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Abstract 
 
Following the shift from firm-centric to consumer-centric paradigm, the role of the consumer has 

changed from passive to active (Prahalad and Ramaswamy, 2004). Researchers and 

practitioners have already wondered about consumer co-creation. In particular, the literature 

regarding value co-creation and brand co-creation is abundant. It is scarce, though, when we refer 

to co-creation on the most recent social media, as Instagram. In fact, Merz et al. (2009) mention 

that co-creation, which arises from online platforms through sharing of human experiences, is an 

under researched topic, though very important in branding (Merz et al., 2009; Venkat 

Ramaswamy, Kerimcan Ozcan, 2015). Moreover, also social media influencers play an essential 

role in the process of co-creation. Throughout this research several co-creation tools will be 

analyzed in detail so as to achieve a greater understanding of the phenomena object of study. 

Furthermore, there is a gap in the branding literature regarding the effectiveness of female 

empowerment messaging, also known as “femvertising” from a marketing perspective (Drake, 

2017). Female empowerment has, in fact, become a very popular theme in advertising. This 

research evaluates the role of Instagram in promoting female empowerment among Millennials 

and Generation Z. As the relationship between co-creation and brand authenticity is under 

researched, this will be a pivotal element in the thesis.  

 

The ultimate goal is to formulate an appropriate answer to the following research question:  

 
How does co-creation with customers and female empowerment on social media lead to an 

increase in brand authenticity? 

 

In order to close the gap in the literature the authors will carry out a qualitative analysis based on 

22 semi-structured interviews. A multiple case study will also help in bringing evidence on the 

theories discussed. The interviews participants belong to a homogenous group, representing 

female students and workers between 18 and 25 years old. The results will bring some theoretical 

as well as managerial implications. The discussion that follows the data analysis will be relevant 

not only to close the gap in the literature and answer to the research question, but also for future 

research. Moreover, the authors acknowledge the fact that the thesis has some limitations and 

these will be evaluated at the end.  
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1. Introduction  
 
This Introduction sheds light on the topics that the authors will discuss further in the paper, 

introducing the main concepts as well as methodologies adopted to conduct the research.  

 

The point of departure of this paper is value co-creation in the context of social media. 

The rise of social media platforms has deeply influenced the way brands engage with 

customers. Brands and marketers understood the importance of actively involving the 

audience in brand definition on social media platforms, as these latter allow to create a 

greater brand awareness (Yan, 2011).  

The interesting aspect is the active role undertaken by the user who becomes an active 

co-creator of the brand, shaping its identity. Researchers and practitioners have already 

wondered why co-creation is relevant in the branding literature and what are its 

managerial implications. The research about value co-creation and brand value co-

creation in the context of online communities is abundant (Prahalad and Ramaswamy, 

2004; Ramaswamy & Ozcan, 2015). There has been a shift from a firm-centric to a 

consumer-centric paradigm, following the change in consumer role from passive to active. 

Scholars discuss as well the pillars of a good co-creation strategy; dialogue, access, risk-

benefits and transparency (Prahalad and Ramaswamy, 2004). Dialogue is definitely the 

most important element, as it binds brands and consumers by creating unique customer 

experiences. Every point of interaction between the firm and the consumer can be a locus 

of co-creation. Moreover, brand value is generated through human experiences on 

“digitalized platforms of engagement” (Ramaswamy & Ozcan, 2015). Interpersonal 

relations and individuals collectively play a role in shaping brands. In this process 

storytelling is essential (Pongsakornrungsilp & Schroeder, 2011). Influencer and social 

media marketing will also be discussed in the Theoretical background following this 

section. Although there is abundant literature regarding co-creation in the context of 

online brand communities, there is scarce research upon Instagram as main social media 

platform nowadays (Kamboja, Sarmahb, Guptac, Dwivedid, 2018).  

Several brands, especially among the fashion industry, are very active on Instagram and 

generate the majority of their profits on this platform (Ramakrishnan, 2019). As it is a quite 
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recent social media network, scholars wrote mainly Facebook and Twitter, rather than 

Instagram (Miller, 2016).  Since recently the importance of Instagram has increased from 

a marketing and branding perspective, this will be the social media network under study 

(Voorvel, 2019). Therefore, the authors will close the gap in the literature by addressing 

the aforementioned issues.  

 

Furthermore, previous research has linked the concept of co-creation to brand 

authenticity, evaluating whether an active participation of the user in co-creating the brand 

could elicit his perception of brand authenticity (Van Dijk et al., 2014). Moreover, brands 

are not independent from the cultural landscape in which they operate as they are 

influenced by cultural forces which shape the society (Heding et al, 2016). The cultural 

perspective that this paper will take into consideration is feminism related to women 

empowerment. Specifically, we will examine the consequences on female users 

regarding co-creation of content from a branding perspective.  

Moreover, this paper will take into consideration fashion brands not only for an intrinsic 

interest of the authors, but also because Instagram is a key platform for fashion brands 

(Ramakrishnan, 2019). Indeed, Instagram offers visual marketing opportunities and has 

introduced a new way of storytelling, particularly suitable for fashion.  

A multiple case study has been deemed to be appropriate for gaining a deeper knowledge 

on the effects of brand value co-creation on social media and female empowerment has 

on brand authenticity. Thus, three different brands have been selected by the authors. 

These are simultaneously active on Instagram, engaging the users while dealing with 

female empowerment issues.  

Finally, in order to achieve a greater understanding of the aforementioned topics, a 

qualitative research will be conducted and data will be gathered through 22 semi-

structured interviews with respondents characterized by a similar age and background.  
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2. Theoretical Background 
 

This chapter aims at considering the theories relevant for the outlined researched topic. 

The theoretical framework relies around the definition of co-creation with a focus on 

branding perspectives and brand authenticity. Moreover, it will also take into account co-

creation in the context of fashion brands, users’ engagement on social media and female 

empowerment. The aim of this part is to gain relevant knowledge which will support the 

answer to the research question and will close the gap in literature.  

 
2.1 Co-Creation 
 
2.1.1 Defining co-creation 
 
Generally, co-creation is defined as a creation of value from the cooperation between the 

firm and its customers. It is a process that makes the consumer feel involved and part of 

the production phase. Christine Crandell (2016) defines co-creation as “the purposeful 

action of partnering with strategic customers, partners or employees to ideate, problem 

solve, improve performance, or create a new product, service or business” (Christine 

Crandell, 2016).  

Matthew S. O’Hern and Aric Rindfleisch (2008) present a framework on consumer co-

creation. In their view, it is a form of new product development in which consumers 

“actively contribute and/or select the content of a new product offering” in two ways; 

contribution of content and selection of new product offerings (O’Hern & Rindfleisch, 

2008). They believe the rise of customer empowerment in the last years has brought to a 

greater importance of the customer role into new product development. These latter used 

to be passive individuals who did not take an activcare role in the design of new products 

(Carpenter, Glazer and Nakamoto, 1994; Simonson 2005). Nowadays, with the changing 

marketing communication tools consumers are engaging with brands on online 

communities with the goal of satisfying their own needs. They play an active role in 

shaping the brand image and at the same time they are “co-creators” of values. The aim 
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of this research is not directed at explaining the consumer role in the new product 

development, but we will drive our attention at investigating on value co-creation.  

 

2.1.2  Value co-creation  
 
In the context of customer co-creation, the authors focus on the insights that consumers 

share with brands on online communities. 

Prahalad & Ramaswamy (2004) describe in a very detailed way value co-creation from a 

consumer perspective. In their customer-centric view, opposed to the so called traditional 

firm-centric view, the scholars believe that managers had to shift their attention from the 

mere product and the essence of the firm to customer experiences (Prahalad and 

Ramaswamy, 2004). Thus, the interactions between the firm and the consumer are 

essential and as a consequence value creation is extrapolated from online communities, 

word of mouth and the exchange of any kind of information between these two parties. 

The establishment and predominance of social networks has facilitated the shift from the 

“firm-centric” to the “consumer-centric” paradigm (Prahalad and Ramaswamy, 2004). This 

links back to the first paragraph, in which we explained how the role of the consumer has 

transmuted from being passive to active. These latter decide which companies they like 

to interact with, they are knowledgeable and make conscious decisions. Therefore, 

companies have learnt how to extrapolate the value residing in the relationships 

established between them. An example of this shift is the auction process that determines 

pricing according to the consumer utility given to a certain object or service (Prahalad and 

Ramaswamy, 2004).  

There is a tendency towards minimizing production costs in order to accomplish 

consumers’ needs. Production and consumption have never been that close and the role 

of consumers and companies has never been that convergent as nowadays. Through 

experiences co-creation occurs and managers can only see the positive sides of it 

(Prahalad and Ramaswamy, 2004). For example, they can speed up the production 

process and save up on labor costs with the supermarket checkouts carried out by 

consumers themselves. What is essential in the process of co-creation is being open to 

have a dialogue with consumers and being fully transparent.  
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The pillars of a good co-creation strategy, according to Prahalad and Ramaswamy 

(2004), are: dialogue, access, risk-benefits and transparency. For instance, without 

dialogue video-game companies would not be able to have a market of active players. 

Moreover, without access to information there would be no opportunity for a fair exchange 

between the two parties (Prahalad and Ramaswamy, 2004). When we talk about risk-

benefits we refer to firms who delegate efforts and risks to their consumers and eventually 

benefit from this. Transparency, as mentioned previously, is a key element to engage with 

informed and empowered consumers (Prahalad and Ramaswamy, 2004). Overall, 

establishing a personalized co-creation experience is what brings an advantage from a 

managerial perspective. For instance, global companies such a as Ebay and Amazon 

who truly made the customer experience unique through dialogue and personalized 

experiences (Prahalad and Ramaswamy, 2004).  

It turns out that each point of interaction between firms and customers could be a locus 

of co-creation. In the further paragraphs, we will deepen the concept of brand 

communities as well as the role of these in the co-creation context.  

 

2.1.3 Brand value co-creation  
 
Several authors discuss the relationship between human interactions and brand value. 

“Human experiences as basis of brand innovation and value creation” was a concept 

present in two papers and introduced by Ind (2003) and Lockwood (2010). Brand value 

is created through human experiences that are shared on brand platforms. In a digital 

world, it is important for brands to reach out consumers on “digitalized platforms of 

engagements” (Ramaswamy & Ozcan, 2015). Brand value has therefore changed its 

roots during the years and has followed the developments in marketing literature. In fact, 

as the market has moved from a mere exchange of goods and services to something 

more complex that includes “co-creational experiences” brand value creation has also 

adapted to these changes (Prahalad & Ramaswamy, 2000, 2004a,2004b). Indeed, 

brands nowadays capture from the new technologies different inputs to create value, with 

a daily communication between consumers and brands. According to Venkat 

Ramaswamy and Kerimcan Ozcan (2015) “consumers’ actions (as participants on a given 
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brand engagement platform) can range from “just posting comments and evaluations at 

one end of a continuum to actually determining the nature and direction of a brand at the 

other end” (Ramaswamy & Ozcan, 2015). The scholars developed a model to explain the 

brand value co-creation, as they believe very little has been written about it and its 

importance from a brand management perspective. They believe that on brand 

engagement platforms are the locus of brand value co-creation, as it is where meaningful 

brand experiences are generated (Ramaswamy & Ozcan, 2015). These platforms 

connect different stakeholders, as brand owners, suppliers, customers, company 

employees and so on. An example of a successful company who highly valued the 

potential of these online tools is Starbucks. MyStarbucksIdea (MSI) is an online platform 

where there is a constant dialogue between the company and its consumers regarding 

issues such as new product launches, feedbacks, questions and answers and so on. 

From a managerial perspective, a great amount of data can be retrieved through this type 

of service. Moreover, establishing a brand-consumer relationship is fundamental for the 

birth of brand experiences (Ramaswamy and Ozcan, 2015). Ultimately, Starbucks 

managed to achieve a great reputation and its brand is highly valued. Its brand value is 

co-created with consumers. On one side, MSI makes consumers feel engaged and free 

to be creative, supporting Starbucks with new ideas (Ramaswamy and Ozcan, 2015). On 

the other side, managers are involved in the value co-creation process and feel part of 

that “cultural fabric” (Kozinets, Hemetsberger & Schau, 2008). Therefore, brands are 

essentially generated by interpersonal relations, are shaped by individuals and 

collectively at the same time (Gambetti, Graffigna & Biraghi, 2012).  

The example of Starbucks sheds light on how to successful implement a branding 

strategy with an online brand community. We will shortly cover the topic of brand 

communities and their implications for co-creation in the brand management literature.  

  

2.1.4 Co-creation in the context of brand communities  
 
Brand communities have recently become the focal point of research in marketing 

studies, as consumers engage frequently and feel a stronger bond with brands on online 

communities such as Instagram and Blogs (McAlexander et al. 2002; Muñiz and O’Guinn 
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2001; Muñiz and Schau 2005). Brand communities are not only beneficial from a 

consumer side, but also from a managerial perspective. In fact, successful companies 

are those that are able to build up great customer relationships, enduring and providing 

a good financial return. It turns out that these online communities are the perfect soil for 

co-creation. Apple Newton is a great example for this, as consumers are actively engaged 

in the exchange of a big amount of information and new product development (Muñiz and 

Schau, 2005).  

Another research on the paradigm shift, which was previously mentioned, emphasizes 

how consumers have become co-creators of value. The two key elements in this process 

are co-production and consumer involvement (Pongsakornrungsilp & Schroeder, 2011). 

In fact, brands integrate in their communication strategy the use of storytelling meant as 

sharing stories with consumers (Pongsakornrungsilp & Schroeder, 2011). Having a 

positive dialogue with the community of consumers means establishing an enriching 

brand - consumer relationship. It also means creating value co-creation.  

As Lawrence and Phillips (2002) said “Value represents not only the functional and 

economic value of goods and services, but also the consumer’s interpretation of 

consumption objects, including products, brands, and services” (Laurence and Phillips, 

2002). Thus, companies shifted their attention from the mere consumption to the symbolic 

meaning of it, trying to figure out the value that consumers assign to the brand, its 

projects, products and experiences (Arnould and Price, 2000).  

On the other side, consumers form co-consuming groups in which they share knowledge, 

information and experiential resources associated to the brand, as mentioned by Siwarit 

Pongsakornrungsilp and Jonathan E. Schroeder in their research (2011). An example 

comes from Liverpool football team. Its fans are shown to bring some “cultural capital” to 

the community, as their full experience with Liverpool is a source of values. Customs, 

myths and traditions of Liverpool are brought to the community and treated as pieces of 

history (Pongsakornrungsilp & Schroeder, 2011). These are the values co-created by the 

Liverpool brand and its community members. The main locus of interaction and where 

co-creation happens is the brand community. According to Siwarit Pongsakornrungsilp 

and Jonathan E. Schroeder (2011), brand communities should be seen as a “workshop”, 

where a learning process between brands and consumers occurs.  
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2.1. 5 Co-creation in a social media context  
 
“The emergence of social media facilitates a range of new means to communicate, 

interact and involve customers “(Nambisan and Baron, 2007).  

 

Social media represent the locus of interaction and emergence of brand communities. 

There are several studies on the phenomenon of brand communities and their rising 

importance from a marketing perspective. One of these talks about branding co-creation 

in the social media landscape (Kamboja, Sarmahb, Guptac & Dwivedid, 2018). It shows 

how brand communities were born with the goal of creating a space for consumers to 

engage with the brand and between each other, thus generating some value co-creation. 

The paper also highlights how the brand-consumer relationship is strengthened thanks to 

the interactions on social media. Brand trust, brand loyalty and branding co-creation are 

the positive results of this phenomenon (Kamboja, Sarmahb, Guptac & Dwivedid, 2018). 

