front-
cover picture, Vogue has been accused of styling and “photoshopping” her to appear thinner. 
Nevertheless, on their Instagram and hence on this poster, this brand has chosen not to show 
the infamous front-cover image, and according to our informants this signals bravery and 
an opposing stance towards the skewed standards of the modelling industry.  

Regarding the value categories, the informants agreed that the brand’s apparent ex-
clusivity works in its favour and communicates that the brand must be ethical. Furthermore, 
the informants noticed that the brand seems like a global brand with references to many 
cultures, such as the Japanese (images 7 and 8) alongside the previously mentioned Holly-
wood/Parisian glamour. The informants all considered the brand to be very innovative, and 
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mentioned that it seems like the brand spends a lot of resources on this matter. This is co-
herent with the brand's official approach, which states that it has always invested a lot in 
research and development. For instance, it was referred to in image number 6, which depicts 
a lipstick made with pigment from the planet Mars. Furthermore, the informants thought 
that being a “trendsetter” was not as important for this brand, as its innovativeness would 
naturally imply this. On the Luxury/Quality category the brand was ranked very high. The 
informants all perceived the brand as luxurious and able to deliver high-quality products. 
Referring to image number 10, which depicts an ad that the brand made in 1969, the inform-
ants inferred that the brand has existed for a long time and thus has continuously invested 
in keeping their standards. Furthermore, adding to the perceived luxury and quality is the 
clarity of the brand’s “agenda”. The informants thought that this poster had unique and well-
composed themes, in which the artistic undertones strengthen the brand’s individuality (re-
cording 2, AL 1.15.56). This indicates that the brand has succeeded in maintaining its roots, 
as to not become a "fad". Regarding the category Creaticity/Fun, the informants did not 
perceive the brand as particularly fun. On the other hand, it was discussed that the brand 
has a different approach to creativity, which was described as “subtle” and “aesthetic”. Ac-
cording to the informants, the brand seemed very “understated” and sophisticated, and this 
entails that the brand’s perceived creativity is not, as one informant commented: “in your 
face” (recording 2, CK 1.16.47) Lastly, the informants agreed that the brand was honest and 
transparent, as its overall image was coherent from within the brand. 

 
 

6.1.3.1 Perceived brand value profiles 
 
Drugstore cosmetics L'Oréal Rimmel 
Ethical considerations (en-
vironment/animal wel-
fare/social responsibil-
ity/health) 

Neutral, integrated com-
pany 

Different skin-tones, gen-
der inclusion 

Innovation/trendsetter Classic, elegant, large 
palette, celebrities 

Fun, flirty, edgy 

Luxury/quality Not apparent focus on 
luxury and quality 

"Cheap" 

Creativity/fun "blog" style  Fun, youthful 
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Transparency/Honesty Sales oriented Sales oriented 

 
High-end cosmetics Body Shop Kat von D 
Ethical considerations (en-
vironment/animal wel-
fare/social responsibil-
ity/health) 

Animal welfare, sustain-
ability  

Vegan, cruelty-free, 
LGBT-community 

Innovation/trendsetter  Trendy, un-conservative, 
expressive, break bound-
aries 

Luxury/quality Medium/High, "clean" 
products 

Not "professional", too 
edgy 

Creativity/fun failed humour Artistry, fun, colourful, 
eye-catching  

Transparency/Honesty "Honest" claims  

 
Luxury cosmetics Shiseido Marc Jacobs 
Ethical considerations (en-
vironment/animal wel-
fare/social responsibil-
ity/health) 

Exclusive: "must be ethi-
cal" 

Ethnic diversity  

Innovation/trendsetter Very innovative, lipstick 
from Mars, R&D 

fashion focus, fashion 
appropriate, follows 
trends, modern 

Luxury/quality “Continually keeping 
high standards”  

Medium 

Creativity/fun Understated, subtle, so-
phisticated 

"Party" lifestyle, serious, 
posed, cool  

Transparency/Honesty Coherence    

 

 

6.1.4 Brand content strategies   
Based on the informants’ answers in the focus group, this section aims to uncover 

how the three content strategies (Gao & Feng, 2016) are perceived in relation to the exam-
ined brands and their Instagram representations, hence brand posters.   

It is immediately noticeable that the strategy brand content does not hold a strong 
position. Overall, the informants perceived representations in this category to be uninter-
esting, impersonal and commercial – hence these representations did not gratify our in-
formants’ needs, and did not (in the informants’ opinion) convey much about the brands. 
The informants’ stance on the brand content strategy was consistent throughout all the 
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posters, with only minor variations within certain brands, such as Shiseido and Marc Jacobs 
Beauty, where the brand content strategy was perceived more appealing due to the general 
aesthetics of the posts. According to theory, the brand content strategy aims at communi-
cating information about the brand and its products. Thus, this strategy is rich in infor-
mation and enables learning about the brand. However, our informants’ disapproval of this 
strategy indicates that they are not solely information-oriented. On the other hand, our in-
formants were naturally more inclined to connect with the brand-extended content strat-
egy. Across all the brand posters this strategy was perceived to convey brand image, and 
further, allow for identification points relating to the informants’ individual tastes and pref-
erences. This indicates that our informants’ gratifications are met when brands communi-
cate content that goes beyond viewing the brand as an independent entity. Furthermore, 
brand-extended content puts the brand in perspective to various external entities that aid in 
giving a fuller image of the brand. This is consistent with the answers given to our brand 
posters, as informants primarily identified posts within the brand-extended content strat-
egy to communicate the brands’ (perceived) stances. For instance, regarding the brand Rim-
mel, the informants were able to infer that the brand was “youthful”, “teenage-rebellious” 
and “fun” based on their perceptions of the brand’s brand-extended content. Thus, Rimmel’s 
brand-extended content is set in perspective with external entities that convey these senti-
ments, for example with the brand’s affiliation to the supermodel Cara Delevingne and its 
reference to the movie 50 Shades Darker. The brand-extended content strategy is not com-
pletely unlike the brand content strategy – it naturally also provides brand information and 
learning for the consumer, however in a way that leaves more room for the consumer to 
interpret who and what the brand represents. Furthermore, the answers to our brand post-
ers indicate that social content gives the brands more human aspects. According to theory 
(Gao & Feng, 2016), social content does not necessarily communicate brand-related infor-
mation, but is supposed to entice social interaction with or among consumers. As with 
brand-extended content, our informants perceived the brands’ social content to give depth 
to the brands. Overall, the brands achieved more depth and humanness with communica-
tion through, for instance, re-posts from individual users, as well as through connecting the 
brand with popular culture (memes, quotes, “moods”) in their representations. Generally, 
social content had a positive impact on our informants, –hence the brands – with only minor 
variations regarding the “relevance” of the content for some brands. This indicates that our 
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informants’ needs are gratified when brands communicate through a social content strat-
egy, as it is perceived to provide increased insight into the brands, subsequently revealing 
who the brand is and what it cares about.  

Our intent in using the three brand content strategies was to uncover how, whether 
and/or which of the strategies potentially uncover the studied cosmetics brands’ values the 
most. After conducting a focus group on the matter, it is evident that the boundaries between 
the strategies are not entirely clear-cut, especially regarding the implications of the brand-
extended content strategy and the social content strategy. However, from the focus group 
it is clear that pure brand content does not convey any additional information of the brands, 
herein their values. The other two strategies, on the other hand, are perceived to communi-
cate deeper and richer information about all aspects of the brands. Thus, brand-extended 
content and social content are the content strategies, which simultaneously convey brand 
values and gratify our informants’ needs.  