Their research brings evidence of the link between brand communities and value co-

creation. The Stimulus-Organism-Response (S-O-R) model explains how the online 

participation by consumers is bringing to a relation between brand and consumers. First, 

the stimulus is the reason leading the user to interact on social media. There are several 

factors (“stimuli”) that the paper mentions, as the need to build relationships, to look for 

information, to follow a brand they like or simply for leisure (Kamboja, Sarmahb, Guptac, 

Dwivedid,2018).  

 

With organism it refers to the way consumers interpret, with their cognition and feelings, 

the SNSs (social network site) communities. The response, on the other side, is the 

outcome in terms of consumers´ attachment towards the brand (Kamboja, Sarmahb, 

Guptac & Dwivedid, 2018). This latter will be the result of the brand-consumer connection 

developed on brand communities.  



   
 

 12 

We argue that this model properly connects two macro topics, fundamental in our 

research, co-creation and social media networks. The bridge between these two is the 

brand community. We will further investigate on the concept of brand loyalty as the 

outcome of a strong connection built up through SNSs communities. Our focus in on 

SNSs brand communities rather than online brand communities. Though they seem very 

similar, there are some characteristics that distinguish social media brand communities 

from online brand communities. For example, social media have storytelling as a very 

appealing feature, which allows brands to be closer to consumers. Chae and Ko (2016) 

believe that social media provide the tools for consumer participation and co-creation. 

“The regular advancement of SNSs has facilitated brands to communicate information 

publicly using social media tools to ensure more participation from customers. An 

individual makes their purchases online and can share information anywhere at any time 

using “high-tech” smartphone devices, thus, all these have made customer participation 

more natural and convenient” (Chae, Ko, & Han, 2015).  

 

Vargo and Lusch (2006) discussed the role of the consumer in the context of social media. 

They perceive it to be “co-creator of value”, as the customer helps the brand in shaping 

its brand meaning and co-creates brand experiences (Brodie, 2009). Social media 

connect people and create dialogue, exchange of opinions and ultimately learning 

opportunities (Vargo and Lusch, 2006). Brands have the opportunity to learn directly on 

social media what their customers or potential customers think about their products and 

services and how they experience the brand. Brand reputation is shaped on SNSs, with 

the content published online as a medium for it. Information gathered online is publicly 

available and influences the brand perception (Vargo and Lusch, 2006). Companies are 

becoming more aware of both the potential of brand communities as locus of value co-

creation, but at the same time they consider the downsides of the high power residing in 

consumers. As these latter are so knowledgeable and can get information so easily on 

the Web, it is important to research on user-generated content and its great value 

(Lakhani and Wolf, 2005).  

Companies can get insights on consumers´ preferences and opinions on certain products 

and some ideas come actually from very experienced and well-educated consumers 
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(Adebanjo and Michaelides, 2010). For example, P&G elaborated a great branding 

strategy on its online forum, managing to engage with customers and have a better view 

on feminine hygiene to ultimately market its products (Ramaswamy, 2009).  

It is shown that online brand communities foster the process of value co-creation and 

generate brand loyalty and word of mouth (Armstrong and Hagel, 1996). And social media 

made this phenomenon even more widespread and important from a branding 

perspective. Companies have to be fast at adapting to the changing technologies and 

understand the current social media trends. In fact, “Companies may innovate with 

customers via organising co-creative activities in a brand community, and collaborate 

different types of users so as to have new ideas and content related to innovation” 

(Kamboja, Sarmahb, Guptac and Dwivedi, 2018).  

 

User-generated content is a great source of co-creation and values. As Chordes (2009) 

mentions in his research, “the continuous use of social media platforms has changed the 

branding process online due to information sharing on a fast basis” (Chordes, 2009). 

Social media are the locus of two types of co-creation: value co-creation and branding 

co-creation. There is a subtle line between the two; we refer to branding co-creation when 

customer involvement on SNSs is able to shape the brand, while value co-creation is the 

result of a cooperation between consumers and brand, in a participatory context  (Merz 

et al., 2009). It is relevant to discuss both types of co-creation, as both influence the brand 

and give the consumer the power to co-create the brand together with the firm. 

“Organisations no longer unilaterally define and control the brand, rather that the brand 

is co-created by customers” (Kamboja, Sarmahb, Guptac & Dwivedi, 2018).  

Overall, our analysis focuses on how brands can benefit from consumer co-creation on 

social media. Showing how some brands are very successful on platforms such as 

Instagram is our ultimate goal. Moreover, we will describe several tools that drive brand 

value co-creation and we will evaluate them with semi-structured interviews.  
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2.2 Social Media 
 
2.2.1 Social media networks: overview of the different platforms  
 
As we have emphasized previously, online communities represent an essential locus of 

co-creation. That is why we will deepen the importance of social media in the context of 

branding.  

Firstly, we will briefly define social media through a quotation from How the World 

changed social media (2016): “When the study of the 

internet began people commonly talked about two worlds: the virtual 

and the real. By now it is very evident that there is no such distinction – 

the online is just as real as the offline. Social media has already become 

such an integral part of everyday life that it makes no sense to see it as 

separate. In the same way no one today would regard a telephone conversation 

as taking place in a separate world from ‘real life’. It has also 

become apparent that research on social media is no longer the particular 

purview of either media or of communication. Our research provides 

considerable evidence that social media should be regarded rather as 

a place where many of us spend part of our lives. As a result the study 

of social media is as much one of sociality as of communication”  

(Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 

2016).  

 

Once social media used to be called “virtual communities”, as they are a mirror of a real 

community of people interacting online (Papacharissi 2009; Baym 2010: 72–91). Tim 

Jordan believes people feel the need to share content that at best fits their personality. 

The scholar perceives social networks as a tool to be connected, while having some level 

of privacy at the same time (Jordan, 2015). Rainie and Wellman talk about the so called 

“networked individualism”, as they associate social media networks to the idea of an 

“individual freedom” that is hard to maintain in the context of sociality (Rainie and 
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Wellman, 2012). Social media are then seen as a locus of network, where social 

interaction takes place (Rainie and Wellman, 2012).  

The authors will deepen the concept of social media and how it changed over the years 

in this paragraph. When the communication was based either on newspapers, radio or 

television there was no control over the audience (Miller, Costa, Haynes, McDonald, 

Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 2016). Later on, with new 

technologies and the development of social networking sites individuals had access to 

both private and public communication. In fact, they could be part of forums, groups chat 

or Blogs and be in touch with close friends and at the same time be updated with news 

(Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 

2016).  

New platforms were developed to replace the most outdated ones, in a continuous 

process. Some are very popular in a particular period and then follow a period of decline, 

which actually coincides with the rise of new networks (Miller, Costa, Haynes, McDonald, 

Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 2016). What is relevant to us is the 

potential for sociality, proper of social media. In social science studies this phenomenon 

is defined as “scalable sociality”, as social media has bridged the gap between private 

and public communication by enabling users to interact on a wider scale, from a smallest 

group to a largest group (Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, 

Venkatraman and Wang, 2016). Each platform has a different format and features that 

make the content published so diverse across all these social networks.  

 

For example, Twitter limited the message that users can share to 140 words, making it a 

unique platform. Daniel Miller believes that it is limiting to focus on one social media 

platform exclusively, as its value is better understood when compared to and combined 

with other platforms (Miller, 2016). In fact, his study on a sample of high school students 

in England brings evidence on the fact that the choice of which platform to use depends 

on the context (Miller, 2016). The most popular social networking sites, according to his 

research, are Facebook, Snapchat, Twitter, Instagram and Whatsapp (Miller, 2016). 

These have a different presence; Instagram is the most public oriented as their users can 

share content with anyone, Facebook is group - oriented, but at the same time companies 
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can reach out their target audience and understand their following base, Twitter allows 

the content to be seen only by people who are following the user who publishes it, 

Whatsapp works well for closed groups, while Snapchat´s use is limited to a few trusted 

friends (Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, Venkatraman and 

Wang, 2016).  

Social media users can choose within the same platform whether they want to engage 

with a small or large group, as each site gives the freedom to have a private profile, though 

having unique properties.  

Another important consideration lies in the connection between platforms, despite their 

differences (Miller, 2016). All of them have something in common: they are all based on 

equality between their members and authenticity. We will emphasize this latter concept 

in the following section, as we will discuss the branding strategy in the context of social 

media. How the World changed social media (2016) highlights how different age groups 

perceive social media usage in a distinct way. For example, Twitter is considered among 

adults as a source of information, while high school students conceive it as a gossip 

website. Generally, the approach to each social network is dependent upon the age group 

as well as the cultural origin of its users (Miller, Costa, Haynes, McDonald, Nicolescu, 

Sinanan, Spyer, Venkatraman and Wang, 2016). Our groups of interest are the 

Millennials and Generation Z.  

 

We will further argue why we chose to focus on these target groups and we will define 

them in the following section. The theoretical framework we are building up will be useful 

to better understand the analysis and the related interviews, addressing specifically the 

Millennials and Generation Z. The link between these latter and social media networks is 

straightforward; these generations are digital natives and consume social media on a 

daily basis. Several Internet Studies discuss how fast technology is evolving and how 

different generations approach the use of Internet in a unique way (Miller, Costa, Haynes, 

McDonald, Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 2016). Academic 

studies of social media (2016) refers to social media as the “latest popular use of the 

internet”, because in many researches internet and social media are treated as synonyms 

(Miller, Costa, Haynes, McDonald, Nicolescu, Sinanan, Spyer, Venkatraman and Wang, 
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2016). Social media are also part of communication studies, as they are part of our 

everyday life. They are also a very extensive topic in brand management, as we will 

further evaluate in the following section.  

 

2.2.2 Building a branding strategy on social media  
 
Jack Yan (2011) describes what organizations need to consider when building their 

brands on social media. Brands can talk directly to an audience on social networks and 

Blogs also represent a way to convey the brand philosophy. Facebook has grown its 

potential during the years, moving from being a platform built exclusively to connect 

college students to a commercial and advertising tool for companies. It allows brands to 

engage directly with their supporters. From his analysis on social media networks, Twitter 

is very popular among celebrities and politicians, who make their fans feel closer to them, 

while Facebook has a very large user base and works well for company pages and fan 

communities (Yan, 2011). The main downside of both websites is the fact that their 

interface characteristics (i.e. their look and feed) cannot be changed and adapted to the 

brand visual appearance. Thus, brands need to create an online nexus with the audience 

in order to promote the brand and at the same time to establish a dialogue (Yan, 2011). 

In order to establish an enduring online relationship, brands need to be real and disclose 

only the truth. Everything that goes online tells something about the brand personality. 

Thus, if the information shared is not sincere, the connection between the brand and the 

consumer will not be genuine and can fail at any time. The stories published on social 

media networks are a reflection of the brand and thus need to be real. Storytelling is a 

way to represent the brand essence and makes the audience engaged. This connection 

is so important because it has the power to “increase the audience´s identification with 

the brand” (Yan, 2011).  

 

When creating a branding strategy companies should therefore align the brand vision with 

the marketing and communications departments (Yan, 2011). A good strategy should 

include transparency, a clear understanding of the audience it is targeting to, think 

carefully about the proprietary brand assets and define how to evaluate success on social 
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media (Aaker, 1991). To be outstanding and differentiate themselves from other brands, 

companies should be completely honest and sincere. In fact, the most successful 

companies managed to build up an important connection with their consumers throughout 

a variety of social media networks. Among these, Nike has such a strong reputation 

because of its brand communities on Facebook and Instagram (Cole, 2018). On 

Facebook it has different pages for each product categories, divided by men and women, 

and the content published on these is mostly related to the most popular ad campaigns. 

These posts receive many comments and likes, thus getting a high level of attention. 

Many customers also see Facebook as a customer service tool that provides for any 

replies to their questions publicly (Cole, 2018).  

On Instagram, on the other hand, Nike employs a different strategy, posting with a higher 

frequency than on Facebook. The Instagram account has currently 102 million followers, 

making Nike the most popular brand on the platform (Ramakrishnan, 2019). Content wise, 

Instagram shows great sports personalities as well as artists and other celebrities with a 

high quality of pictures and videos. All the great campaigns featuring Nike famous 

testimonials generate outstanding results and increase in the number of followers. 

Another key element for success is consistency, meaning posting with a constant 

frequency and a content that is in line with the brand vision (Ramakrishnan, 2019). In fact, 

Nike makes clear choices in terms of the message widespread, being the same across 

all media and portrayed with outstanding testimonials. Any changes in the overall 

company strategy are reflected on social media platforms. For example, the current focus 

on Nike running over other sports has been made clear through Instagram posts (Cole, 

2018). Nike does not engage only with well-known personalities, but also with user 

endorsement.  

Furthermore, research highlights that showing also common people helps improving the 

brand reputation (Kumar et al., 2010). At the same time celebrity endorsement brings 

some benefits, as higher brand awareness and loyalty (Miller and Laczniak, 2011). 

Brands get several advantages from the interactions and word of mouth that celebrities 

generate around their products. Moreover, brands are highly relevant to consumers and 

consumers feel emotionally connected to brands thanks to the power of social media 

(Rappaport, 2007).  
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2.2.3 Focus on Instagram 
 
Among the social media networks, we just analyzed, we decided to further carry on 

research on Instagram, as we believe it the most effective platform for marketing and 

branding purposes. The co-creation view has challenged the traditional way firms 

perceive and interact with their customers. Therefore, new marketing communications 

tools have been adopted and one of them is actually Instagram. As it is a very visual 

social network, based on pictures and videos content, it is great to market products. In 

fact, 60 % of the top global brands include Instagram in their marketing strategy and use 

it to grow their consumers base (Ramakrishnan, 2019). Andrea Pilotti (2020) shows that 

Instagram gives 25% higher visibility than any other social media platform. According to 

his study, it is important to keep the customers as much engaged as possible, by posting 

appealing content with powerful hashtags, stunning filters and so on (Pilotti, 2020). An 

interesting Instagram feature brands can employ is posting pictures of customers wearing 

the brand’s products, in order to increase the connection between the brand and the 

consumer (Andrea Pilotti, 2020). 

 

Having a closer look at which industries are the most active on Instagram, we note that 

fashion is the leader. Following it we find athleisure, cosmetics and the car industry  

(Zulkifli Abd. Latiffa, Nur Ayuni Safira Safiee, 2015). As we mentioned previously, Nike 

still remains the most popular brand among consumers for the above-mentioned reasons. 

We will investigate how smaller companies managed to set up their business as well as 

a great branding strategy on Instagram. In fact, Zulkifli Abd. Latiffa and Nur Ayuni Safira 

Safiee (2015) show that companies born on Instagram managed to make equivalent sales 

to more traditional e-commerce businesses.  

First of all, Instagram has been having a great success since its birth in 2010. The huge 

growth in terms of users is not comparable to other social media. We have emphasized 

in the previous sections the importance of brand communities in shaping a brand and 

creating values. Each company has to think about how to communicate to its audience 

and the best mediums to do it. In this case, Instagram has some unique features that 
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allow a brand to position itself with a concise and powerful message (Zulkifli Abd. Latiffa 

and Nur Ayuni Safira Safiee, 2015).  

Communicating the right message in fundamental, as it impacts how brands are 

recognized and how consumers perceive the brand. What comes up in consumers´ minds 

when they think about the brand is exactly the process of brand positioning.  

Secondly, each brand has its own identity that is conveyed through the use of social 

media networks, traditional advertising and word of mouth. This concept is very similar to 

brand image, as these terms are connected. Brand identity has also an extended brand 

identity that includes brand personality and symbols (Zulkifli Abd. Latiffa and Nur Ayuni 

Safira Safiee, 2015). That is why it is important to give a correct representation of the 

brand across all the different social media platforms. Giving a distorted view might ruin 

the brand reputation, as consumers would be confused. In the context of brand 

communities, consumers share their experiences and influence each other regarding 

purchasing decisions. The information circulating on Instagram is thus fundamental. 

Companies should always control their online presence and try to engage as much as 

possible with the digital audience (Zulkifli Abd. Latiffa and Nur Ayuni Safira Safiee, 2015).  

As Zulkifli Abd. Latiffa and Nur Ayuni Safira Safiee (2015) mention in their paper “Recent 

research shows that marketing budgets directed towards social media are constantly 

growing, suggesting that brands are increasingly interested in establishing their presence 

on social media” (Zulkifli Abd. Latiffa, Nur Ayuni Safira Safiee, 2015).  

Companies are redistributing their marketing costs from traditional advertising towards 

social media campaigns, as these are more effective in terms of leads reached out as 

well as they have lower costs, compared to TV ads, banners and email marketing. Among 

the different social media, each company should figure out what are the ones that best fit 

its goals (Zulkifli Abd. Latiffa and Nur Ayuni Safira Safiee, 2015). For example, fashion 

influencers found Instagram to be the place to be, while politicians prefer Twitter. The 

messages they are trying to convey are completely different: on one side Instagram fits a 

visually appealing content, while Twitter is great for a short and concise statement.  

 

As our topic of interest is fashion brands, our discussion is focused on Instagram. 

Furthermore, Instagram offers unique features, compared to other social media networks, 
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as Instagram filters, popularity, right audience and online word of mouth (Zulkifli Abd. 

Latiffa and Nur Ayuni Safira Safiee, 2015). Instagram filters help brands to better show 

their products, emphasizing the brightness and colours in a professional way. Brands 

benefit from these “Instagrammers” who have become very popular on Instagram and 

can promote their products and services, reaching out millions of customers and potential 

customers (Zulkifli Abd. Latiffa and Nur Ayuni Safira Safiee, 2015).  

We will cover the topic of Instagram influencers shortly. Another important issue is getting 

to know the right audience. Brands need to identify the consumers they are trying to 

address and at the same time the influencers who are also talking to this specific target 

audience (Latiffa and Safiee, 2015). Furthermore, Instagram is shown to be a great 

platform for its sharing feature. As users interact by sharing any type of content, by liking 

and commenting other people’s posts, buzz is generated around popular brands. Thus, 

online word of mouth typical of brand communities as Instagram helps in boosting sales 

(Mohr, 2013).  

Research reports that Instagram is one of the best platforms for advertisement, as it has 

an higher engagement with brands, compared to the other social media as Facebook and 

Twitter (Mittala, Kaula, Guptaa & Arora, 2017). It is true, in fact, that Instagram has 

definitely an advantage over its competitors for some of its unique features. Overall, these 

elements explain why Instagram is chosen by the majority of global brands and is popular 

especially among the fashion industry. 

 

2.2.4 The role of influencers in branding communication 
 
We mentioned previously the terms “Instagrammers” and “Influencers”. The first is a more 

specific version of the second one, as Instagrammers operate uniquely on Instagram, 

while influencers might also use other platforms at the same time 

(InfluencerMarketingHub, 2020). Specifically, we will refer most of the times to 

influencers, as an Instagrammer is also a simple Instagram user that does not enter into 

any paid partnership with a brand (Linaschke, 2011). Influencers collaborate with brands 

for marketing purposes. Their name derives from the fact that they have the power to 
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influence consumers’ purchasing decisions (Cambridge Business English Dictionary, 

2020).  

Moreover, they establish a social relationship with a specific target audience in a niche 

market in which they have some knowledge (InfluencerMarketingHub, 2020). Thus, 

brands should collaborate with those influencers who are expert in their field and target 

the same audience that buys their products (InfluencerMarketingHub, 2020).  

Ebru Uzunoglu and Sema Misci Kip (2014) discuss the role of influencers in branding 

(Uzunoglu & Kip, 2014). They talk about the “two-step theory”, as this explains how 

influencers share information on social media. In this process, mass media does not 

interact directly with the influencers’ social network, as influencers interpret the 

information and then communicates it to their public (Uzunoglu and Kip, 2014). Thus, 

influencers act as “opinion leaders”, influencing also brands’ reputation. In fact, they 

constantly show their personal experience with the brand in a genuine way. Through 

Instagram, influencers establish a relationship based on authenticity with their audience 

and the brands they collaborate with (Uzunoglu & Kip, 2014). We will subsequently 

deepen the concept of authenticity in branding literature.  

 

Brands can gain several benefits from their cooperation with influencers. As a starting 

point, the brand gets tagged in each post and Instagram story published, thus generating 

brand awareness in the first place (Phillips, 2020). The more tags and links the brand 

gets, the more followers it will acquire on its own Instagram account. Influencers use 

several methods to promote the brand, as showing the products, giving discounts for 

specific items or for a determined period of time, asking the opinion to their followers with 

a poll or making a short guide on how to use some products and how to combine pieces 

of clothing (Phillips, 2020). Secondly, referring to the two-step flow communication theory, 

influencers have reached a social status that makes them able to communicate their 

opinion on several issues in a fast and effective way (Uzunoglu & Kip, 2014). In fact, they 

have an influential role as they are opinion leaders (Katz and Lazarsfeld, 1955 and 

Weimann, 1994). Since they filter mass media and communicate to a smaller audience 

with an interpersonal communication, they have definitely a great power (Weimann, 

1994). Brands should therefore acknowledge this influence and embrace it. The third 
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benefit they get derives from the personal characteristics that each influencer has 

(Uzunoglu and Kip, 2014). Some are experienced in a specific product category, while 

others are very good at involving people, some are very innovative and others have a 

great explanatory style (Lyons and Henderson, 2005, p.319).  

 

Moreover, influencers need to be constantly updated and are always early adopters with 

regards to technological developments. This is contributing to new products’ launches 

and therefore makes influencers a key part of marketing strategies and ultimately, they 

are drivers of sales (Uzunoglu & Kip, 2014). They establish a relationship with an 

audience, which can be of any dimension, and entertain in various ways, as with product 

testings, videos and so on. The benefit that brands derive from this close connection that 

influencers have with their followers is mainly the fact that the message is seen as more 

trusted compared to a corporate message (Wu and Wang, 2011). In fact, Rappaport 

(2007) believes that the two most important aspects of this researched topic are “the high 

relevance of brands to consumers, and the development of an emotional connection 

between consumers and brands” (Uzunoglu & Kip, 2014, Rappaport, 2007, p. 138). The 

last fundamental element is co-creation. Brands leverage influencers’ engagement, in 

particular on Instagram, because it enhances co-creation and has a huge impact on the 

overall brand (Uzunoglu & Kip, 2014). Vargo and Lusch (2004) associate the concept of 

co-creation to consumer engagement. In fact, the more consumers are interested in the 

content influencers publish the more they are attached to the brand (Vargo and Lusch, 

2004). We will cover more in depth later on the brand attributes connected to the 

consumer - brand relationship.  

 

An example of a successful company who has a great influencer marketing strategy is 

Revolve. With 2.4 million followers on its official Instagram account, Revolve employs 

uniquely influencers instead of models to promote its clothing lines (Cheng, 2018). Their 

success is due to a high attention to data, which portrays fashion trends. Knowing in a 

fast and efficient way what consumers are willing to buy and forecasting what they will 

purchase is what makes Revolve an extremely profitable business (Cheng, 2018). 

Moreover, the company engages with different kinds of influencers, ranging from those 
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with millions of followers as Kendall Jenner to knowledgeable consumers with a high 

engagement rate (Cheng, 2018, White, 2019). These influencers target the Millennials 

and Generation Z, those consumers who self-portray in the influencers’ lifestyle they see 

on Instagram (White, 2019). Overall, Revolve influencer marketing strategy is estimated 

to generate between $650 and $700 million revenues on a yearly basis (Cheng, 2018).  

This example sheds light on the importance of influencer marketing as well as the role of 

communication over social media and Instagram in particular. The fact that an e-

commerce-based company like Revolve directs its attention to two generations such as 

Millennials and Gen Z is an indicator of the economic value of this consumer segment 

(Cheng, 2018). We will touch on this topic in the following section.  

 
 
2.2.5 Millennials and Generation Z 
 
Most influencers on Instagram have as a target audience two generations: Millennials 

and Generation Z. They reach out them specifically because they represent the majority 

of Instagram users. In fact, globally 65% of the Instagram active users are aged 34 or 

younger (J. Clement, 2020). Teenagers in particular, belonging to Generation Z, are very 

active users and generate a high return for brands. For example, they are estimated to 

bring in the US economy about $ 44 billions. They are definitely an important audience 

that brands should take into account (Beall, 2017). Especially for our topic of research, 

we target those generations, as they are born social. They grew up with social media and 

digital transformation (J.Clement, 2020). The brands that we present as case study are 

created by young women who talk to these two generations. Therefore, the authors feel 

the need to define them in the first place.  

 

The Millennials are those people born between 1981 and 1996. Generation Z follows it 

with starting year 1997 (Strauss & Howe, 2000). Neil Howe and William Strauss, two 

historians, coined the term Millennials in 1991 (Sharf, 2015). They believe that one 

generation shares some common features with their preceding generation, as people 

born in the 90s have similar traits with people born in the new Millenium (Sharf, 2015). 

We believe that what binds together these two generations is the high influence of Internet 
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in their lives. In fact, as we have emphasized previously, the majority of Instagram users 

are among the age range 18-34 (Clement, 2020). Of course, there are differences in terms 

of preferred social media and the perception of these. For example, Millennials like to 

communicate with their co-workers via text only, while older generations do not (Eden 

King, Lisa Finkelstein, Courtney Thomas, Abby Corrington, 2019). Michael Serazio 

defines Millennials as “digital natives”, because of their need to be always on the Web 

(Serazio, 2013). “Hyperconnected and empowered through technology” is another 

interesting definition that further clarifies this generation (Goodstein, 2007).  

 

With regards to the Generation Z, the Economist defines it as stressed, depressed, more 

educated than the previous generations and more dependent from social media (The 

Economist, 2019). They feel the need to have a virtual space to express themselves and 

interact with their peers (Serazio, 2013). The production of user generated content has 

increased over the years as well as consumption of content (Macdonald, 2019). At the 

same time, there has been a rise in authenticity over the Web. Consumers are more 

attracted to those brands who appear authentic and that are able to create a personalized 

experience with the consumer (Macdonald, 2019). It turns out that companies need to 

adapt their content marketing strategy according to changing consumer trends online. If 

the majority of users require more authenticity from brands then managers need to adapt 

to the change (Macdonald, 2019). We will cover in depth the topic of authenticity as a 

fundamental brand attribute shortly.  

“By designing branded online spaces and flows for expression and interaction, and 

effectively monetizing the social Web, the mentality and output of the advertising industry 

is being transformed” (Serazio, 2013). This change is attributable to the fast shifts in terms 

of content that appears online and that people generally consume (Serazio, 2013). 

Therefore, brands need to take into account the latest developments and rise in 

importance of user-generated content and a higher need for interaction with users 

(Macdonald, 2019, Serazio, 2013). The fact that a great share of social media users is 

represented by Millennials and Generation Z is also essential in the creation of content 

that addresses their needs, as ultimately these two generations are capable of generating 

high profits for companies (Beall, 2017).  

https://hbr.org/search?term=eden%20king
https://hbr.org/search?term=eden%20king
https://hbr.org/search?term=lisa%20finkelstein
https://hbr.org/search?term=courtney%20thomas
https://hbr.org/search?term=abby%20corrington
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2.2.6 Focus on the fashion industry  
 
In the theoretical background we are setting the basis for the analysis section. It turns out 

that there is a strong connection between social media and the fashion industry 

(Thefashionetwork, 2019). For this reason, we feel the need to further analyse this 

industry and its relation with co-creation in the context of social media networks.  

Marketers have changed their main tools to communicate with customers and potential 

customers and have integrated social media in their main communication channels. 

Social media marketing has definitely a huge impact on brands, as they can improve their 

market shares figures thanks to it (Saravanakumar, Lakshmi, 2012).  

Due to the highly importance of images for fashion brands, social media end up being 

great means for a branding strategy. In fact, they are designed to show plenty of visual 

content, as upcoming products, behind the scenes looks, lifestyle content and photos and 

videos on a variety of communication issues (Thefashionetwork, 2019). There are several 

benefits of social media that fashion companies should take into account. We took as an 

example a case on Mercedes Benz fashion week in New York city. It shows the 

relationship between fashion week and social media (Mohr, 2013). Gucci launched a new 

sunglasses campaign through a website, Twitter and Facebook (Kim and Ko, 2012). The 

goal was to target a new digital generation. The results were:  a greater connection with 

customers, a larger audience was reached and word of mouth was generated (Mohr, 

2013).  

Social media allow for viral marketing too. Virality of Web content is great for fashion 

companies because they can raise brand awareness (Thefashionetwork, 2019). On the 

other side, interpersonal communication with consumers is achieved thanks to word of 

mouth generated online (Mohr, 2013).   

Fashion companies can gather data from social media and understand customer needs 

in time (Thefashionetwork, 2019). They can thus plan ahead the new collections and 

exploit the visual characteristic of online platforms, such as Instagram. Another important 

element in this discussion is the rise of agencies devoted to bloggers and influencers 

(Mohr, 2013). These latter are in a close relationship with the fashion industry because 
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they have a great voice on the Web. Citing again the New York fashion week example, 

several marketing agencies have a great influence on it (Mohr, 2013). In fact, influencers 

are shown to be trendsetters, as they are able to connect with a wide audience and 

influence their purchases (Mohr, 2013). For these reasons, we argue that influencer 

marketing is an important topic in our thesis. In fact, it is not only essential for fashion 

brands, but for brand value co-creation as well.  

 

 

2.3 Theoretical framework  
    
       2.3.1 Branding 
 
Since the ultimate goal of this research is to shed light on the effect of brand co-creation 

on brand authenticity, it is deemed important to dedicate a section of the Literature Review 

to some relevant brand management aspects. 

First of all, branding can be explained as the totality of functional and emotional 

characteristics, tangible and intangible, that a customer associates to a product or to a 

service (de Chernatony and McDonald, 1998).  

In addition, Kotler et al. (2009) affirm that nowadays individuals do not consume anymore 

to satisfy their functional need exclusively, but consumption has turned more and more 

meaning-based. Indeed, as expressed by Kozinets, “brands are identities” (Kozinets, 

2016:441). Brands are no longer promises of quality and reliability, they are states of 

being upon which individuals place themselves (Kozinets, 2016). Thus, brands gain a 

symbolic meaning which is also a resource for building and maintaining an individual’s 

identity. Through the consumption of brands consumers shape their own identity.  

The following paragraphs will focus indeed on the definition of brand identity, brand image 

as well as the new practices of branding: self-branding and cultural branding. Moreover, 

the last section will shed light on an important brand attribute for the aim of this research, 

which is brand authenticity and is deeply interrelated to brand identity. 
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2.3.2 Cultural Branding 
 
Cultural Branding perspective is a relevant topic for the scope of this thesis as it focuses 

on the interrelation between societal culture and brands. In this context, marketers use 

cultural forces to build strong brands and at the same time brands shape the culture of 

the time (Heding et al, 2016). Indeed, brands are described by Holt as “ a cultural artifact 

moving through history” (Holt, 2004). 

In particular, as stated by Heding et al. (2016), the brand assumes the role of storyteller 

enriched by a cultural meaning and is used in the collective identity projects of consumers. 

Therefore, brand value is created through an active role in the mainstream culture of 

consumers. This approach of Cultural Branding is particularly relevant because it sheds 

light on the effects brands have on culture and viceversa what culture can do to brands. 