 
 

6.1.5 Strategy clock reviewed  
An exercise for the focus group was to rate the examined brands on a scale from 1-5 

regarding the informants’ perceived value of the brands. In the theory chapter we refer to 
the strategy clock, a tool, which gives overview over how brands are positioned against each 
other. Furthermore, each position on the clock relates to various strategies with different 
market characteristics. In this section a strategy clock for the examined brands will be pre-
sented. As previously mentioned, after reviewing all the brand posters, informants were 
asked to rate the brands’ value; this is represented on the vertical axis. Based on the com-
parison of a staple product, in this case lipstick, the horizontal axis, price, was plotted by the 
authors. The strategies on the clock are not directly related to the content strategies, men-
tioned previously in this thesis. However, one might argue that the content strategies inev-
itably affect the informants’ perception of the brands, hence how they are rated in terms of 
perceived value – subsequently affecting the brands’ position on the strategy clock. Accord-
ing to theory, the brands’ position on the strategy clock reveals the strategy it is perceived 
to be using in its branding efforts. The authors of this thesis are aware of the limitations our 
number of informants pose to the validation of the perceived value. Nevertheless, we believe 
that the results will give important insight into the brands, as the strategy clock will provide 
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a new, “market-faced” perspective on the brand strategies.  
As shown on the figure of the filled-in strategy clock, the examined brands appear to 

be scattered on various positions. On the low/low end of the spectrum there is Rimmel, 
which, with the lowest price, also scored the lowest on perceived value for money. Rimmel’s 
average value score was 1,5, which indicates that Rimmel appears to be using a No frills 
strategy. This strategy is typically focussed on a price-sensitive market segment. In our fo-
cus group Rimmel was perceived to target youths and teenagers which, arguably, is an ex-
ample of a price-sensitive market segment as these usually will not have a high disposable 
income. The second drugstore brand, L’Oréal, scored higher on perceived value (3,3), as well 
as it has a slightly higher price. This places L’Oréal quite solidly on a hybrid strategy. The 
hybrid strategy seeks to achieve differentiation, while at the same time also maintaining 
low(er) prices than competitors. Arguably, the hybrid strategy is the optimal strategy for a 
brand, such as L’Oréal, because the possibility to deliver enhanced benefits with low prices 
should achieve adequate margins for continuous development of differentiation bases. Our 
focus group participants mentioned at L’Oréal seemed like a brand, which creates a “large 
palette of cosmetics” (mass production). This is a trait of a successful hybrid strategy, which 
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is able to produce great volume, while still maintaining a low cost base. As the figure shows, 
The Body Shop also exemplifies a hybrid strategy, however one, that leans slightly towards 
broad differentiation. The Body Shop scores 3 on perceived value, and its price is slightly 
higher than L’Oréal. With a price-point of 170DKK and a perceived value of 2,5, Kat Von D, 
is placed rather dangerously between focussed differentiation and the failure strategies, 
which indicates that the brand nearly does not provide enough perceived value for money. 
Arguably, the reason behind is that our informants could not identify with the brand’s over-
all image, hence affecting their perception of the brand’s value. The last two brands, Shiseido 
and Marc Jacobs, both having high prices and perceived value (4,5 & 3,7), are placed within 
the range of a focussed differentiation strategy. As the perceived benefits are high, this strat-
egy justifies a premium price – usually targeted at a more niche segment. Arguably, our in-
formants’ perceived values of these brands are somewhat influenced by their obvious exclu-
sivity, compared to the other brands. Nevertheless, Shiseido and Marc Jacobs were esti-
mated to have the clearest agenda in their representations on the brand posters, thus indi-
cating a focussed differentiation in their branding.  

It is important to have in mind that no strategy on on the strategy clock is better than 
the other (excluding the failure strategies). The success of the strategies depends on the con-
sumer’s mind-set, and what s/he perceives as “good value for money”.  Thus, a company 
within a No frills or Low-cost strategy can still achieve competitive advantage, as long as it 
meets a threshold requirement in terms of value for money. The examined brands’ position 
on the strategy clock is based on our informants’ perception of the brands’ value. However, 
one might argue that, as consumers, our informants’ perception of brand value is likely to 
change over time, depending on current needs, the identifications of new needs, how these 
are met in terms of value for money, and further, what constitutes value for money.  
 
 

 6.1.6 CSR reviewed 
From our research it is clear that CSR efforts indeed matter to the focus group par-

ticipants, and especially if it is concerned with sustainability, the environment and animal 
welfare. However, from the participants’ reviews of the posters presented to the focus group 
interview, we can also gather that the manner, in which the ethical values are presented is 
very important to how believable and honest they are perceived. 



	
	

87	

Comparing the answers to the three criteria for successful CSR described by Smith 
(2003), the statements from the focus group participants indicate that at least two of the 
criteria are relevant; Honesty and Corporate fit as well as half of the third criteria, namely 
thoroughness (mentioned as part of unique- and thoroughness). At one point, one of the 
focus group interviewees mentioned that she would like a brand more if it were honest – 
even if the values may not reflect her own. The focus group contributors were mostly con-
cerned with ethical considerations, but we argue that the same criteria are applicable to the 
other value categories. The focus group interviewees mentioned, on several occasions, that 
some of the brands seem dishonest in their presentation of their values, either because said 
values were not incorporated throughout the brand’s Instagram profile or because they did 
not “fit” the idea they had of the brand or the products based on the Instagram content (or 
their experiences, if they recognised it). For example, the participants of the focus group did 
not consider Kat Von D a very ethically conscious brand, except when it comes to animal 
welfare, gender and race equality – meaning that they did not regard it as a “green” brand 
because of the lack of proof of sustainability or ecology in the Instagram profiles and the use 
of very vivid colours of the posts and products. As for L’Oréal, the participants mentioned 
that the brand was not a very newly established one, hence it was hard for them to believe it 
to be “green”, since they thought it atypical for older brands to be very conscious of the en-
vironment. This may indicate that the participants recognised the brand from the poster. 
Smith (2003) also mentioned unique-and thoroughness as a factor for successful CRS ef-
forts. Thoroughness ties into to the previously mentioned statements, and seemed equally 
important to the participants of the focus group, while uniqueness was not a priority com-
pared to the other criteria.  

Regarding the different types of CSR proposed by Lantos (2001), and in particular 
philanthropic CSR, the participants of the focus group discussed their thoughts on why 
brands have CSR efforts. It was generally agreed that the main reason was for financial gain, 
and that the CSR of the chosen brands was created with the intention to make money or gain 
a competitive advantage. Hence, the participants of the focus group were sure the companies 
were using strategic CSR. In the case of The Body Shop, the whole brand is founded on the 
basis of strategic CSR and thus it is bound to fit the corporation as well as being honest, 
since it is at the core of the business. 

To conclude, the participants agree with two and a half of the three criteria for suc-
cessful CSR proposed by Smith (2003), namely honesty (perhaps the most important one), 
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corporate fit and thoroughness and they referred to these when talking about both CSR and 
values in general. Nevertheless, they also agreed that all of the investigated brands use stra-
tegic CSR with the goal of obtaining a competitive advantage or profit, thus suggesting that 
none of the brands had altruistic concerns for the efforts they support. 