Another important aspect, stressed out by Heding et al. (2016), is the idea of the marketer 

who deliberately endows the brand with cultural meanings and uses it to play an active 

part in consumer culture. In line with this, Holt (2010) argues that brands should be seen 

as “cultural entities” able to communicate relevant stories instead of “traditional 

commercial communication”.  In this sense, the brand assumes a rich meaning which 

goes beyond its representing and advertising function. 

 

Furthermore, Grant McCracken (1986) has investigated cultural perspective on 

consumption. According to the scholar, cultural consumption is not exclusively 

consumption of cultural objects. Indeed, all goods are also able to bear and convey a 

cultural meaning aside from their utilitarian aspect. In this cultural approach consumer 

goods are hence circulators of meanings recognizable by the enculturated consumer 

(Heding et al, 2016). Therefore, the consumer determines the meaning by undertaking 

his consumption decisions. As a consequence, the consumer chooses according to his 

lifestyle and societal needs which products are the most suitable.  

 Moreover, as stated by Holt (2004), by addressing influential cultural issues, the brand 

is able to create powerful stories. So powerful that make the brand iconic. Heding et al. 

(2016:234) describe a brand icon as “an identity brand approaching the identity value of 

a cultural icon”.  A cultural icon is described as “a person or thing regarded as symbols, 
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especially of a culture or of a movement considered worthy of admiration or respect” (Holt, 

2004).  

 

To summarize, the cultural branding model addresses consumption objects as cultural 

artefacts embedded by a cultural essence which reflect the world of the consumers’ 

society. In this sense, brands are considered as cultural assets and can be related to 

social movements, because they have the power to carry a meaning. This model can be 

applied into the framework of this paper, as our goal is to investigate the effect of 

consumer co-creation on brand authenticity in the context of female empowerment. 

Female empowerment, as we will describe further, plays an important role in the definition 

of brands chosen as study case in this paper.  

 
2.3.3 Self-concept 
 
The following paragraph will focus on an innovative approach to branding called self-

branding. In order to introduce this topic, it is necessary to define first the notion of self-

concept. 

As argued by Murdough (2009), social media represent an increasingly important medium 

for brands to communicate with attractive audience segments. Social media bring 

together communities that once were geographically isolated, contributing to an increase 

in the pace and intensity of collaborations (Holt, 2016).  In addition, another important 

aspect is the interpersonal aspect when engaging in those platforms. It turns out that 

consumers strategically choose those brands to construct a positive self-image (Schau 

and Gilly, 2003). 

 

According to Jamal and Goode (2001), self-concept is a “cognitive structure which is in 

many ways associated with strong feelings or behaviors” (Jamal, Goode, 2001). 

Individuals have a tendency to buy those brands whose personalities closely correspond 

to individuals’ own self-image (Schiffman and Kanuk, 2000). In this sense, individuals 

express themselves by embracing those brands whose personalities are coherent with 

their own personalities (Aaker, 1999; Kassarijan, 1971; Sirgy, 1982). Moreover, the 
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purchase of and use of those branded products contribute to the definition and 

maintenance of their self-concept (Zinkham and Hong, 1991).   

As expressed by Malar et al. (2011), brands are continuously looking for new ways of 

creating a strong emotional brand connection with customers. Park et al (2010) 

demonstrate that those connections could increase the level of consumers’ loyalty. The 

concept of actual self is playing an important role for customers who are looking for reality 

and authenticity in marketing messages, and managers seem to privilege an authentic 

approach to branding (Malar, 2011). Therefore, to create an emotional attachment to the 

brand, self-congruence should play an especially prominent role (Malar, 2011).  

 

Aaker (1999) defines self-congruence as the fit between the consumer’s self and brand 

personality and image. But the self-concept is also defined by the ideal self, which can be 

considered as what a person would like to be or aspire to become (Lazzari, Fioravanti 

and Gough 1978; Wylie, 1979). Self-congruence can be achieved by the consumer by 

engaging with a brand characterized with a personality similar to either the actual or ideal 

self (Malar, 2011). As expressed by Aaker (1999), actual self-congruence reflects the 

consumer’ perception of fit between the actual self and brand’s personality, whereas ideal 

self-congruence is the perceived fit of brand personality with consumer's ideal self. In this 

context, an actual self-congruent brand indicates who the consumer really is, whereas an 

ideal self-congruent brand reflects who the consumer aspires to become.  

 

Park et al. (2010) argue that brand attachment depends on how customers perceive the 

brand as part of themselves and mirror who they are. In this sense, the more the brand 

reflects the consumer self, the greater the consumer feeling of personal connection with 

the brand is and the stronger the brand attachment becomes (Malar et al. 2011). So as 

discussed by Malar (2011), self-congruence can actually increase emotional brand 

attachment. However, brands with actual-self congruence generate higher levels of 

emotional brands attachment. As discovered by the scholars, consumers are more likely 

to feel bonded to brands that validate who they are in the moment, more than brands that 

promote the achievement of an ideal self. This concept is particularly relevant for the 

scope of the research because it could be linked to the concept of authenticity. 
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Authenticity - at a personal level - is achieved when an individual acts in ways that reflect 

the real self (Harter, 2002).  

 

This is the reason why an “authentic approach to branding” (Malar, 2011) could be a 

successful business practice to be adopted by brands. And also this clear the way to take 

into consideration authenticity as a powerful brand attribute, especially when it comes to 

self-branding. In the next section we will first define the concept of self-branding and 

further on we will analyze brand authenticity as an important brand attribute.  

 
2.3.4 Self-branding 
 
Tom Peter was the first scholar to have used the term “Self-branding” in his article “The 

Brand Called you” published in 1997. He declared that with Self-branding every individual 

has the ability to be its own brand and marketer (Tom Peter, 1997).   

In recent academic research, the notion of self-branding is related to those individuals 

developing a distinctive public image for commercial gain and cultural capital by the 

development of a unique public image for commercial purpose (Khamis, Ang, Welling; 

2017). Furthermore, those individuals benefit from having a unique selling point, or a 

public identity that is singularly charismatic and responsive to the needs and interests of 

target audiences (Khamis, Ang, Welling; 2017).   

 

In a context of media surplus where audiences have a lot of offers to choose from, self-

branding becomes an attention-getting device, frequently sold as the key to helping the 

aspiring professional achieving competitive advantage in a crowded marketplace 

(Shepherd, 2005). Self-branding is a mechanism that makes fame and celebrity more 

attainable maximizing brand prominence, recognition and loyalty (Khamis, Ang, Welling; 

2017). As stressed by Khamis et al. (2017), Self-branding is not only practiced by those 

individuals characterized by a strong public image (such as celebrities or sportspeople) 

but also ordinary people who has gauged marketing opportunities offered by social media. 

Indeed platforms such as Facebook, Instagram and Youtube offer to the user innovative 

and cost friendly possibilities to promote a personal brand across a wide audience.  
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Moreover, as argued by Khamis et al (2017), Self-branding leads to a consolidation of the 

brand as the audience embed it within their own individualized media flows through likes, 

share and comments. Those indicators are also useful to register the success of the 

brand. This mentioned process brings to a “particular emphasis on the construction of 

identity as a product to be consumed by others, and on interaction which treats the 

audience as an aggregated fan base to be developed and maintained in order to achieve 

social or economic benefit” (Page, 2012).  

As an individualized process, Self-branding does not require “initial affiliation with the 

already powerful”  (Khamis, Ang, Welling; 2017). Bandinelli and Arvidsson (2013) argue 

that the rise of Self-branding constitutes a form of neoliberal governance by empowering 

people to consider themselves entrepreneurs responsible for their own success or failure.  

Another important aspect of Self-branding is the fulfillment of taste and needs in 

mainstream market.  

As argued by Hearn (2008), Self-branding involves the “self-conscious construction of a 

meta-narrative and meta-image of self through the use of cultural meanings and images 

drawn from the narrative and visual codes of the mainstream culture industries”. Also 

Marwick (2015) sustains the idea of link between Self-branding and mainstream culture, 

claiming that these individuals characterized by a famous branded self on Instagram 

attract their audience in strategies similar to celebrities, such as luxury clothing, luxury 

cars and body care. 

Furthermore, Self-branding deeply relates to the notion of Micro-celebrity. Micro-celebrity 

is a set of practice that bring attentions through insights into its practitioners’ private lives, 

and a sense of realness that makes their narratives and branding both accessible and 

intimate  (Khamis, Ang, Welling; 2017).  

The new digital environment has empowered specially women to market themselves as 

brands (Liu, Suh, 2017). In this context, researchers have found a correlation of Self-

branding to the gender discourse in the light of contemporary post feminism. In this sense 

it is deemed crucial a better understanding of the post feminism framework, which will be 

analyzed further in the literature review.  
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2.4 Brand attributes  
 
The feelings that a brand is able to provoke to the consumer have the ability to 

differentiate one brand from another one, especially because consumers emotionally 

attach to only a limited number of brands (Thomson, MacInnis and Park, 2005). In this 

sense what can make a brand different to another are the attributes used by those brands. 

Brand attributes are the core values that define the overall nature of the company and 

represent the essence of the brand. They helps to portray the brands characteristics and 

contribute in formulating the brand identity (Bhasin, 2019). 

 

In the next paragraphs, it is deemed important first to analyze brand identity and then 

brand authenticity.  

 

2.4.1 Brand identity and Brand Image 
 
As expressed by Nandan “brands are intangible assets that can build shareholder value” 

(Nandan, 2004: 264). Moreover from a consumer point of view, a brand grants a clear 

representation of distinction between products (Nandan, 2004).  In this sense, brands 

create value for customers and at the same time are a source of differentiation from other 

brands.  

Furthermore, brands carry an identity who is communicated to its potential customers.  

 

Brand identity is defined as “how a company seeks to identify itself” (Nandan, 2004:264). 

In order to communicate its identity, a company will use a branding and marketing 

strategy, therefore all the communication strategies adopted reveal to be effective in 

constituting a brand identity (Nandan, 2004:264). According to Harris and de Chernatony 

(2001), brand identity is composed by: 

• brand vision, the essential purpose for the existence of the brand  

• brand culture, an ensemble of values that guide the brands 

• positioning, the set of characteristic which makes the brand unique 

• personality, the emotional aspect of the brand, depending also by its positioning  
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• relationships, between employees, consumers and stakeholders, 

• presentations, styles established to propose brand identity 

(Harris & de Chernatony, 2001). 

 

Moreover, brand identity can also be explained in terms of brand concept. Park et al. 

(1986) defines brand concept as “brand unique abstract meanings … that typically 

originate from a particular configuration of product features … and a firm’s efforts to create 

meanings from these arrangements” (Park et al, 1986:186). In this sense, brand concept 

is based on the customers’ needs that a brand is able to fulfill.  

More in detail, Parks et al. (1986) define three different typologies of consumer’s need:  

• functional. A brand characterized by a functional concept will be focused on more 

utilitarian needs.  

• symbolic. A brand characterized by a symbolic concept will promote and affiliate 

the individual to a certain role of self-image.  

• experiential. A brand characterized by an experiential concept is designed to 

satisfy a need of variety which the individual wants to experience.   

(Parks et al.,1986)  

 

Another relevant concept for a brand is the brand image and it is deemed important to 

shed light on its definition as well as its characteristics.  

Brand image is defined as “consumers’ perception of the brand” (Nandan, 2004:266). 

Kotler instead describes brand image as “the set of beliefs about a particular brand” 

(Kotler, 1988:197). In regards of how customers form an image of the brands, customer’s 

association that have been made in connection to that brand are particularly relevant. For 

instance, as argued by Keller “brand associations are other informational nodes linked to 

the brand node in memory and contain the meaning of the brand for the consumers” 

(Keller, 1993:2). From this definition it can be inferred that brand image is a consumer- 

construct notion, as consumers based on their subjective perceptions attribute a specific 

image to the brand (Nandan, 2004).  
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Brand identity and brand image are two different concepts. From a communication point 

of view, the main difference is that brand identity is generated from a source - in this case 

the company-, the image is received and therefore formed by the consumer (Nandan, 

2004).  

In this sense “brand message is ‘packaged’ or ‘wrapped’ in terms of brand identity, and it 

is ‘unpackaged’ or ‘unwrapped’ by the consumer in the form of brand image” (Nandan, 

2004:268).   

In the following table the main differences between brand identity and brand image can 

be found.  

 

 

 
 

 

 

For the scope of this research, we will focus mainly on the symbolic meaning of brand 

identity which is generated by fashion brands when engaging the user in forms of co-

creation on Instagram. It will be also particularly important in relation to female 

empowerment themes carried by those brands. In the next section we will deepen the 

knowledge regarding a relevant brand attribute for our research: brand authenticity.  

 

2.4.2 Brand Authenticity 

 
As stated by Arya et al. (2019), today’s market is saturated by an infinity of new products, 

therefore it is really challenging to position the brand as an “authentic brand”. Bruhn et al. 

(2012) argue that brand authenticity is an essential factor for a brand to achieve its 

success. As a consequence, authenticity has become an aspect of relevant interest 

involving also the marketing side of those brands (Brown et al, 2003).  

Figure 1 (source: Nandan, 2004:268) 
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Ballantyne et al (2006) argue also that brand image depends from brand authenticity and 

according to Beverland (2005) it allows to create a strong brand identity.  

Despite the importance of brand authenticity has been recognized by the majority of 

academics, Grayson & Martinec (2004) claim that the role of brand authenticity has not 

been deeply explored in the context of digital era taking account of social networks. 

Indeed, as expressed by Evans et al. (2010), the interactions between brands and 

consumers have increased and social media platforms offer new opportunities to engage 

with customer. Brand authenticity has been investigated by Beverland (2006) according 

to wine industry, by Grayson and Martinec (2004) for tourism and by Groves (2011) for 

food. There is no actual research on authenticity related for apparel products as claimed 

by Arya et al. (2019).  

 

Moreover, it could also be useful to enlighten the changing brand meaning for millennials 

and the expanding of digital landscape, where social networks are offering platforms for 

users to create online communities (Arya et al, 2019). It could also be relevant to gain a 

deeper understanding of how authentic brands belonging to the clothing industry are 

regarded by customers in this digital era (Arya et al, 2019).  

Furthermore, as expressed by Postrel (2003) millennials are more attached with the 

brands when its authenticity is affirmed through launch of new models or styles not 

deviating from the original brands. Another important aspect stressed out by Ganley & 

Lampe (2009) is the importance of online communities for millennials. Mc Alexander et al 

(2001) explains this with the social aspect of human behavior as customers opinion 

towards a specific brand are influenced by community members. It has been shown by 

Brown et al (2003) that the development of communities brings lots of benefits to the 

brand and Algesheimer et al. (2005) demonstrate that it could establish a strong 

connection with the customers. As stressed by Arya et al (2009), the customer from being 

passive has undertaken an active role, thus model digital branding strategies need to be 

analyzed further within the social networking context.  

 

So as to have a deeper understanding of authenticity, it is deemed necessary to 

deepening the meaning of this concept and different definitions have been given in 
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research literature. Cappannelli & Cappannelli (2004) argue that the world authenticity 

comes from the ancient greek authentikos which is substitute for trustworthy. Instead it 

has a meaning of realness for Kennick (1985), whereas Boyle links authenticity to 

simplicity and honesty. For Fine (2003) authenticity is associated with something sincere, 

innocent and novel, while Steiner and Reisinger (2006) connect the concept of 

authenticity to identity relation.  

 

Anyway, as expressed by Arya et al (2019), it has been stressed out the lack of definition 

available for authenticity which could be suitable for the marketing domain. In this field 

authenticity could be associated with genuineness (Aaker & Droler, 1996).   

Brands and marketers have been seeking authenticity as its ability to create an effective 

customer engagement (Arya et al, 2019). Holt (2002), Stark (2002) and Ballantyne et al. 

(2006) in connection to authenticity use terms such as cultural, positive valuation and 

originality. Moreover, Groves (2001) and Beverland (2006), links authenticity to other 

terms such as uniqueness, cultural base, heritage, evidence and truth. An important 

aspect stressed out by Beverland and Farrelly (2010) is that brand authenticity relies on 

the evaluation of some fundamental traits important by individuals rather than intrinsic 

elements of the brands.  

 

 
2.4.3 Authenticity and Consumer Behavior 
 
As expressed in the previous paragraph, a brand identified as authentic will stimulate 

consumers’ initiative to create brand communities (Bagozzi & Dholakia, 2006). Indeed, 

consumers’ need can be satisfied by authentic brands and consumers with similar needs 

will relate to each other’s communicating and hence establishing a social network 

(Beverkand & Farrelly, 2010). Leigh et al (2006) claims that those online communities are 

built around the brand to deal with different standards and devotions that predict together 

the owners of authentic brands.  

Authenticity is an important brand attribute which is actually manifested through Self-

branding and as argued by Banet-Weiser authenticity relies on intrinsic motivation, which 
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values uniqueness, original expression, and independence from the market and external 

gratification (2012).  

In the context of Self-branding, authenticity is argued to be a very unclear concept. 

Scholars state that it is hard to maintain authenticity during the process of constructing 

branded personae due to the market-oriented attributes of Self-branding (Liu et al, 2017). 

Anyway, Banet-Weiser (2012) argues that even in social media platforms embedded by 

celebrity culture and marketing rhetoric, the narrative of authenticity and realism play still 

a fundamental role. Hence, authenticity is a way to differentiate themselves from others.   

As the market is becoming more and more homogenized regarding the product offer, 

consumers’ quest for authenticity is increasing (Beverland and Farrelly, 2010).  

Indeed, authenticity is a fundamental element of quality and differentiation for consumers 

as stressed by Fritz et al. (2017). Holt (2002) states that informed customers have a claim 

for brands consistency and authenticity and for this reason do not accept insincere brand 

behavior.  

Gilmore and Pine (2007: 23) affirm “quality no longer differentiates; authenticity does”, 

proving the potential that authenticity can have on brands.  

 

 

2.5 Female Empowerment 
 
First of all, it is deemed necessary to establish a framework in which female 

empowerment takes its origin. Empowerment has been an essential element of feminist 

ideologies aiming to achieve equality in genders (SheKnows Media, 2016).  

Female empowerment is defined as “the process whereby women become able to 

organise themselves to increase their own self-reliance, to assert their independent right 

to make choices and to control resources which will assist in challenging and eliminating 

their own subordination” (Keller and Mbewe, 1991). Moreover, Alcoff (1988) defines 

women empowerment as the idea of an inspiring women who is confident and 

independently takes control of her identity and choices. 

The notion of female empowerment draws back to postfeminist theories and ideologies 

born in the late ‘70s. Post feminism emphasizes autonomy, independence and self-
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expression of young women who are deeply rooted in the consumer marketplace (Liu et 

al, 2017). Post feminism is deeply connected with neoliberalism theories of individualism 

and self-disciplines which also characterize Self-branding (ibid).  

The new landscape of digital transformations provided by technology had a greater 

contribution in legitimizing women. In fact, Ajjan et al. (2004) express that social media 

have empowered women in taking control of their life and the choices they undertake.  

For instance, this can be seen in how women Self-brand themselves in social media. 

Post-feminism self-brand is constructed through girls’ and young women’s bodily display, 

cultivation of affect and narratives of authenticity (Duffy and Hund, 2015). Social media 

indeed provide great opportunities for women to establish their branded-selves and allow 

them to market themselves in line with the increase of awareness of women's rights (Liu, 

Suh, 2017).  

Post feminism had a relevant impact especially on advertising practices, introducing new 

ways of depicting women (Drake, 2017).  

The next paragraph will focus on this topic, explaining the concept of femvertising.  

 

 

2.5.1 Femvertising 
 
Femvertising is the term used by Drake (2017) to introduce the increasing presence of 

female empowerment themes in advertising with the aim to challenge stereotypes typical 

of gender roles. More in detail, femvertising has been defined as a form of advertising 

which employs pro-female messages and images with the ultimate goal to empower 

women and girls (Drake, 2017; SheKnows Media 2015). As argued by the same scholar, 

little research has been conducted to assess if those advertisements are really effective 

on female audience, as well as the consequences of those ads on female audience (ibid).  

At the beginning of media industry as Jalees & Majid (2009) argue, women have been 

represented in a totally different way than nowadays, using idealized model pictures and 

depicting women according to stereotypical gender roles.  

For instance, Goffman (1979) claimed that women are more likely than men to be 

depicted as subordinates in advertisements, whereas Crawford and Unger (2004) 
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denounced the sexism contained in television commercials. This has caused women to 

be more critical and sensitive about how their gender has been represented by media 

(Ford, 1991).  

Moreover, those depictions had also an affection on female purchasing intentions, 

causing a lower attitude to buy a product whose advertising is considered offensive (Ford, 

1991).  

But further research has suggested that modern women have adapted to those 

stereotypical forms of advertisements, as they have become accustomed to those and 

developed different perceptions out of them (Zimmerman & Dahlberg, 2008). Thus, they 

don’t evaluate those representation of their gender as truthful anymore (ibid).    

Anyway, this scenario has changed thanks to the swift progress of women role in society.  

Indeed, Sivulka (2009) argues that the rise of women role in society has contributed to 

create new forms of advertising which give a clear representation of how women want to 

be depicted. Furthermore, as women of modern society have acquired more economic 

and political power, advertising and marketing adapted to this shift in demographic 

(Drake, 2017). Therefore, there has been a transformation in advertising from promoting 

a domesticated and objectified woman to a portrayal of self-reliant, confident and hence 

empowered women (ibid). 

 

To better target the female audience brands had to revise their marketing strategies, 

including the use emotional messages which develops an emotional appeal (McMahan 

et al, 2005). In fact, leveraging on emotions has been shown to be extremely effective, 

as females are in higher need of involvement on advertisements (ibid). For instance, 

emotional messaging allows to strengthen the relationship between the brand and 

consumer (Rossiter & Bellman, 2012). As expressed by Bulbul & Menon (2010), 

emotional appeals in ads can increase the engagement towards the brand.  

Furthermore, it has been shown by Rossiter & Bellman (2012) that consumer 

characterized by an emotional attachment to the brand are likely to continue the 

engagement regardless of the price. As argued by Drake (2017), it is beneficial for brands 

to identify which emotions are most powerful and effective to build a strong relationship 

with the brands. For instance, inspirational advertisements are considered particularly 
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relevant among Millennials and Generation Z consumers (Nielsen Global Trust 

Advertising, 2015). To summarize, femvertising is characterized by the use of emotional 

themes which have been shown to bring to a closer connection with the brand.  

 

3. Research Gap  
 

      3.1 Problem field  

 
Internet and Social Media create the possibility to communicate and engage with users 

in innovative ways. Those tools are particularly helpful for co-creation of either value or 

content. As a consequence, the role of consumers has been shifting from passive to 

active (Carpenter, Glazer and Nakamoto, 1994; Simonson 2005). We will analyze how 

mechanisms of co-creation affect the branding context in the light of social media 

platforms. More in detail, the aim of our thesis is to investigate consumer value co-creation 

in the context of fashion brands born on Instagram, as we believe this is an under 

researched topic.  

In fact, Venkat Ramaswamy and Kerimcan Ozcan (2015) state: 

 

 

They support this with two cases on Starbucks and Apple, thus showing that brand value 

co-creation is a relevant topic for both the brand management literature and managers 

(Venkat Ramaswamy, Kerimcan Ozcan, 2015). The scholars mention how online 

platforms are important for brands, also defined as “digitalized platforms of engagements” 

(Venkat Ramaswamy, Kerimcan Ozcan, 2015). We will refer to them as social media 

networks in our paper. That is exactly what is missing in the literature: a connection 

“There has been very little recognition in the value co-creation literature 
on its relevance and impact on brands through its engagement 

processes, and especially the role of human experiences in brand 
building” (Ramaswamy & Ozcan, 2015). 
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between brand value co-creation and social media. Their paper is for our research a 

starting point, as it highlights that human relations are key drivers for the process of co-

creation (Venkat Ramaswamy, Kerimcan Ozcan, 2015).  

 

We then dig into social media as locus of co-creation. Merz et al. (2009) mention another 

important topic that is not very present in the literature; the co-creation that arises from 

online platforms through sharing of human experiences (Merz et al., 2009; Ramaswamy 

& Ozcan, 2015). Important vehicles in this process are influencers that we introduced in 

our discussion. They are basically intermediaries between brands and consumers. They 

have the ability and power to talk in a more human way, compared to mass media, 

regarding a variety of issues. They represent brands online and create human 

experiences as well as value co-creation (Ramaswamy & Ozcan, 2015).  

 

 

Moreover, Social media is another under researched topic. As Ebru Uzunoglu and Sema 

Misci Kip (2014) mention in their paper: 

 

 

 

This is the reason why social media is a fundamental part of our research and we will 

analyze Instagram in particular. The literature on other social media networks as 

Facebook and Twitter is abundant, while it is scarce for Instagram. This is due to the fact 

that this platform was launched in 2010, while Facebook in 2004 and Twitter in 2006 

(Brown, 2018; Barr, 2018; Carlson, 2011). Notwithstanding this fact, Instagram is 

currently a very popular tool for marketing purposes and is shown to have outstanding 

results (Ramakrishnan, 2019). Furthermore, our focus on the fashion industry is explained 

“Social media, including the blogosphere, is still being explored in both 
the academic literature, and in terms of its practical implications” 
(Uzunoglu & Kip, 2014).   
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by the fact that fashion brands are those who use the most Instagram (Ramakrishnan, 

2019).  

 

Moreover, brands are not independent from the cultural landscape in which they operate. 

Society is characterized by cultural forces that can be used to build iconic brands and 

clearly have an impact on branding practices (Heding et al, 2016). The cultural 

perspective that our thesis will focus on will be feminism related to women empowerment. 

Indeed, female empowerment has become more and more a popular theme in advertising 

(Drake, 2017).  

As expressed by Narayana et al. (2016), the role of social media is important to accelerate 

women empowerment contextually leading to an economic empowerment of women 

(Narayana et al., 2016). In this context, Instagram is the perfect platform to provide a good 

example to other women for their economic and societal empowerment. This topic is also 

relevant because prior research addressing female empowerment through social media 

has not yet addressed the consequences on female users regarding co-creation of 

content and the effects of social media campaigns on female users. In fact, as stressed 

by Drake, there is scarce research evaluating the effectiveness of female empowerment 

messaging also known as “Femvertising” from a marketing perspective (Drake, 2017).  

 

We would like to investigate all the above mentioned from a branding perspective. More 

in detail, this study will consider how Instagram plays an important role among Millennials 

and Generation Z who follow fashion brands which promote women’s activism. More in 

detail, we will investigate if the theme of women empowerment is effective towards new 

generations of females, when brands use forms of Femvertising on Instagram. We will 

assess how customers value brand authenticity and if they feel emotionally connected to 

those brands which promote female empowerment.  

To conclude, we will take into consideration brand co-creation and women empowerment 

when used simultaneously on Instagram. Therefore, we will analyze whether customer 

co-creation and female empowerment contribute to an increase of brand authenticity. We 

will examine to what extent these two concepts are important to female users when 

engaging with fashion brands on Instagram.  
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3.2 Research Question 
 

The theoretical consideration and the research gap have led to the following research 

question: 

 

 

To address the main research question, the thesis will also answer the following sub 

questions: 

 

• How do consumers value Instagram, in terms of connection to influencers, level of 

engagement and feelings towards the brands they follow?  

• How do consumers value those co-creation tools brands are using on Instagram? 

• How do female empowerment messages impact the consumers’ perception of 

brands? 

• How do consumers perceive brand authenticity on Instagram?  

 

 

 

 

 

 

 

 

 

 

How does co-creation with customers and female empowerment on 
social media lead to an increase in brand authenticity? 
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4. Methodology  
 
The following section will give an explanation of how the research has been carried out. 

Sanders, Lewis and Thornhill (2009) define methods as the techniques and procedures 

adopted to obtain and analyze research data, including questionnaires, observations, 

interviews and statistical and non-statistical techniques. 

The goal of this chapter is to describe the methodological choices undertaken by the 

authors and explain the selected philosophies relevant for the purpose of the research.       
 

4.1 Research Design  
 
Research design illustrates the plan undertaken by researchers to answer to the research 

question (Saunders et al., 2009). According to Bryman & Bell (2003) the research design 

describes the approaches adopted to gather and analyze data, so as to find an answer 

to the research question and specify a suitable framework for the research. In this context, 

a research design is essential in order to understand the philosophy behind the research 

and at the same time enlighten the contributions that the research could make (Knight & 

Ruddock, 2008). Therefore, methods are necessarily connected to the research strategy 

and authors need to make the right decisions (Knight & Ruddock, 2008).  

For the purpose of this research an explanatory study will be taken into consideration, 

allowing to establish a causal relationship between different variables (Saunders et al., 

2009). The variables taken into consideration will be: customer co creation, brand 

authenticity and female empowerment. In particular, the aim of this research is to 

investigate how co-creation with users on Instagram and female empowerment lead to 

an increase in brand authenticity.   

 

4.1.1 Qualitative Approach  
 
A qualitative research method has been applied for the purpose of the research in order 

to gain a better understanding of the object studied. Indeed, a qualitative method offers a 

better understanding of individuals’ behaviors and attitudes. The term quality literary 

refers to “what kind, to the essential character of something” (Kvale, 1996:67).   
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According to Anderson (2010), a qualitative research is characterized by the collection, 

analysis and interpretation of data which cannot be easily associated to numbers, as 

those data relate to the social world and behaviors of individuals within it. In fact, 

customers’ meanings about co-creation and brand authenticity could have not been 

explained by numbers. Thus, a qualitative research has been deemed essential for a 

better understanding of various dynamics of a complex phenomenon such as consumer 

value co-creation.  

As argued by Kvale (1996), in consumer research it is deemed important to overcome the 

superficial meaning of a product and access the hidden symbolic meaning of its 

customers. Since this thesis aims at studying users’ attitudes and perceptions regarding 

co-creation, this is exactly the reason why qualitative research could draw a more 

complete framework for our findings.  

Furthermore, as expressed by Denzin and Lincoln (2011), this type of research is often 

linked to an interpretative philosophy, as researchers need to make sense of the 

subjective and socially constructed meanings of the phenomenon object of the study. 

Compared to quantitative research, a qualitative research is characterized by a more 

flexible framework of methods for data collection which contributes to a more holistic view 

of the social world (Bryman & Bell, 2011).  

Characteristics of qualitative research methods and the type chosen for the scope of this 

research will be deepened in the following section “Data Sources”.  

 

4.1.2  Abductive Research  
 
When conducting a study, the researcher can choose between three different 

approaches: deductive, inductive and abductive. An abductive approach to theory 

development will be the one undertaken for the purpose of the research and will be 

analyzed further in this paragraph. Anyway, the authors will briefly describe all three 

approaches so as to present a more complete framework and then explain why the 

abductive approach is most suitable for this thesis. Sanders (2009) describes the 

deductive approach as related to the rigorous test of theories, laws and explanations that 

establish the funding on hypothesis.  
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According to this approach, the researcher infers an hypothesis based on what is already 

known about a particular domain and then this hypothesis will be empirically tested 

(Bryman & Bell, 2011). The conclusion will be derived logically from a set of hypotheses 

and it will be true if all the hypothesis are true (Ketokivi and Mantere, 2010). To summarize 

this process, theory and the deduction of hypothesis come first, driving the process of 

data collection. Then after testing the findings the researcher will assess whether the 

hypothesis are confirmed or rejected and this will bring to a revision of theory of departure 

(Bryman & Bell, 2011).Therefore, in a deductive approach theory is used to guide 

“empirical inquiry” (Merton, 1967:39). The sequence of steps undertaken for a deductive 

approach can be found in Figure 2. 