 
 

6.1.7 Conclusion of qualitative research 
 The objective of the qualitative research was to uncover the opinions and meanings 
informants attach to the usage of cosmetics, Instagram and ultimately, to the examined 
brands’ Instagram representations. Thus, the scope of the qualitative research, herein the 
focus group interview, was to gather comprehensive and rich responses. As expected, the 
informants’ responses varied and were greatly influenced by personal preferences and expe-
riences both regarding general cosmetics and Instagram usage, as well as concerning the 
brand posters. As our informants have different needs and preferences regarding cosmetics 
the attractiveness of a brand will vary depending on how well it potentially can cover these 
needs. This was demonstrated through our brand posters. Some informants were able to 
identify more with certain brands than other informants. For instance, informants who only 
wore cosmetics for special occasions particularly liked brands, which communicated to their 
segment through party-themed representations. Also, informants with a concern for the 
“greenness” of cosmetics were more drawn to brands and representations conveying these 
elements. Furthermore, the relevance and preferences of Instagram’s role regarding expo-
sure to cosmetics brands varied among the informants. For instance, some informants pre-
ferred to follow bloggers for cosmetics-related news whereas others would turn to the 
brand’s official page. In conclusion, our qualitative research demonstrates the informants’ 
individual opinions to a large extent and cannot be used to draw broad generalizations. 
Therefore, a quantitative research is our next step.  
 
 

6.2. Findings of quantitative research 
In this section we go over the results of our quantitative research, the survey, to un-

cover potential compliances or deviances from the qualitative research of this thesis, namely 
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the focus group interview. We do this, because the survey is a supporting research to the 
focus group interview, through which we wish to broaden the scope of our research and its 
results. 
 
Q1, Q2 & Q3: Gender, Age & Nationality 

All our admitted participants answered “female” as it was a prerequisite for 
contributing to our research. As for the first question all the admitted participants gave an 
answer within our research limits. Thus, they either answered “20-22”, “23-26” or “27-30”. 
The most popular age-range of those three was “23-26”, which 60 participants (53,57%) 
selected. 33 respondents (29,44%) were between 20-22 years of age and 19 between  27-30 
years of age (16,96%). 

We only accepted answers from Danish citizens. Respondents who fit all three char-
acteristics (20-30 y.o., female, Danish) and filled out the majority of the survey amounted 
to 112 people in total. 
 
Q4: How important are cosmetics for you? 

All 112 participants answered this question, and the most important category was 
“Important”, which 51 (45,54%) selected. The least popular answer was “Unimportant”, 

which none of our respondents selected. The average score regarding this question is 3,96, 
indicating that, on average, the respondents of this survey think cosmetics are important to 
them. The results of this question suggest that the persons, who chose to take a survey about 
cosmetics have an interest in it, which makes sense, as we assume that people answer sur-
veys based on how relevant they find the survey topic and/or how close the individuals are 
to the person distributing the survey. The outcome of this question may also be due to the 
fact that the survey was posted in various beauty-community groups on Facebook, where 
people, presumably, have more interest in the subject than those who are not members of 
such groups. 
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 Compared to the results of the focus group, the survey results seem to be of moderate 
compliance. The majority of participants of the focus group interview said that they use cos-
metics every day, implying that it is of importance to them. However, what they wore ranged 
a lot from only mascara to a “full-face” look including three or more cosmetics products. We 
choose to interpret this as a sign that even though make-up is important, it is not something 
that all the focus group participants were willing to spend a lot of time on, unless for a special 
occasion. The score average, calculated from the survey respondents’ answers, shows us that 
cosmetics are indeed rather important, which, as mentioned, may be due to the survey being 
posted in cosmetic-related communities on Facebook. The authors’ impression is that the 
survey respondents weighed cosmetics, or make-up, to be of slightly more importance than 
did the focus group participants. 
 
Q5: How many cosmetics brands do you follow on Instagram? 
  Surprisingly, the majority of the respondents did not follow any cosmetics 
brands on Instagram - “0” was selected by 38 of the respondents (33,93%). The second and 
third most popular answers for this question were “1-5” and “10-20”, which, respectively, 31 
(27,68%) and 22 respondents (19,64) selected. The least popular category was “20+” with 

only 7 (6,25%) participants selecting this 
option.  
  For our focus group, we found out 
that about half of the participants did not 
follow any brands on Instagram, which is a 
little less than the results of the survey 
show, possibly due to the authors’ posting 
the survey in specific groups for people who 
have an interest in cosmetics. This might 
also explain why some of the survey re-
spondents follow 10 or more brands on In-
stagram, while our focus group interviewees 
only followed a handful. 
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Q6: Which of these cosmetics brands do you follow on Instagram, if any? 
  We asked this question to see how much experience or knowledge the partici-
pants had about the researched brands’ Instagram profiles, and further, to see if these 
brands are popular to follow at all. The respondents had the option to choose more than one 
answer to the question. All but seven of our survey participants answered this question. The 

brand, which, by far, most 
respondents followed was 
Kat Von D. 37 (35,24%) par-
ticipants checked this an-
swer. On the other hand, 
only 6 (5,71%) respondents 
followed Shiseido. Yet, most 
of the respondents did not 
follow any of the proposed 
brands, with 56 (53,33%) se-
lecting “None of the above”. 
The rest of the answers were 

given as follows: L’Oréal Paris: 23 followers (21,90%), Rimmel London: 16 followers 
(15,24%), The Body Shop: 19 followers (18,10%), Marc Jacobs Beauty: 15 followers (14,29%).  
In total we received 116 “checks” for the mentioned brands, meaning that, on average, the 
respondents followed 1,1/6 brands. 
 
Q7: Why do you primarily follow cosmetics brands on Instagram? 

 For this question we gave the following answer-options: “For inspiration, “Product 
Information”, “Tutorials/how to use products”, “To learn more about the brand” and “I don’t 
have Instagram”. Unfortunately, 21 persons skipped this questions – perhaps because they 
do not follow any brands on Instagram, which is an option we did not add (although, by 
looking at the respondents’ comments added for this question, a lot of those who answered 
the question do not follow any cosmetics brands on Instagram either – which we will get to 
later). Having mentioned that, 64 respondents (70,33%) selected “For inspiration”, making 
it the most popular answer while “I don’t have Instagram” scores the lowest.  The least pop-
ular option for those who do follow cosmetics brands on Instagram was “To learn more 
about the brand”, which implies that directly marketing values might not be ideal for getting 
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the consumers’ interest. Rather, the brand values should be imbedded in posts which give 
inspiration or product information. This question also gave the respondents the possibility 
to add a comment to their answer to elaborate, or to write an answer, which we had not 
suggested. Of those comments, 12 respondents said they do not follow any cosmetics brands. 
Nevertheless, about half added that if they were to follow any brands, they would do so for 
either inspiration or tutorials, and a couple also said that it would be in order to keep up 
with new products and read comments about them instead of actual reviews. One person 
added a comment about how she only follows cruelty free brands, and brands that repost 
from bloggers or alike. 

 Compared to the results of the focus group interview, there are some differences in 
what content the participants prefer. According to the survey, the most popular type of con-
tent is “inspiration”, while the focus group interview suggests that tutorials, “how-to-use” 
posts, as well as updates about new products are the main reasons for following a brand on 
Instagram. Nevertheless, the focus group participants mentioned that they generally rather 
would look for inspiration and tutorials posted by minor bloggers or alike, since they believe 
these would be more honest. 
 