 

 
Figure 2, own illustration 
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Differently, when theory is the outcome of the research, the approach studied is called 

inductive (Bryman & Bell, 2011). As expressed by Thomas, the main purpose of an 

inductive approach is to allow the findings to emerge from significant and recurrent 

themes in raw data, without any kind of limitation imposed by structured methodologies 

(Thomas, 2006).  

As such, the outcome of the inductive analysis is the development of categories into a 

framework that is able to summarize the raw data and communicate key themes and 

processes (Thomas, 2006).  

Whereas deduction requires a process in which theory is tested throughout 

observations/findings, with the induction the connection between observations/findings 

and theory is reversed (Bryman & Bell, 2011).  

The third method is the abductive approach. Abductive reasoning begins with a 

“surprising fact” that researchers are interested in observing and studying (Ketokivi and 

Mantener, 2010).  

This surprising fact constitutes the conclusion and based on this conclusion a set of 

possible hypotheses is established by researchers to explain the conclusion (Saunders 

et al., 2009). 

Data are collected to explore a phenomenon, themes are identified, and patterns are 

explained so as to develop a new theory or correct an existing one which will be then 

tested through additional data collection (Saunders et al., 2009). Suddaby describes the 

abductive approach as moving back and forth, combining deduction and induction 

(Suddaby, 2006).  

The abductive approach will be the one used in this research where no existing framework 

influences the data collection of the topic of interest. 

As previously explained in the Research Gap section, there is a lack of existing research 

concerning the crossroads of customer co-creation on social media, female 

empowerment and the consequences on brand authenticity. Therefore, the aim of this 

thesis is to investigate this phenomenon, gain relevant knowledge and then provide 

empirically tested premises about how co-creation with customers on social media and 

with female empowerment can lead to an increase in brand authenticity.  
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At first, an inductive reasoning will be required, through the gathering of relevant data. 

Then, following the abductive approach those data will be analyzed according to the 

Theoretical Framework of this paper (Danermark, 2001). Ultimately through deductive 

reasoning, existing premises will be tested and propositions will be confirmed or denied, 

allowing to generate logical conclusions (ibid).  

 

4.1.3 Epistemology 
 
The term epistemology comes from the ancient Greek “episteme” meaning “knowledge” 

and “logos” which means “account”. As such, epistemology is a discipline concerned with 

the theories of knowledge (Knight & Ruddock, 2008). According to Bryman & Bell an 

epistemological issue “concerns the question of what is or should be regarded as 

acceptable knowledge in a discipline” (Bryman & Bell, 2011: 15).  

An important concept connected to epistemology is the notion of positivism. Positivism is 

an epistemological position which supports the use of methods typical of natural sciences 

to analyze social reality (Bryman & Bell, 2011). Quantitative approaches assume a more 

positivist view, as their object of studies can be measured and replicated, and therefore 

knowledge is built. In this sense according to positivist theory, an objective - stable and 

independent- stands nevertheless of the researcher (Bryman, 2012). In quantitative 

research empirical findings are doubtlessly considered to be objective and generalizable 

(Saunders et al, 2019). However, less likely they will offer a complete understanding of 

differences in individual context and experiences or offer an elaborate picture of dynamic 

organizational realities (ibid). 

 

Another important line of thought within epistemology is realism. Realism is the belief that 

natural and social sciences have the same types of approaches when collecting and 

explaining data, and that there is an external reality which is distinguished by the 

descriptions made by the researches (Bryman & Bell, 2011). Moreover, realism is 

characterized by objectivity.  

Objectivism “incorporates the assumptions typical of natural sciences, arguing that the 

social reality that we research is external to us and others” (Saunders et al, 2009: 128). 
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From a point of view merely objectivist, social and physical phenomena exist separately, 

universally and persistent in their character (Saunders et al, 2009). As a consequence, 

social and physical phenomena are approached in the same way as a natural scientist 

will approach nature. This perspective is still suitable for quantitative research, which can  

observe and measure facts, thus generalizes about the universal social reality (ibid).  

 

Last but not least, a third important concept within epistemology is interpretivism. 

Interpretivism refers to the view that “a strategy is required that respects the differences 

between people and the objects of the natural sciences and therefore requires the social 

scientist to grab the subjective meaning of social action” (Bryman & Bell, 2011: 17). 

Interpretivism is the paradigm which will be used for the scope of this research. The next 

paragraph will dig more into interpretivism, explaining how it can be particularly helpful 

for a qualitative research.  

 

4.1.4 Interpretivism 
 
First of all, in order to elaborate on the research approach undertaken by the authors, the 

concept of paradigm needs to be defined. A paradigm is “a set of basic and taken-for-

granted assumptions which underwrite the frame of reference, mode of theorizing and 

ways of working in which a group operates” (Sanders et al. 2009: 132).  

Qualitative research is characterized by dynamism and aims attention at people who play 

an active function, communicating with each other’s and joining a social reality which is 

in conformity with their systems of beliefs and mindsets (Bryman, 2012). This is the 

reason why interpretivism plays an important role in qualitative research and is the 

paradigm chosen to conduct this research. In fact, the primary focus of this thesis is to 

understand how female users make sense of brand value co-creation on social media. 

Thus, only through interpretivism the researcher can deeply explain how humans make 

sense of the social world and understand fundamental meanings (Saunders et al., 2009).  

Interpretivism has developed in opposition to positivism and underlines that humans 

should be treated differently from natural phenomena, because they generate meanings. 

Therefore, the aim of interpretivism is to bring light to a new knowledge and interpretation 
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of social world and contexts (Saunders et al., 2009). Generally, researchers who conduct 

an interpretative research underline the relevance of language, culture and history for the 

explanation of the social context (Crotty, 1998).  

Since interpretivism aims attention to complexity, sense-making and multiple 

interpretation, it is notably subjectivist (Saunders et al., 2009). Indeed, subjectivism 

“incorporates assumptions of the arts and humanities, asserting that social reality is made 

from the perceptions and consequent actions of social actors” (Saunders et al., 

2009:130).  

 

Subjectivism is of particular importance for the object of this study as our aim is to interpret 

people’s motives and behaviors according to brand engagement within social media. In 

this context, different individuals can show different attitudes and interpretations of their 

usage of Instagram when co-creating with fashion brands. Moreover, their feelings about 

brand authenticity can be different. These different interpretations will have 

consequences on their actions and communication to others. Therefore, as subjectivist 

researchers our aim is to gain a general understanding of different realities of users, so 

as to be able to explain in a meaningful manner their motives, actions and intentions 

(Saunders et al., 2009). 

 

One of the main problems which derives from interpretivism could be the difficulty of drive 

generalizations. Indeed, qualitative researches leave the space to determine which 

structure is suitable to collect data as qualitative methods have a really flexible nature 

(Bryman, 2012). As a consequence, conducting the same research in disparate contexts 

could bring to different conclusions. And also, different interpretations on the same topic 

could lead to different findings (Bryman, 2012). So as to minimize this bias regarding 

interpretation of findings, the data collection will be structured and undertaken according 

to a Theoretical Framework which will describe how the process has been held by the 

researchers.  
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4.2 Multiple Case-Studies  
 
This research will take a multiple case-study approach. Before moving forward, a case 

study needs to be defined. According to Yin a case study is “an empirical inquiry that 

investigates a contemporary phenomenon within its real-life context, especially when 

boundaries between phenomenon and context are not clearly evident” (Yin, 1994, p493).  

In this sense, the chosen cases will contribute to a better understanding of the 

phenomena and will contribute to seek an answer to the research question. In order to 

choose the case studies used for investigation, the first thing to look at is the unit of 

analysis according to the aim and objectives of the study (Knight & Ruddock, 2008). The 

unit of analysis for this research is the brand, as authors are studying concepts of brand 

co-creation and brand authenticity. Indeed, the brand is the most suitable unit of 

assessment of those mentioned concepts.  

 

 

Moreover, a multiple case study approach would be taken in consideration for this thesis. 

The choice of a multiple case study relies on the fact that distinct characteristics and 

similarities versus differences can be demonstrated (Knight & Ruddock, 2008). 

Therefore, so as to fulfill the research objectives and answer to the research question, 

the authors have individuated 3 different brands which could be a relevant example, since 

they simultaneously embrace co-creation and female empowerment as main themes in 

their core strategy on Instagram.  

Those brands have been chosen after a careful consideration. All 3 of them have a 

relevant number of followers on Instagram, engage the user in an active way, are focused 

in creating online communities, and spread positive messages of empowering women. 

However, they differ in the way they communicate, how they make the users participate 

in the process of brand co-creation, and how they spread the messages of female 

empowerment. The authors believe that using different brands with distinct brands 

attributes could develop a more complete framework to understand brand authenticity 

perception by customers.  
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Respondents have been asked to visit those brands’ pages and express their impressions 

on their level of engagement, co-creation and authenticity in order to have a concrete 

example whether a brand could be perceived as authentic or not. 

In the next paragraphs, the authors will include a presentation of brands’ history, their 

mission and campaigns on Instagram.  

 

 

 

 

4.2.1. La Semaine Paris 
 
“La Semaine Paris”, launched on Instagram in November 2019, currently counts 63,7k 

followers. The brand has been created by Gabrielle Caunesil, a French model and 

UNICEF Italia NEXT Gen member, who was already famous on the platform. Her mission 

is to connect women globally and establish an online community with women supporting 

each other’s by sharing and exchanging different interests, passions, and values.  

“From sparkly mini dresses to tailored menswear jackets, balloon-sleeved tops and 

leather jacket, each garment manages to strike a balance between feminine and 

masculine styles and was made with a commitment to an upcycling development chain” 

(Carassai, 2019). Moreover, in order to keep the brand ethical while developing at the 

same time quality items, La Semaine Paris do not follow seasons, typical of the fashion 

system. Instead of releasing the new clothes a drop system is employed by the brand 

(Carassai, 2019).  
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In the brand’s website the manifesto clearly defines La Semaine Paris as: 

• Feminist, reuniting a group of women with different stories, cultures and 

backgrounds with the aim to make the difference,  

• Digital Native Brand, creating a direct link with its online community, 

• Conscious, avoiding any unnecessary waste of products, 

• Lifestyle, embracing also aspects of women everyday life, 

• Community, making the customer feel part of a movement ready to express its 

idea of femininity, 

• Fair, having a responsible and modern approach in the supply chain 

• Pour Vous, suitable for every occasion. (lasemaineparis.com) 

Figures 3 and 4 (source La Semaine Paris Instagram page) 
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Starting from fashion, the aim of the brand is to create a full lifestyle experience. For 

instance, La Semaine Paris offers cooking, yoga, meditation and make-up classes though 

the live and stories functions on Instagram (lasemaineparis.com) 

 

 

 

 

4.2.2. Olivia Palermo Collection 
 
 

Olivia Palermo Collection carries the name of its founder, Olivia Palermo, who is an 

american fashion influencer and counts 6,4 million of followers on Instagram. Olivia 

Palermo in an ambassador and supporter of “Dress for success”, an international not-for-

profit organization which empowers women to achieve economic independence with the 

aim to help them succeed in work and life. As reported by Olivia Palermo Website, the 

organization’s (Dress for success) mission to empower women being independent is in 

line with Olivia Palermo brand mission to promote self-belief and entrepreneurial spirit 

(oliviapalermo.com).  Indeed, Olivia Palermo Collection has been created in 2019 with 

the aim “to promote self-belief, entrepreneurial spirit and championing authenticity” 

(oliviapalermo.com). 
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Moreover, the community is another important element characterizing her brand, aspiring 

to connect creative individuals who truly want to express themselves.  Olivia Palermo’s 

aim is to inspire women self-confidence while through her brand and style advice women 

to look, feel and be their best self (oliviapalermo.com). 

Her collection is characterized by a mix of elegance and functionality at the same time, 

balancing menswear-inspired features with feminine touches.  

 

 

 

 

 

Figures 5 and 6 (source Olivia Palermo Instagram page) 
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4.2.3 Nasty Gal 
 
Nasty Gal is an American retailer founded in 2006 in San Francisco by Sophia Amoruso, 

starting from an eBay store (techcrunch.com). Since the beginning the brand used social 

media to engage with the potential customers and Amoruso started creating a MySpace 

page to market her brand reaching 60 000 users and then abandoning it for Facebook 

(nytimes.com). The constant conversation with customers allowed the brand to create a 

loyal following, expanding to Twitter, Pinterest, Tumblr and Instagram. 

 

 
 

 

 

In 2011 Nasty Gal was able to move its headquarters to Los Angeles (nytimes.com). From 

2017 became part of Boohoo, one of the leading online fashion retail groups based in UK 

Figures 7 and 8  (source Nasty Gal Instagram page) 
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(boohooplc.com/). Currently Nasty Gal counts 4,4 million of followers on Instagram and 

has a strong community.  

As stated on the website, the brand exists for the “girl in progress”, who evolves, grows 

and strives to be better every day (nastygal.com).   

The mission of the brand is to address all the girls to be confident while being themselves. 

Moreover, so as to promote responsible and healthy body images, Nasty Gal aims to offer 

clothes which suit every shape and size, celebrating and promoting diversity 

(boohooplc.com/).  

 

 

5. Data Sources  
 
While conducting this case study, the authors used the research methods considered 

most appropriate for the data collection and analysis of those data.The following 

paragraphs will dig into those methods and how they can contribute to the research. 

Data have been collected through in depth, semi structured interviews according to 

qualitative methods. Indeed, interviews are particularly relevant for an explanatory 

research because they allow to infer causal relationships between variables (Saunders 

et al., 2009).  

In the further paragraphs the authors will explain more in detail the characteristics and 

methods of interview, as well as limitations in data collection.  

 

5.1.1 Semi-Structured interviews 
 

As expressed by Gubrium and Holstein (2001), there are different forms of interview 

methods that the researcher can choose to collect data, such as focus groups or in-depth 

interviews. In fact, qualitative interviews “differ in the degree of emphasis on culture, in 

the choice of arena or boundaries of the study, and in the specific forms of information 

that are sough” (Rubin and Rubin, 1995:19).  

An important aspect of qualitative interviews is their openness, as no pre-established 

techniques or rules are imposed to researchers (Kvale, 1996).  

http://www.boohooplc.com/
http://www.boohooplc.com/
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To conduct this research, interviews have been carried out in a semi-structured form. In 

semi-structured interviews researchers have a list of questions on specific topics to be 

covered, but at the same time the interviewee has a certain freedom of speech (Bryman 

& Bell, 2011). For instance, questions not included in the interview guide could also be 

asked if relevant to the research. In this sense the process is conceived as flexible and 

the interviewer is responsive to what the interviewee is affirming, following up area of 

interest for the research (Bryman & Bell, 2011). During the interviews it has been 

important to let respondents dedicate more time when they were explaining their 

perceptions of brand authenticity on Instagram, as brand authenticity is an important 

variable for this study. 

 

Flexibility has been also achieved varying the order of questions, deepening themes of 

particular interest to the respondent, and also clarifying divergences in answers (Bryman 

& Bell, 2011). For example, some respondents had a background knowledge from 

university or work regarding fashion and influencer marketing and it has been natural to 

insist on those themes which are familiar to them. As opposite, other respondents were 

not familiar with fashion brands promoting female empowerment and questions have 

been re-adapted to be able to obtain relevant results for analysis.  