Q8: Regarding cosmetics brands what kind of Instagram content appeals to you? 

This questions seeks to answer a part of our research question, by investigating which 
of our chosen content 
strategies are the most 
appealing to the con-
sumers. The option 
“Content relating to 
specific products” falls 
under the brand con-
tent strategy, while the 
options “Content relat-
ing to current events”, 
“Content about prod-
uct usage” and “Con-
tent relating to brand 
ambassadors” relate to 
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the brand-extended content strategy. Lastly, “Reposts from other users regarding the 
brand/product” and “Content without any immediate relevance to the brand (i.e. 
memes/quotes/”mood” images”) represent the social content strategy.  

The option with 
the highest average 
score was “Content re-
lating to specific prod-
ucts” with 3,58/5, and 
the answers were ra-
ther homogeneous 
with, by far, the most 
votes on “Appealing” 
(47 votes/46,08%). 
The second most pop-
ular category was 
“Content about prod-

uct usage” with an average score of 3,53/5 with the most popular answer options being 
“Moderately appealing” and “Appealing”. The third most popular content is “Reposts from 
other users regarding the brand/product” with an average score of 3,13/5 and the majority 
of votes on “Of little appeal”, “Moderately appealing” and “Appealing”. The least popular 
category was “Content without any immediate relevance to the brand (i.e. 
memes/quotes/”mood” images”); it has an average score of 2,27/5 with an overweight of 
votes on “Not appealing” or “Of little appeal”. This implies that when looking at more specific 
content (the categories from Q8), brand content is the most appealing, but both brand-ex-
tended content and social content are also represented of priority as long as it consists of 
either posts about product usage or reposts regarding the brand and/or its products. Calcu-
lating the average score for the three content categories, brand content is still the most pop-
ular content category with a total average score of 3,58/5. As for the individual kinds of con-
tent presented in this question the second most popular content category is brand-extended 
with a total average score of 2,96/5 – the least popular specific kind of content in this cate-
gory being “Content relating to brand ambassadors”, which is also the overall second least 
popular answer with an average score of 2,65/5. That leaves the social content as the most 
unpopular category with a total average score of 2,7/5. 
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To conclude, the most liked content, by a fair amount, is brand content, and the con-
tent our respondents prefer the least is social content. 

As mentioned, the participants of the focus group found content about product usage 
the most interesting – it is the second highest rated value category for the survey. From the 
focus group interview we also gathered that there is an interest in knowing about the cos-
metics brands’ values. However, this has to be done subtly and in a way, where it is incorpo-
rated into posts about other things, as to not seem like the brand is trying too hard to con-
vince the audience of something. The respondents of the focus group also noted that if posts 
contained products promoted by celebrities, they would less likely buy into it. The same was 
the case for photos that look overly edited. This is also comparable to the survey results, 
where the respondents did not rate “Content relating to brand ambassadors” very highly. 
Instead, the focus group participants would rather see posts from bloggers or other influ-
encers, but only if these were not too popular, as it would lessen their credibility due to the 
heightened possibility of posts being sponsored and/or dishonest. This would presumably 
also be the case for reposts from bloggers on the brands’ Instagram pages. On a final note, 
the focus group participants also mentioned that “beautiful” posts that stand out would be 
more appealing almost regardless of the content, and it would also seem less like advertising.  

In conclusion, the answers of the focus group and the survey are rather similar – some 
of the most popular content for both researches was regarding product usage and product 
information. However, the focus group seemed to like the “social content” as well, as long as 
it related to reposts from someone unrelated to the brand. 
 
Q9: How important is it for you that the cosmetics brand you buy from reflect your be-
liefs/values? 
 This question only one person did not answer, leaving us with 111 answers. When 
asked how important it is that cosmetics brands’ values reflect their own, most of the re-
spondents selected “Important” (39 votes/35,14%) or “Moderately important” (37 

Q9 How important is it for you that the

cosmetics brands you buy from reflect your

beliefs/values?

Answered: 111 Skipped: 1

2.70%

3

19.82%

22

33.33%

37

35.14%

39

9.01%

10

 

111

 

3.28

 1. Unimportant 2. Of little importance 3. Moderately important 4. Important 5. Very important Total Weighted Average

(no label)

1 / 1

Cosmetics brands on Instagram SurveyMonkey



	
	

95	

votes/33,33%). The average score for this question is 3,28/5, meaning that, on average (cal-
culated from all of collected ratings), the participants found it a little more than “Moderately 
important” that their beliefs and values are reflected in the the cosmetics brands they buy 
from. However, more people thought it to be “Very important” than did “Unimportant”. The 
results of this question imply that the cosmetics brands’ values are not the single most im-
portant thing, when buying new products, but it is still of some importance for the majority 
of the survey participants. 

This resembles the answers of the focus group interview, where the participants said 
that they do care about values when it comes to cosmetics, but even more so regarding skin 
care. Few, as for the survey, would do a lot in order to avoid brands that do not promote the 
same values as them, while others would not look too hard to ensure that the products they 
buy are made by a company or brand resembling their personal values. The participants of 
the focus group further explained that their purchase of products was often habitual, regard-
ing brands. Therefore, they might keep buying from a brand even if their personal values 
change, or even if product quality or production method changes from product to product. 
 
 
Q10: Regarding your choice of cosmetics brands, how important are the following char-
acteristics? 
 This questions serves to gain further insight into the consumers’ consideration of the 
brands’ values when purchasing cosmetics products. From the previous question, we found 
out that whether the brand’s values reflect the consumers’ is of importance to the majority, 
although maybe not the single most important factor when choosing products or brands.  
 The answers to this questions show that “Transparency/Honesty” is the most im-
portant characteristic with an average score of 3,76/5 and most respondents answering “Im-
portant” (45 votes).  Closely following is “Luxury/Quality” (average score of 3,68/5, still with 
most answers on “Important” (46 votes), but a little more on “Moderately important” (28 
votes) than for “Transparency/Honesty”). Thereafter, there is “Ethical Considerations”, 
which has an average score of 3,66/5 with the majority of the votes more evenly spread out 
across “Important” (35 votes), “Moderately important” (27 votes) and “Very important” (25 
votes). The two least important characteristics were “Innovation/Trendsetter” and “Creativ-
ity/Fun”, with average scores of, respectively, 2,88/5 and 3/5. From these results we might 
assume that the reason why the average score of Question 9 was not higher might have been 
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because the quality of the make-up (“Luxury/Quality”) can make people set aside their val-
ues, and further, perhaps the values do not mean as much as long as the brand generally 
seems honest (“Honesty/Transparency”). 
 The participants of the focus group mainly agree that the most important values to 
them were ethical ones, regarding e.g. sustainability and animal welfare, which, however, 
was not a shared concern for all. The other categories were not mentioned by our focus group 
participants, but we can assume that since ethical considerations is not of the upmost im-
portance to most of the participants, some would purchase products based on other values, 
such as quality or innovation.  
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Q11: How well do you know these cosmetics brands? 
We assume that knowing a brand naturally gives more insight into both products and 

values, which makes the participants’ evaluation of a brand more qualified, but at the same 
time, knowing a product might also come with prejudices – either from genuinely disliking 
the brand and its products, but also from misinformation or lack of information. By investi-
gating how many of the participants know the brands and how well they know them, we can 
potentially get a better idea of how qualified and experience/fact based the answers we get, 
are. 

It turns out, quite as we expected, that L’Oréal is the most known brand of the six 
studied brands. 106 out of the 112 respondents (93,75%) to this question have used one or 
several L’Oréal products, and all of the respondents knew the brand. The average score for 
how well-known the brand is, on a scale from 1-3, where 1 is least known and 3 is the most, 
L’Oréal’s score is 2,94. The least known brand, Marc Jacobs Beauty, on the other hand, re-
ceived the answer “Never heard of it” from 14 out of 111 answers (12,61%) while 23 (20,72%) 
responded that they have tried at least one product from Marc Jacobs Beauty. The brand’s 
score average is 2,08 out of 3. The second least known brand is Shiseido, however, both the 
options “Never heard of it” and “I have used one/several products” received more votes than 

Marc Jacobs 
Beauty, showing 
that the respond-
ents’ knowledge is 
just almost as di-
vided for this 
brand as for Marc 
Jacobs. Shiseido 
received a score 
average of 2,09 
out of 3. The rest 
of the chart shows 
Rimmel as the se-
cond most known 

brand, while The Body Shop and and Kat Von D come in, respectively as the third and fourth 
most known brands with score averages of 2,89, 2,82 and 2,19 out of 3. 
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     So, in conclusion all the scores are above “middle”, meaning, in our opinion, that 
our respondents generally have a fair knowledge of the brands investigated, but still consid-
erable less so for Kat Von D, Shiseido and Marc Jacobs. This, in turn, means that our results 
about those three brands will be more based on assumptions and impressions rather than 
experience and actual knowledge. 
 
 
Q12: To what extent do you associate the characteristics below with the following 
brands? L’Oréal Paris. 

When it comes to associating certain values with L’Oréal, a lot of people gave the 
answers “Neutral” to all of the proposed values. This indicates that the respondents either 
do not know whether these categories are values of the brand, or maybe the respondents 
just judged the brand to not care a whole lot about each value category. Another option is 
that the respondents simply did not care. We also gave the option to answer “I don’t know 
the brand”, which one person answered for each value category even though all respond-
ents said they knew the brand in the previous question. This answer might mean that the 
respondent(s) did not want to answer, or that they know the brand, but do not feel in-
formed enough to vote for this question. For all the value categories there were a maxi-
mum of 3 votes for “Strongly Agree”, which means that only very few of the respondents 
regard L’Oréal as being very conscious or vehement about the proposed values. The values 
“Ethical considerations” and “Luxury/Quality” received the most “Strongly disagree” an-
swers. As mentioned the main portion of the votes were on “Neutral” for all of the value 
categories, with fewer and fewer votes going right or left. The average scores for the values 
are therefore all rather close to the middle (2,5), with respective numbers of 2,61, 3,14, 
2,59, 2,96, 2,91 and 3,32. From those numbers, we can see that “Passion/Devotion” and 
“Innovation/Trendsetter” are the values most associated with the brand, while “Lux-
ury/Quality” and “Ethical consideration” (the values with the highest numbers of “Strongly 
disagree” votes) were the least associated with the brand. 

The total average score, which could be considered an overall measurement for how 
much the survey participants think the brand cares about values in general is 2,92/5. 
 The participants of the focus group deemed L’Oréal Paris to be a kind of “in-the-mid-
dle” brand, where no values stand out particularly, except for “Ethical considerations”, 
which had negative connotations for the focus group, very much like the survey results also 
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show. The same was 
the case for “Trans-

parency/Honesty”. 
The answers from the 
focus group claim 
that this could be im-
proved if L’Oréal put 
more focus on com-
municating their 
women empower-
ment initiatives. But 
rather, the brand 
seems to use a lot of 
celebrity endorse-

ment, which, contrary to what the focus group participants previously said about celebrity 
endorsement, gives the brand a “red carpet feel”. Yet, they noted that the brand seems pri-
marily sales oriented, and that they do not try to hide it. That, along with the brand’s broad 
product palette still communicates a rather classic and elegant brand, that does not care too 
much for innovation and trendsetting. This is opposed by the survey results, where “Inno-
vation/Trendsetter” is the second highest rated value. For this brand, there are quite a few 
value categories which the survey and the focus group participants disagree on, but still a 
they do agree on. Thus the results are not particularly unanimous between the two research 
groups.   
 
Q13: To what extent do you associate the characteristics below with the following 
brands? Rimmel London 

When it comes to associating certain values with Rimmel London, the answers bear 
a resemblance to the ones for L’Oréal Paris. A lot of people gave the answers “Neutral” to all 
of the proposed value categories, which might be due to the same reasons mentioned in the 
results of the previous question. Two people answered “I don’t know the brand” for every 
value, which is one person more than who answered this in question 11. As for L’Oréal, this 
extra “I don’t know the brand”-answer might mean that the respondent did not want to an-
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swer or that she knows the brand, but does not feel informed enough to vote for this ques-
tion. For all values there were maximum 2 votes for “Strongly Agree”, which means that only 
very few of the respondents regard Rimmel as being very conscious or vehement about the 
proposed values. The values “Ethical considerations” and “Luxury/Quality” received the 
most “Strongly disagree” answers; 18 and 10. As previously mentioned, the main portion of 
the votes were on “Neutral” for all of the values, with a decreasing amount going right or left. 
The average scores for the values are therefore all rather close to the middle (2,5), however 
the numbers are actually slightly higher than for L’Oréal, and therefore closer to 3. The av-
erage scores for the six value categories were, respectively: 2,74/5, 3,05/5, 2,38/5, 3,34/5, 
2,98/5, 3,27/5. From those numbers, we can see that “Passion/Devotion” and “Innova-
tion/Trendsetter” are the values most associated with the brand, while “Luxury/Quality” 
and “Ethical consideration” (the values with the highest numbers of “Strongly disagree” 
votes) were the least associated with the brand. The total average score for Rimmel is 2,96/5 
- a fraction higher than L’Oréal Paris’. 

 One of the main 
impressions the focus 
group interviewees 
got from the Rimmel 
London poster was 
that it seemed like a 
youthful and fun 
brand, and related it 
to i.e. a photo of the 
popular model Cara 
Delevingne which in-
dicated a teenage tar-

get segment, which was further supported by apparently promoting a fairly “edgy” and “dif-
ferent” look/lifestyle. This is rather equivalent to the answer from the survey, where “Crea-
tivity/Fun” is the value category with the second highest average score. However, “Creativ-
ity/Fun”, which is the highest rated value category of the survey, is not convincing to the 
focus group participants. When it comes to ethical considerations, the survey results show 
an average score a little above middle, which is pretty representative of what the focus group 
said. The participants thereof said that the brand showed some ethical involvement, through 
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their branding with people of different skin colours and genders, but it was still not all that 
prominent. The interviewees of the focus group were not convinced that Rimmel is a trans-
parent or honest brand, but this value category was given a relatively high score average in 
the survey. In conclusion, this brand caused some diverted opinions from the respondents 
of the survey and the participants of the focus group. The two groups did agree on some 
matters such as the level of concern for innovation and trendsetting, whereas a few of the 
other categories received slightly different ratings. 
 