 

Moreover, interesting conversations about the topic of interest emerged with respondents 

also after the end of the interview. The authors took notes out of those conversations and 

include the most relevant themes in the interview transcriptions. In fact, those kinds of 

inputs can be source of revealing information or views (Hammersley and Atkinson, 1995).  

Overall 22 semi-structured interviews have been conducted and used to run the research. 

The interviews’ aim is to examine how respondents perceive co-creation and female 

empowerment themes of fashion brands on Instagram with the ultimate goal of 

understanding whether those factors could enhance users’ perceived brand authenticity.  

In the following paragraphs the authors will dig into the interview design process, how 

interview guideline has been prepared and the sample of respondents’ choice. 
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5.1.2 Interview Design 
 
First of all, in order to gather qualitative data useful for this research, it has been deemed 

important to expand the knowledge in relevant topic areas so that the authors could ask 

relevant questions (Dumay and Qu, 2011).  

 

The interview process has been held following a 7-stage route for investigating explained 

by Kvale (1996). Although qualitative interviews are really open and do not imply standard 

measures or procedures to be followed, there are still some standard methodological 

choices which arise from different stages of the interview (Kvale, 1996). Those stages are 

the following ones: 

 

1. Thematizing - defining the purpose of the investigation and having a clear image 

of the topic of interest before the interview actually starts.  

2. Designing - planning how the study should be designed and which intended 

knowledge the authors want to achieve. 

3. Interviewing - holding the interviews on a pre-established sample of respondents 

with a reflective approach of the knowledge which the authors want to achieve.  

4. Transcribing - transforming the oral speech from oral to written text, preparing the 

material for the further analysis. 

5. Interpreting - assessing which method is more suitable for the scope of the 

research, also depending on the data gathered from interviews. 

6. Verifying - obtaining a reliability (consistency of results) and validity (truthfulness 

of results) of the interview findings.  

7. Reporting - communicating the findings and the methods of the research 

respecting the scientific criteria, taking into consideration also the ethical aspects 

of the research. (Kvale, 1996) 
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5.1.3 Interview Guideline 
 
The Interview Guideline has been designed before holding interviews as taking part of 

the designing part of the above mentioned 7 stage routes of investigation Kvale (1996). 

Prior to that, in the first stage - thematizing - the authors considered the most appropriate 

themes to be able to define the purpose of the investigation, so as to have a clear idea 

on how perform the interviews.  

Therefore, after a careful consideration the interview guide has been prepared and first 

tested to make it most time and purpose efficient. The interview guide has been divided 

in 2 sections (see Appendix, 11.1).  

 

The first part follows the path of a more traditional interview guide, asking questions based 

on the personal experience and respondents’ impressions. The sub research questions 

drive the framework for the structure of the interview guide.  

First of all, respondents have been asked to describe their usage of Instagram and the 

content that they usually consume. This has helped the authors to understand how they 

value Instagram platform, including connections to influencers, level of engagement and 

feelings toward the brands that they follow. Then, respondents have been asked which 

value co-creation tools are mostly used by them on Instagram and if they feel like they 

could get something out of them. 

 

Moreover, another important topic that has been carried out during this first part of the 

interview is female empowerment. A background of knowledge on feminism movement 

have been inquired to make the authors understand whether respondents were already 

familiar with this theme.  

In general, the aim of this first part of the interview was to understand respondent 

behaviors towards Instagram, especially when brands were using mechanisms of co-

creations such as quizzes, polls or open questions.  

On the contrary, the second part has been more interactive, since respondents have been 

asked to visit the brands Instagram pages used as case-studies in this research. 

Furthermore, they have been requested to answer to questions based on their first 
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impressions when visiting the brand page. We decided to ask to interviewees whether 

they would engage with the brand, and whether they would perceive the brand as 

authentic when it communicates with its audience. Moreover, authenticity of those brands 

has been inquired also in regard to female empowerment. Indeed, we asked whether 

those brands were perceived credible when spreading messages of making women 

independent.  

Due to social distancing imposed by Danish Government in regards of Covid-19, we were 

only able to conduct online interviews using platforms such as Skype, Zoom or Facetime. 

At the beginning of the thesis process, authors were planning to conduct focus groups to 

triangulate data, and study also the interactions among respondents taken place in the 

group. This will be analyzed further on the paragraph “Limitations in data collection”. 

 

5.2 Sampling 
 
5.2.1 Sampling process 
 
In order to collect data and obtaining findings relevant for our research questions and 

objects, we needed to select a sample. Occasionally in research it is possible to gather 

and analyze data from all the possible cases and in this case the group is called census 

(Saunders et al., 2009).  For the scope of our research, it has been not feasible to collect 

all the potential data accessible to us, as we were restricted in time and resources. This 

is the reason why sampling techniques revealed to be particularly helpful, enabling to 

scale down the amount of data. In sampling, the full set of cases from which the samples 

are selected is called population (Saunders et al., 2009).  

Moreover, the sample selected is associated to the population which is displayed in the 

research questions and objectives (Jani, 2014). For our research the sample selection 

has been based on the premises that, as we were conducting a research on co-creation 

on Instagram, active users of this platforms were most likely to be able to offer insights 

from which we could build our analysis. Anyway, the population of active users has been 

still too broad to select the samples, so we had to define a subset of population, the target 

population. This concept indicates the actual target of the research inquiry (Kervin, 1999).  
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Fig. 9, Source: Saunders et al., (2009:275) 

 

 

Therefore, the target population has been females active on Instagram, aged between 18 

to 25 with an average or high interest in fashion. We decided to restrict our samples only 

to female users because our study aims to study consequences of co creation on brand 

authenticity also related to female empowerment. In this sense, more authentic results on 

female empowerment combined to brand co-creation and brands authenticity can be 

obtained. 

In the following paragraphs we will dig into sampling techniques used for the scope of the 

research, including also the choice of sample sizes.  

 
5.2.2 Samples techniques  
 
Social science literature deeply focuses on the choice of sample size and process for 

qualitative interviews (Bryman, 2012). 

Sampling techniques can be divided into two types: probability/representative sampling 

and non-probability sampling. Probability sampling is more frequently used for survey 

research strategies (Jani, 2014). Differently, “non-probability sampling provides a range 

of alternative techniques to select samples, the majority of which include an element of 

subjective judgment” (Saunders et al., 2009: 295).  
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Non-probability samples reveal to be more suitable and practical for our research. Indeed, 

to answer to our research question and reach our objectives, we needed to focus on a 

selected number of samples, chosen for a particular purpose that will be illustrated further 

on in this paragraph.  

 

First of all, it has been deemed important to choose the sample size. Regarding qualitative 

interviews, the sample size depends on the results that researchers expect to find out 

taking into account their credibility and also available resources (Patton, 2002). Moreover, 

it is recommended to conduct interviews until data saturation is reached, “until the 

additional data collected provide little, if any, new information or suggest new themes” 

(Saunders et al., 2009:297). At the end, we conducted 22 semi-structured interviews. 

As expressed by Guest et al. (2006), when a research aims to understand commonalities 

within an homogeneous group 12 in-depth interviews are considered the minimum 

number to gain relevant knowledge. As we were not able to triangulate the data with other 

valuable qualitative methods such as focus group, we considered appropriate to increase 

the number of interviewees so as to ensure the validity of our findings, allowing us to 

provide a saturation level of information about the targeted research topic (Trotter, 2012). 

Therefore, we believe that the number of 22 provided an in-depth investigation of the topic 

object of research, in a valid, reliable and culturally generalizable way (Romney et al., 

1986).  

 

In relation to sample techniques, we adopted different techniques in conjunction. At first, 

we started with self-selection sampling. Self-selection sampling is part of volunteer 

techniques in which researchers allow each case to voluntarily take part in the study 

(Saunders et al., 2009). We published a story on Instagram expressing our need for 

cases, specifying female aged between 18-25 and we briefly described the aim of our 

thesis.  In this manner we were already able to select participants active on Instagram 

and interested in the topic. A high number of individuals expressed an interest towards 

the research, so we needed to scale down the sample number even further. To do so we 

used other sampling techniques. 
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Judgmental sampling has been used to select particularly informative cases (Neumann, 

2005). For instance, among the group of people interested, we privileged the ones that 

had a particular inclination towards fashion or had a background within influencer 

marketing or were deeply concerned about female empowerment. This allowed us to 

develop a more in-depth study.  

Simultaneously, we aimed to apply homogeneous sampling, using our judgement to 

choose participants with similar backgrounds and characteristics (Saunders et al., 2009). 

Indeed, all our respondents were females pursuing a university degree or recently 

graduated. This sample techniques have allowed us to gain a greater understanding and 

explore those characteristics in a greater depth (Yani, 2014).  

 

5.2.3 Final Sample 
 
In regards of the country of origins, the authors have been able to provide the participation 

of 6 different nationalities: Italian (16), Danish (2), Swedish (1), American (1), Bulgarian 

(1) and Icelandic (1). According to cultural background, authors selected cases from 

different bachelor or master studies.   

According to respondents, they showed different behaviors according to interest in 

fashion, engagement in social media and concern about female empowerment. We 

decided to rate those behaviors in a scale: high, average, low.  

More in detail, 10 respondents showed a high interest in fashion whereas the remaining 

12 manifested an average interest. According to engagement in social media, 14 showed 

a high engagement and the remaining 8 expressed an average engagement. Finally, 

according to female empowerment 15 respondent expressed a high concern, 5 average 

and 2 low concern. The reason why the authors reported those numbers is not for 

quantitative purposes, but to highlight the different attitudes of our respondents.  

Indeed, the variety of attitudes in regards of the above-mentioned themes is particularly 

relevant in the discussion of empirical findings because it will bring to a more complete 

analysis. Considering what expressed on the previous paragraphs on sampling 

techniques, the researchers evaluate the final sample as characterized by variety and 

consistency regarding validity and representativeness of selected cases.  
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Table 1, Final Sample (source own illustration) 
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Table 2, Final Sample (source own illustration) 
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5.3 Limitations in data collection  
 
As expressed in the previous paragraphs due to social distancing imposed by Danish 

Authorities to face Covid-19, we were not able to hold in person interviews. We held 22 

online interviews using platforms such as Zoom, Skype and Facetime. We believe that 

this has somehow influenced the interview process. 

We had issues especially in the second part of the interview, where respondents were 

asked to visit brand pages on Instagram. Some of them experienced difficulties in finding 

those brands, due to an incorrect spelling, and also in answering specific questions. In a 

normal interview we would have showed them the brand pages and directly indicated the 

most relevant posts to answer each question. Moreover, some respondents were using 

their mobile phone for the interview and when we asked them to open Instagram, they 

had to switch device and use their laptop to continue the interview. Anyway, we also 

believe that these mentioned situations did not impact our findings. They have just slowed 

down the interview process, making it longer, as respondents needed more time to find 

relevant content and reply. Indeed, respondents needed time to look for specific content 

in order to answer to questions related to co-creation, brand authenticity and female 

empowerment.  

An element that we believe had somehow an influence in the interview results and is 

important to stress out is in this section is the lack of personal contact. Indeed, qualitative 

interview are characterized by a closer connection between interviewer and respondent 

which contributes to build more trust (Zaltman and Moorman, 1988).  

 
5.3.1 Data quality issues  
 
When conducting a qualitative research there could be also issues which could affect 

data quality. First of all, the absence of standardized form for semi-structured, in depth 

interview can affect its reliability and dependability (Leung, 2015).  
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This can be caused by three different bias: 

• interviewer bias, in which the interviewer influences the respondent from his tone, 

the way he comments and also other non-verbal behaviors. The value of data can 

be limited because the interviewer’s point of view can influence respondent’s 

answer, or the respondent can feel judged when answering to specific questions 

(Salazar, 1990).  

• interviewee or response bias caused by respondent’s impressions about the 

interviewer or also respondent’s attitude to answer to specific questions. For 

instance, the respondent could not be confident to talk about particular topics 

which could intrude sensitive information. This can result in the interviewee 

providing partial information which could affect the data quality (Saunders et al., 

2009).  

• participation bias derived from the nature of individuals participating at the 

interview. For instance, an interview which takes a long time could influence 

respondent’s attitude to answer, providing hurried questions (Saunders et al., 

2009).  

 

Another relevant problem often experienced in qualitative research which needs to be 

taken into consideration is the generalizability and transferability of data. Those terms 

involve to what extent the findings of the research can be applied in other context and 

frameworks (Saunders et al., 2009). This can be sustained by the fact that compared to 

quantitative research, qualitative research studies are based on a smaller set of samples. 

Anyway, this does not mean that qualitative studies are less reliable than quantitative 

ones. Indeed, qualitative studies give a detailed explanation of phenomena based on 

participant’s knowledge and experience (Saunders et al., 2009). Those insights can be 

particularly relevant to develop valuable theory rather than statistical generalization 

(Saunders et al., 2009).  

 

Additionally, cultural differences could generate some issues between the interviewer and 

interviewee. For instance, Gobo (2011) argues that research interviews, as generated by 

“individualistic societies”, do not take into account different cultural backgrounds. In this 
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sense, cultural disparities may influence respondent willingness to manifest their ideas 

and also interviewer interpretations of respondent’s answers (Gobo, 2011).   

The last problem which could arise when conducting a qualitative research is concerning 

the validity and credibility of data. It involves whether the researcher has been able to 

access to respondents’ knowledge and experiences, interpreting those with the same 

meanings given by the respondents (Saunders et al., 2009).   

 

6. Data analysis  
 
In the following section the authors will describe the methodology that has been used to 

carry out the analysis of the data gathered from the 22 semi-structured interviews. The 

authors use a Grounded Theory approach to data analysis, following defined procedures 

to analyze data previously gathered. In the following paragraph, the authors will first 

define Grounded Theory and then will describe the process undertaken for the analysis 

of data. 

 

6.1 Grounded Theory 
 
Grounded theory is defined as “a methodology which involves a systematic process of 

gathering and analyzing a finite set of data to evolve a theory based upon the data” 

(Knight & Ruddock, 2008:86). The word grounded is used to indicate that theory is derived 

from data and not from presupposed concepts, thus enabling a major control and 

recognition of situations (Glaser and Strauss, 1967). In this sense, the theory grants an 

explication of phenomena rather than just an ensemble of empirical findings (Strauss and 

Corbin, 1998).   

According to Coffey and Atkinson (1996), theorizing concerns the recognition of recurrent 

patterns and relationships. Grounded theory can be extremely helpful because it allows 

to deepen the existent knowledge through the development of new theories (Heath and 

Cowley, 2004). Moreover, as expressed by Denzin and Lincoln (2000), grounded theory 

varies from other methodologies because it implies a development of theory.  
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Although it has been clearly demonstrated its validity, grounded theory can have some 

limitations. For instance, as claimed by Strauss and Corbin (1998) it is difficult for 

researchers to be completely independent from bias, thus distinct interpretations of theory 

might arise dependent on the subject conducting the study.  Furthermore, prior knowledge 

on the topic matter of research could to some extent alter the analysis (Edwards et al., 

2002).  

 

As argued by Saunders et al., (2009) Grounded Theory is associated with a number of 

procedures and steps which guide the researcher to collect and analyze the data. 

Anyway, the exact nature of procedures differs between sources which describe 

Grounded Theory Method (ibid). For instance, the Grounded Theory Method described 

by Strauss and Corbin (1998) is more structured and three different cycles of coding are 

individuated: open coding, axial coding and selective coding. On the contrary, a more 

flexible approach to Grounded Theory Method is presented by Charmaz (2006) and it 

involves two phases of coding: initial coding and focused coding (Charmaz, 2006). This 

latter will be the method that the authors have followed for the analysis and coding of 

data. In the following paragraphs the authors will describe how the two cycles of coding 

have been carried out.   