Q14: To what extent do you associate the characteristics below with the following brands? 
The Body Shop 
 When we get to the high-end products, the first thing you notice is that the score av-
erages are higher, and that different values from the two previous brands have the most 
scores. For The Body Shop, the diagram is almost inverted in the sense that the value cate-
gories, which received the lowest score for L’Oréal and Rimmel, “Ethical considerations” and 
“Transparency/Honesty” are the highest rated for this brand with average scores of respec-
tively 4,3/5 and 3,69/5. Meanwhile, the highest rated values for the two previous brands, 
“Innovation/Trendsetter” and “Creativity/Fun” have the lowest scores when it comes to The 
Body Shop (respectively 3,13/5 and 3,03/5). Yet, it is worth noticing that the lowest scores 
here are rather close to the highest for the previous brands, supporting the immediate idea 
that the total average will be higher for this brand than for the previous ones. Four people 
skipped this question and two (and in one instance three) people said “I don’t know the 

brand”, which might be 
for the same reasons 
mentioned previously. 
Although the majority of 
the answers here are 
still on “Neutral” there 
is a noticeable higher 
number of scores on 
leaning right, meaning 
more scores on “Agree” 
“and “Strongly agree” 
than on “Disagree” and 
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“Strongly disagree”: The highest number of votes on “Strongly agree” and “Agree” are as 
expected on “Ethical considerations” and “Transparency/Honesty” (respectively 44 and 19), 
while the highest number of votes on “Strongly disagree” are 7 and 3 on, respectively, “Cre-
ativity/Fun” and “Transparency/Honesty”. The total average score of The Body Shop is 
3,51/5. 
      The most prominent value category that both groups of research respondents 
could agree on is “Ethical considerations”. That means that The Body Shop is considered to 
care a lot about it, both on Instagram and outside it. This is to be expected, as it, in the 
authors’ opinion, is what brand brands themselves on the most. For transparency and hon-
esty, the two groups also rated the brand relatively high, and a small part (a higher percent-
age for the focus group) of the respondents did not associate the brand with “Transpar-
ency/Honesty” at all.  The groups also agreed that the brand is not a particularly trendset-
ting, fun or innovative brand. When it comes to “Luxury/Quality” there was especially some 
disagreement between the focus group participants. Few thought the brand’s products to be 
of lower quality – because how could it be really good and long-wearing, if it is made from 
only natural ingredients – while others said it seemed to be of very high quality due to the 
pure ingredients. Overall, the focus group and the survey respondents’ impression seem 
quite similar, and for the most part they agree on what appears to matter to the brand, and 
what does not. 
 
Q15: To what extent do you associate the characteristics below with the following brands? 
Kat Von D 
 The last three brands, including Kat Von D, are generally less known by our respond-
ents, as seen in question 11. Therefore, it is logical that four people have not answered this 
question and 32-34 have answered “I don’t know the brand” depending on individual value 
categories. However, those who have answered, have given very high scores to all value cat-
egories compared to the previous brands. All values’ score average is around 4, indicating 
that this brand is very conscientious, forthcoming and adamant about their values – or 
maybe Kat Von D is just better at communicating them than L’Oréal, Rimmel and The Body 
Shop? Or perhaps the respondents have much clearer opinions about this brand? The aver-
age scores for Kat Von D of the values are as follows. “Ethical considerations”: 4,09/5 with 
the most votes on “Strongly Agree” (36 votes), “Innovation/Trendsetter”: 4,29/5 with the 
most votes on “Strongly Agree” (36 votes), “Luxury/Quality”: 4,09/5 with an equally high 
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amount of votes on “Agree” and “Strongly agree” (29 votes), “Creativity/Fun”: 4,33/5 with 
the highest number of votes on “Strongly Agree” (41 votes), “Transparency/Honesty”: 
3,88/5 with most votes on “Neutral” (30 votes), “Passion/Devotion”: 4,26/5 with the highest 
number of votes on “Strongly Agree” (36 votes). The values most associated with Kat Von D 
are “Innovation/Trendsetter” and “Creativity/Fun”, as it is for L’Oréal and Rimmel, however 
with a higher score and the same goes for the values that are least associated with the brand; 
“Transparency/Honesty”. It is worth noticing that the respondents’ opinions are fairly alike 
for this brand, and there are generally much fewer votes on “Neutral”. The amount of votes 
rises from left to right. The total average score of Kat Von D is 4,16/5. 

          The focus group 
participants’ impression 
of Kat Von D (intendedly 
based on the brand’s In-
stagram posts) is rather 
contrasting, in some ar-
eas, to the answers given 
in the survey. However, 
some of the values catego-
ries were agreed upon. For 
example, both the re-
spondents of the survey 

and the focus group expressed that Kat Von D seems to be an animal conscious brand, how-
ever the focus group a little less so, due to doubt about the brands honesty, which will be 
discussed later. The focus group suggested that what makes the brand seem like it cares 
about ethical matters is e.g. a post with a cat paw and the hashtags used for every post (#ve-
gan, #crueltyfree). The two groups of respondents also agree that the brand expresses crea-
tivity and is also trendsetting for a very edgy or “raw” style. As for transparency and honesty, 
the brand scored relatively low for both the focus group and the survey. The survey’s results 
show a high score compared to the other brands, but relatively low to the evaluation of the 
other value categories of Kat Von D. The focus group interviewees took a neutral stance to 
this value category, because they could not figure out if Kat Von D really was honest or not. 
However, especially one value category received starkly contrasting answers; “Luxury/Qual-
ity”. This was rated 4/5 by the survey respondents, while the focus group thought the brand’s 
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product to be of low quality and not serious/professional, partly due to the product design, 
which they thought to be distracting. Comparing the two research results, the authors as-
sume that the survey respondents were more positive towards the brand, at least regarding 
the product quality and ethical considerations. 
 
Q16: To what extent do you associate the characteristics below with the following brands? 
Shiseido 

Something very noticeable for this brand is that there is a high amount of votes on 
“Neutral” for all value categories except “Luxury/Quality”, which has a distinctively higher 
average score than the other options. A lot of neutral answers may indicate, as mentioned 
earlier, that the respondents have no opinion of the brand – maybe due to not knowing it 
very well, or because of faulty values communication from Shiseido – or it may be because 
they simply do not believe that Shiseido cares that much about these values. However, for 
all values there are very few votes (0, 2 or 3) on “Strongly disagree”.  As mentioned, the most 
up-voted value, by far, is “Luxury/Quality” with an average score of 4,34/5 and the next-
highest rated values are “Innovation/Trendsetter” and “Passion/Devotion”, which both have 
average scores of 3,37. The value, which the respondents associate the least with the brand 
is “Creativity/Fun” with an average score of 3,01 – this is also the only value, to which three 
people have answered “Strongly disagree”. The total average score of Shiseido is 3,4/5. 

  As mentioned, 
the value category 
which received the 
highest average score 
was “Luxury/Quality”, 
which the focus group 
participants agreed 
with, adding that a 
number of things con-
tributed to this, i.e. the 
artistic nature of the 
Instagram post, the 

brand’s focus on history and its origin, as well as its apparent efforts in science and innova-
tion. Generally, this brand scored high on all value categories according to the focus group, 
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except on creativity and fun, which is in line with the survey results. The focus group partic-
ipants said that from the Instagram posts, the brand did not seem particularly ethically con-
cerned, but that they still believed the brand was, since the brand’s exclusivity signalled that 
it must be ethical and also transparent/honest. This last category was not rated as high by 
the survey respondents though. Overall, there seems to be a slight difference in the associa-
tion of the value categories with the brand between the focus group and the survey. The focus 
group rated all categories very high, whereas the total average score was rather high in the 
survey, with the category “Luxury/Quality” standing out.  
 
Q17: To what extent do you associate the characteristics below with the following 
brands? Marc Jacobs Beauty 
 The last brand, Marc Jacobs Beauty has already been voted the least known of the six 
researched brands, but surprisingly this has not resulted in more people omitting this ques-
tion (4, same as Shiseido) or more answers on “I don’t know the brand” (31-34, less than for 
Shiseido, and about the same as for The Body Shop). One possible reason is that Marc Jacobs 
is a very known brand for other things than beauty products, especially fashion. Therefore, 
some of the respondents who do not know Marc Jacobs Beauty might have answered with 
their experience or impression of the rest of the Marc Jacobs products. The score average of 
all of the values evaluated, lie between three to four, with one category scoring distinctively 
higher. That is “Luxury/Quality”, which has received an average score of 4,30/5, and the 
most votes on “Strongly agree”. The second and third most up-voted values are “Innova-
tion/Trendsetter” (average score: 3,72, with an equal amount of votes on “Neutral” and 
“Agree”; 30) and “Passion/Devotion” (average score: 3,54, most votes on “Neutral”; 37). The 
value least associated with the brand is “Ethical Considerations” with an average score of 
3,14. The votes for this brand are distributed pretty evenly between “Neutral” and “Agree”, 
and there are more votes on “Strongly agree” (3-37 votes) than on “Strongly disagree” (0-2 
votes). The total average score of Marc Jacobs Beauty is 3,56/5. 

One of the things the survey respondents and the focus group participants agree on 
is that this brand sells luxurious, high quality products. Also, the brand scores quite high on 
trendsetting, partly based on (according to the focus group) the brand being derived from a 
fashion company, and it was also obvious from the Instagram posts, many of which consist-
ing very stylish people. “Ethical considerations” seems to be on approximately the same level 
as well, except maybe the focus group rated it of a little less importance to the brand, than 
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did the survey respondents. The focus group participants had an overall neutral stance to 
this value category, while the average score form the survey has rated it a bit above neutral. 
Conversely, for “Creativity/Fun” the respondents of the two methods of research believe the 
discourses of the brand to be different. Interpreting the survey results, the brand does not 

communicate fun or 
creativity to a par-
ticularly high ex-
tent, but it still has 
an above middle 
score. Yet, one of the 
things the focus 
group participants 
first mentioned 
when presented 
with the Marc Ja-
cobs poster was that 

it was a high-energy, party-enthusing brand, where the photos portray people in various 
festive occasions, looking like they have fun; thus communicating a fun, young and up-to-
date brand, which is also enhanced by the brand’s usage of catchy texts to support the im-
ages. 
 
 

6.2.1 Conclusion of quantitative research 
Having looked over and compared the quantitative and the qualitative research re-

sults it is clear to us, the authors, that the results are rather similar. There is some differen-
tiation regarding some of the brands, and also some variation to participants’ preferred In-
stagram content. However, we find that the majority of answers correspond. 

Even though we limited our respondents to a certain age group, gender and nation-
ality, we could expect more differences. However, the survey respondents and the focus 
group participants agreed on e.g. how much cosmetics mean to them (it is rather important 
to both groups). For the most part the participants also agree on why they follow brands on 
Instagram (inspiration, information about how to use products), what brand characteristics 

Q17 Marc Jacobs Beauty
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are important and what Instagram content they prefer (the survey respondents preferred 
brand content and brand-extended content, and the focus group informants preferred 
brand-extended content and social content). The areas, in which the answers differ a little 
more regard how many cosmetics brands the participants follow on Instagram (the average 
number was higher for the survey). 

As for the individual brands, both groups of respondents had similar value associa-
tions for L’Oréal Paris, except for a slight difference for the value category “Innova-
tion/Trendsetter”. Both groups agreed on association of the value categories “Innova-
tion/Trendsetter and “Creativity/Fun”, but overall the focus group participants gave the im-
pression that they associated most values a little less with the brand than did the survey 
respondents. Concerning The Body Shop, the most associated value was “Ethical consider-
ations”, and the brand also received a similar score from the two respondent groups regard-
ing honesty and transparency. As for the rest of the categories, the focus group partakers’ 
evaluation correlates to the survey respondents’ evaluation. In contrast, the answers regard-
ing Kat Von D are very different on all value categories, except “Ethical considerations” and 
“Honesty/Transparency”. In general, the level of association for the survey respondents was 
much higher than the focus group participants’. The opposite is seen in answers form the 
two groups for the brand Shiseido. The only category which received a very high level of 
association is “Luxury/Quality” and also, to some extent, “Innovation/Trendsetter”. But the 
overall level of association is distinctively lower for the survey results than it is for the focus 
group partakers. The same seems to be the case for Marc Jacobs Beauty, even though the 
scores vary a little less concerning the level of association to the different value categories. 

As mentioned, the compared results show that the two groups (focus-group partici-
pants and survey respondents) mostly have the same preferences and beliefs regarding cos-
metics and Instagram, and they agree more (or less) on which values they associate with the 
researched brands. The differences might be due to our focus group being limited to a very 
narrow demographic, or because the survey respondents were generally more invested in 
cosmetics as the survey was posted in groups dedicated to cosmetics and beauty.  
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6.3 Summary of findings  
The objective of this chapter is to provide a summary of the qualitative and the quan-

titative research in relation to the thesis’ sub-questions. The authors of this thesis believe 
that both methods of research, combined with the theory and literature review, have pro-
duced sufficient findings to solve the research question of this thesis.  

In order to answer the main research question it is important to first look into the 
sub-questions. The objective of the sub-questions is to concretise areas relating to the main 
research question. Hence, it will enable us to answer the research question in the concluding 
chapter of the thesis. 

 
 
Sub-question 1: What is the significance of promoting brand values in creating an image 
in the cosmetics industry? 

The cosmetics industry is growing at a significant rate, and has been doing so for the 
past decades. This implies that there is fierce competition within the sector, which forces 
brands to differentiate themselves. An efficient and common way of differentiating is to pro-
mote a clear set of distinct values, through which the company can create an image and be 
easily recognised. Nevertheless, it is vital that brands choose the appropriate values and the 
right way to present them, for the brand communication to be successful. However, our re-
search has shown that brands’ messages are not always interpreted as intended. We found 
that brand messages can be distorted depending on the content of the Instagram posts and 
consumers’ preferences thereof. These preferences are rooted in consumer behaviour. Ac-
cording to Ahuvia (2005) and Belk (1988) consumer preferences are a reflection of the con-
sumers’ self-image, which is ruled by and created through memories, experiences and con-
sumption. Thus, all brand communication will be filtered through the consumer’s individual 
lens, which might be one-of-a-kind or shared by several individuals. We found similarities 
in the results of the focus group and the survey regarding what kind of posts the participants 
preferred. The focus group participants further elaborated on their need for the brand to 
match their self-image, which resulted in some brands being disliked solely based on their 
Instagram representation.  
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Sub-question 2: How can branding via social media communication clarify cosmetics 
companies’ values? 

This thesis has demonstrated that branding on social media, if to be successful, re-
quires a lot of attention from brands and companies. There are plenty of potential consum-
ers on social media platforms, but it is crucial that brands and companies recognise the 
power of these consumers. It has been argued that brands need to gratify the consumers’ 
needs and distinguish themselves in order to achieve engagement and provide a positive 
brand experience. For brands, social media constitute a very personal, contemporary and 
inexpensive way of connecting with consumers. Therefore, it is natural for companies to 
benefit from the possibilities that social media offers. Moreover, as the focus group results 
show, consumers expect cosmetics companies to be present on social platforms and availa-
ble at all times. Furthermore, the results of our research suggest that consumers do use In-
stagram to learn more about cosmetics brands, herein their values and what they represent. 
In our research we identified three types of brand content strategies: brand content, brand-
extended content and social content. Brand content refers to the communication of pure 
brand related news, which on Instagram is translated into posts of specific products. Brand-
extended content translates into posts relating to current events, product usage and brand 
information. Social content refers to re-posts from other users, brand ambassadors and con-
tent without any immediate relevance to the brand. Results from our focus group suggest 
that these participants prefer brand-extended- and, to some extent, social content. Simi-
larly, the survey respondents are also in favour of brand-extended content (especially re-
garding product-usage), but prefer brand content. The content, represented by the strate-
gies, can be used to convey brand values through images and accompanying text, either di-
rectly or indirectly.  
 
Sub-question 3: How are the chosen cosmetics brands’ branding perceived? 
 It is important note that our survey participants were only operating on their predis-
posed associations of the the brands, whereas the focus group participants were presented 
with visuals, on which their answers were based. Nevertheless, if the focus group partici-
pants recognised the brands their answers would naturally have been influenced. The survey 
respondents’ answer options were confined to the six value-categories, into which the 
brands’ value-profiles were sorted. On the other hand, the focus group participants were 
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able to talk freely about their associations of the brands. We found that the focus group par-
ticipants perceived the brand L’Oréal quite differently as intended by the brand. The only 
trait, which seems to be clearly communicated by L’Oréal is the brand’s overall “style”, 
herein its product-design, cosmetics looks and affiliation to celebrities etc. However, regard-
ing the assembled value-profile, the answers of the focus group do not match. In contrast, 
the survey participants regarded the brand to be somewhat innovative and trendsetting. Yet, 
there is overall neutrality towards the brand L’Oréal. Regarding the brand Rimmel, the focus 
group participants associated the Instagram content with a brand that is i.a. fun, edgy, 
youthful and gender-inclusive. This translates into categories, which the survey participants 
also rated high. Overall, the research results indicate that Rimmel’s value communication is 
received as intended. This is also the case for the brand The Body Shop, for which, the value-
profile is consistent compared to the research results. As for Kat Von D, the same consistency 
can be found except for the focus groups’ low rating of the brand’s “Luxury/Quality”, which 
opposes the survey and the brand value-profile. The brand Shiseido’s value profile is similar 
to the focus groups’ perception, whereas the survey respondents generally (except for “Lux-
ury/Quality) associated the value categories less with the brand. Lastly, the focus group eval-
uated the brand, Marc Jacobs Beauty, to be in accordance with its value-profile, except for 
the brand’s environmental concerns. Similarly, the survey respondents also associated this 
category the least with the brand. In conclusion, most of the brands’ branding was perceived 
as intended – at least regarding the brands’ communication of values.  
 
 

7. CONCLUSION 
 The aim of the current thesis was to examine cosmetics brands’ branding on Insta-
gram in order to provide a consumer perspective on how brands can benefit the most from 
value communication on the social platform. The authors believe that this is a highly rele-
vant topic and stipulate that the combination of brands’ value communication, social media 
and cosmetics is an area, in which we notice a lack of research. This thesis’ research was 
based on six different brands, representing the cosmetics industry – namely L’Oréal Paris, 
Rimmel London, The Body Shop, Kat Von D, Shiseido and Marc Jacobs Beauty. Empirical 
data obtained from a focus group interview and a survey was applied in relation to theory 
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about branding, visuals in marketing and branding and consumer behaviour.  
 The current thesis was developed on the basis of the following research question: 
Which means of branding on Instagram convey cosmetics brands' values most effec-
tively from the consumers’ perspective? In order to answer the research question, we con-
ducted both a qualitative and quantitative research, which complement each other to pro-
vide a comprehensive picture of the research topic. The results show that brands’ values 
should be incorporated throughout its branding and particularly regarding its branding on 
Instagram. Furthermore, we found that value communication is even more effective if con-
sumers consider the brand to be honest and the values to have corporate fit. Also, values 
should be implicitly incorporated into the brands’ communication, is it will enhance the 
brands’ perceived sincerity. Nevertheless, if a brands’ product design and Instagram aes-
thetics do not match the consumers’ personal preferences, the message can be further dis-
torted. This proves the importance of cosmetics brands’ understanding of their target seg-
ments. Brand values embodied in, especially, brand-extended content will be positively re-
ceived, since the consumers are more drawn to the content represented therein.  Addition-
ally, we discovered that the promotion of values regarding brands’ ethical considerations, 
luxury, quality, transparency and honesty contributes the most to brands’ credibility. How-
ever, we, the authors hypothesise that if the material value (such as quality) of a brand’s 
product is perceived as exceptional, it might outweigh the consumers’ concern for the other 
value categories.  
 We, the authors, believe that the results of the current thesis provide meaningful in-
sights into value-communication on Instagram with point of departure in the cosmetics in-
dustry’s implementation of the social network as a primary platform for branding. The re-
sults of our research suggest how cosmetics brands can effectively design their branding 
strategy in order attract and engage customers, as well as maintaining existing customer 
relationships. So, ultimately… a picture can be worth a thousand words.  
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8. LIMITATIONS & FUTURE RE-
SEARCH        
 

We, the authors, hope that the current thesis has shown how fascinating the re-
searched area is, since there are many practical and theoretical facets to examine. In our 
thesis, we have not been able to include all. Based on the current research and its limitations 
we see many potential future studies, which will further fill the gap in the research field.  
 The first limitation of the current research is its demographic profile. As we only ex-
amined Danish females within the ages of 20-30, we cannot account for the opinions of in-
dividuals of other ages, nationalities and genders. Specifically concerning the focus group, 
the educational background was homogenous and this further narrows the scope of the qual-
itative research. Furthermore, the survey was distributed in online groups dedicated to 
beauty and cosmetics. Therefore, we might assume that the participants are more interested 
in cosmetics, compared to the average person. Thus, the overall generalizability of the re-
sults of the current research should be tested further.  Another limitation of the thesis is that 
it only considers brands within the cosmetics industry. Therefore, we cannot be certain if 
the results will be valid if applied to other areas of business. Furthermore, if other other 
research philosophies, -approaches and -designs etc. had been used, the outcome would 
likely be different. By applying a constructivist stance, we accept that the interpretation of 
the literature and findings of the present thesis is unique to the authors. There is not a single 
answer to the generalizability of our research. Put shortly, our study can only be generalised 
to theoretical propositions. Hence, it does not compose a universal truth.  
 With point of departure in the thesis’ limitations, we propose further research into 
what role visual symbolism plays, whereby a more detailed analysis of its effectiveness in 
branding on social media can be produced. Also, taking on a more psychological view can 
offer new perspectives into the relationship between brand personality and consumer per-
sonality. This could include the notion of whether highly perceived material value can create 
a disregard for other immaterial values, as hypothesised. For all of these suggestions, the 
scope of research can be broadened by investigating other industries and digital platforms. 
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