 
6.2 Data Collection and Analysis 
 
So, in order to make sense of the data which have been gathered, it has been deemed 

important to perform a data analysis. Interview transcriptions allowed us to develop 

familiarity with relevant data for our research. Indeed, familiarization with data is really 

important and involves a process of immersion which continues throughout the research 

(Saunders et al., 2009).   

After the transcription of all 22 interviews, data analysis has started. For the aim of this 

research we conducted two cycles of coding, following the Grounded Theory Method 

outlined by Charmaz (2007). 

Coding is a process which “involves labelling each unit of data within a data item with a 

code that symbolizes or summarizes that extract’s meaning” (Saunders et al., 2009:580). 
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Coding is particularly relevant for qualitative research as the data sets are most frequently 

extensive and with an intricate content. For instance, a qualitative dataset combines 

different idea, behaviors, beliefs and relationships (Saunders et al., 2009). Coding is 

effective in managing, rearranging and retrieving data under relevant codes. A code is a 

“single word or short phrase, which can also be abbreviate in use” (Saunders et al., 

2009:580). Moreover, a coded extract of data is also known as unit of data. A unit of data 

can be an ensemble of words, sentences, paragraphs which is summed up by a particular 

code (Saunders et al., 2009). Therefore, coding allows to associate units of data which 

cover the same topics and then compare them.  

 
6.2.1 First cycle of coding: Initial Coding 
 
Initial coding has been processed individuating relevant part of text in each interview. We 

did this reading every interview several times so as to familiarize with the data gathered 

throughout the interviews. Then important conceptual units have been identified and been 

given a label (Saunders et al., 2009). We coded the data units with the appropriate labels 

in the margin of the transcripts. According to our research and sub research questions, 

we identified relevant topics with analogous or different opinions among respondents 

which could help us in the second part of analysis. Moreover, the transcribed interviews 

have been coded without pre-established categories following a Grounded Method 

approach to Theory.  This first cycle of analysis has therefore taken an inductive 

approach, as categories were emerging directly from the text (Emerson et al, 2011). With 

this first cycle of analysis our intention was to develop theories and themes directly from 

the data.  

 
6.2.2 Second cycle of coding: Focused coding 
 
Following the framework outlined by Charmaz (2006), the second cycle of coding which 

has been undertaken for the analysis of the data is the focused coding. Focused coding 

requires a choice of which initial codes from the first cycle will be used further to advance 

the explanatory focus (Saunders et al., 2009). The authors re-coded data from different 

initial codes in a narrow number of focused codes.   
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To conduct this second cycle of coding the authors decided to use Nvivo as qualitative 

data analysis software. Indeed, as expressed by Bazeley and Jackson (2013), a 

qualitative data analysis software can assist the researcher in a better knowledge of the 

data previously gathered, improving the accuracy of qualitative researches. The use of 

the software NVivo has provided a useful assistance with the organization and 

management of field data.  

In the following lines the authors will briefly explain how the process of coding has been 

undertaken on this program. First of all, we have uploaded all the interviews transcripts 

in the software. Then according to grounded theory principles, relevant parts of the 

analyzed transcripts were coded and assigned to nodes. A node is a collection of specific 

codes which belong to the same category (Hutchison, Johnston, & Breckon, 2011). The 

first cycle of coding allowed us to be more familiar with the data as relevant and recurrent 

themes have been already individuated and coded in initial codes.  

NVivo has been particularly helpful because has contributed to make simpler and easier 

the process of reorganizing coding and nodes structure. At the end of the process after 

re-coding all the material, four main nodes were individuated and were: Instagram, Co-

creation, Female empowerment and Authenticity. According to the theory of Charmaz 

(2006) these 4 nodes are the focused codes which are suitable to develop an explanatory 

focus and will provide a framework for the theorization of our results.  

 

 Figure 10 (Source own illustration) 
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7. Results  
 
This section is entirely dedicated to presenting the results of the interviews we held. 

Ultimately, the goal is to answer to the research question: 

 

“How does co-creation with customers and female empowerment on 
social media lead to an increase in brand authenticity?” 

 

and the relevant sub-questions. These latter are essential questions, as answering them 

brings to the final answer. In fact, the authors will first analyze four categories that came 

out from the coding process and that also refer to the sub-research questions. In the 

second phase of the coding four nodes were identified and, through the aid of the software 

NVivo, respondents’ answers were fitting into the nodes and were thus reported in a clear 

way.  

The first node is about the social media platform Instagram. The authors will evaluate, 

based on the respondents’ answers, whether Instagram is perceived as an interactive 

and engaging platform.  

The second node relates to consumer co-creation, a very important topic in this research. 

The interviewees were asked about different co-creation tools, as directs messages 

(DMs), comments to posts, polls, boxes and so on. Given their different reactions, the 

authors will discuss what are the most effective tools for co-creation in a social media 

context. Moreover, the three case studies will be extremely important in the co-creation 

analysis.  

The third node refers to the female empowerment cultural issue, which has been 

questioned in both open-ended general questions and in the in-depth case studies 

questions.  

Lastly, the fourth node is brand authenticity. This element is present in all the other 

categories as well. In fact, at the end of this section there will be a convergence of all the 

four nodes into the final results which will bring to an answer of the research question. 

Indeed, brand authenticity is questioned from the beginning until the end of the interview, 
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from the questions related to authenticity on Instagram until authenticity in the three 

brands presented.  

 

7.1  Evaluation of Instagram  
 

All of the 22 respondents declare to use Instagram on a daily basis. They are all active 

users and consume different contents, as lifestyle, health related content, travel, fashion, 

beauty, food, news and politics. Some of them like to follow inspirational pages, music 

and animal pages.  

 

Regarding the fashion industry, some claim that they follow high end market brands, like 

Gucci, while others follow small and independent shops because they are interested in 

the clothes and in the story behind the brand. Among several reasons to follow fashion 

brands on Instagram, we found out that inspiration is the most common one. For example 

respondent 2, when she was asked The reasons why she was following fashion brands 

on Instagram, she replied:  

 

The authors aim at understanding whether social media and Instagram in particular foster 

a connection between consumers and brands. The interviews show that, out of 22 

interviewees, very few did not feel emotionally connected to the brands they follow on 

Instagram. As an example, the authors asked “Do you feel a closer connection with the 

brands you follow on Instagram?” and this was what the third interviewee replied:  

 

“Because I like their content and I get inspired by them, I also discover 
new things and maybe then I purchase them after.” (Respondent 2). 
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Interviewees generally think that Instagram is a good and effective marketing tool, able 

to gather data about its users and track their preferences. As we mentioned in the 

theoretical background, Instagram is a powerful platform, used especially among the 

Millennials and Generation Z . Our interviewees belong to these two generations.  

 

For example, this is expressed by respondent 1:  

 

Another interesting point of view comes from the 18th interviewee.  

 

 

 

 

 

 

“Yes because I can have a better overview of products. If I have 
previously seen some clothes online and on Instagram I check how 

clothes fit together and there is an emotional connection with the brand 
on Instagram. I always check first on Instagram and then in the store.” 
The researchers found similar answers from other respondents as well. 
Interestingly, some of them mentioned the fact that they feel connected 

when the content looks less edited, more raw (Interviewee 5). 

“Right now all brands should be active on Instagram, because right now 

people are using Instagram more than Facebook for example. Also with 

Instagram stories people can see how products fit and brands can really 

use it for launches and so on. I think it can be a really good strategy to 

market a brand on Instagram.” (Respondent 1).  
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The respondent states that:  

Other reasons to follow a brand on Instagram are: to be updated on the new collections 

and products, to see the fittings’ backstage and catwalks and because the content is 

interesting. The authors wondered whether following a brand generated a feeling of 

connection from the consumer perspective.  

To the question “Do you feel a closer connection by following to the brands you follow on 

Instagram?” the 19th respondent replied:  

 
Many respondents claim that they started to follow brands because influencers were 

sponsoring them. For example, the 17th interviewee mentions that she started to follow 

Dior after seeing Chiara Ferragni’s wedding on Instagram (Respondent 17). On the other 

“Instagram is good for segments such as young people because it 
allows them to be constantly updated, for instance about fashion brands 
with new clothes or new trends. I think it's quite useful to reach out the 
“young people” segment of population, also in a creative way because 
Instagram really changed the way brands approach people because 
they might create stories, videos and new media content, which is 

different from the classic advertisements we find on magazines, which 
is more static. On Instagram, anyone uses different mediums such as 
videos and IGTV, and it is more dynamic and creative.” (Respondent 

18). 

“Yes, because I think that your identity, online identity,  is also related to 

the things you're following. So I follow pages in line with my interests 

and sometimes I see pages that friends I trust are also following. Then I 

am more inclined to follow that page. Then the brands’ content I follow 

is what I see everyday and somehow this content comes into my head 

and somehow it sticks in it. Therefore, it is important to choose well 

what to follow.” (Respondent 19). 
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hand, the 20th respondent clarifies the relationship between brands and influencers by 

saying: 

 

 
This point is fundamental in our research because we mentioned how important the role 

of influencers is. The fact that all the respondents follow influencers generate some 

relevant results, which are coherent with the literature review. It is interesting to note how 

influencers are able to drive attention to the brand pages and create engaging content 

that users generally like to watch. Most of the respondents prefer to follow influencers 

rather the brands that they represent because of the human connection with them and 

their life. In fact, taking the words of the fifth respondent, who when she got asked “Did 

you find the content more appealing than the influencer herself?” replied  

 

 

“I think influencers are great tools for brands. I am a bit biased here 

because I do work with influencer marketing. I definitely think that 

influencers can create these stories, which are very strong and their 

storytelling works. Because their followers want to hear what they have 

to say. And they are able to establish a relationship of trust with both 

the brands they collaborate with and their audience. They also 

acknowledge that brand that they are promoting.” (Respondent 20). 

“I actually prefer the influencer, as I think there is a hidden story and a 

life behind it. So I think that content to me is more appealing than the 

brand itself. It is a person talking to an audience rather than a 

company.” (Respondent 5). 
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Respondents seem overall engaged by the influencers’ content; some look at it as they 

watch TV, for entertainment, others because they like the way communication is 

established on Instagram and others again because they are inspired by the influencers’ 

lifestyle. As an example, the third interviewee pointed out that: 

 

 

In this sentence the element of authenticity is dominant. We will cover this topic shortly. 

Another interesting point is brought by the second respondent.  

She was asked:   

“Did you find the content more appealing than the influencer herself?” and her answer 

was:  

 

 

The brand content is seen as much more edited than the influencers, as their content is 

seen as not only advertisements, but also casual pictures from their everyday life.  

 

“When I was younger I followed so many influencers, while now I follow 
only few of them and I selected only the ones that I consider authentic, 

more realistic and not built-up. I do not like what I consider too 
superficial and unrealistic. I prioritize authenticity. I am engaged by their 
content because it’s not only about fashion, but they literally show their 

lives.”(Respondent 3). 

“I follow the influencer first and then the brand because the influencer 
creates an interest in the brand. The influencer content is more 

interesting because there is a life behind a simple Instagram profile. But 
to have a better overview of the product then I visit the official brand 

page to see all products.”(Respondent 2).  
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The authors also raised another important point during the interviews; whether it is 

considered essential that influencers look credible and authentic when they are sharing 

some content with their audience. All 22 respondents thought that it is absolutely 

important that the content they are exposed to looks authentic. Many of them mentioned 

the fact that they do not like to see the same products sponsored over and over again by 

the same influencers, as they have the perception that both the influencers, who appear 

repetitive, and the related products are low quality.  

Taking the words of Respondent 13: 

 

 

In the last section of the results we will analyze deeply brand authenticity, concerning the 

case studies, and whether Instagram as a platform is considered authentic or not.  

 

Furthermore, the brand community aspect was investigated in the interviews. Few 

respondents feel part of a brand community after purchasing something, mostly because 

they generally feel attached only to brands they have been knowing for many years and 

there is already an established connection. For example, some respondents mentioned 

the fact that they are a Nike fan and that they are currently using the Nike training app, 

which can be considered a sort of brand community, as there is an open discussion about 

fitness and Nike products. Others argue that they need to buy more than one product to 

feel part of a brand community, but if they are loyal to the brand then they definitely feel 

part of a brand community on Instagram. As the respondent 9 says:  

“I think it it's very important because I would never buy something that 
to me seems like fake. I would just like skip that story, because I think 

it’s so boring. It's something repetitive that I have already seen like 200 
times. While, if they are good at integrating the product in an interesting 

and interactive way, as when they tell why they like the product and 
how to use it, then It's effective “(Respondent 13). 
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Another interesting perspective comes from respondent 4. She states:  

 
7.2 Consumer co-creation  
 
The authors, in order to find an answer to the aforementioned research question, digged 

into different co-creation tools. These are: comments to posts, comments to Instagram 

stories, direct messages (DMs), polls, boxes, quizzes, retagging, contests and 

giveaways. In this section all of these will be evaluated. In the co-creation process two 

other elements were deemed to play a role. These are the level of engagement and the 

brand communities. The case studies will be assessed in this stage.  

The authors believe that the most effective tools are retagging, polls and boxes. Contests, 

giveaways and quizzes are also good means to generate interest and engagement with 

the brand. In general, people do not feel like sending private messages to either the brand 

or the influencers. In fact, most of the respondents state that they never commented an 

Instagram story of a brand, sent a private DM or commented a post. Those who did 

mention that the main reason was to ask a specific question regarding a product, as the 

size or colour. For example, respondent 19 claims:  

“I do feel part of a brand community if it is a brand I have been 
purchasing for 10 years. If I had 10 Furla bags, for example, then yes I 

would feel part of a community” (Respondent 9). 

“It depends on the product, but I would say yes, I do feel generally feel 
part of a brand community. Especially with jewelry and skincare I am 
part of a brand community. If I think about fashion, then depends on 

how many items I bought and then depends on what I buy and how big 
the brand it is. So if I buy something for a special occasion then I feel 

part of the community.” 
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Some of them are more inclined to engage with influencers, as there is definitely a greater 

personal connection. In fact, showing their life makes people more curious to know more 

about them and ask something. Some respondents prefer to engage with those 

influencers that really seem to care about their audience and always answer to either 

comments or DMs. They argue that those influencers are typically the ones with a smaller 

audience, who are therefore able to give more attention to each single follower. In fact, 

the 12th respondent, when asked 

 “Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion?” she replied:  

 

 

Respondent 3 to the question “Have you ever suggested anything to an influencer?” 

replied:  

“I really like when brands are active in answering the feedbacks. For 
example, when they ask if people liked a specific product and then the 
brand replies to all these comments. I like it because it makes me feel 

like I can talk with them and I can get like an explanation.” (Respondent 
19). 

“I usually do not write to anyone on Instagram, I would reply to polls and 
quizzes though. I would not send a DM to big influencers or brands 
because I would not know what to tell, but I might do it with a small 

influencer, if I know that she replies.” (Respondent 12). 

“Yes, actually yes. Only to the ones that reply to me. Otherwise there is 
no point.” (Respondent 3). 
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Respondent 22 argues:  

 

 

For what concerns giveaways and contests, these are shown to have a good impact on 

the Instagram audience. Some respondents mention the fact that they started to follow 

some brands because they saw a giveaway or contest on Instagram. Taking the 19th 

respondent words: 

 

 

 

Another interesting point of view comes from respondent 8. To the question  

“Did you start following a brand that they were sponsoring?” she answered:  

“Yes, I comment sometimes influencers’ stories or posts. Especially 
when they post really cute things, then it's supernatural for me to put 
hearts or when brand posts are so engaging then it feels so natural to 

comment. I do it when it is catchy content.” (Respondent 22). 

“I think there are different motives to follow a brand. I started following 
some brands because there was a competition on influencer’s profile 

like “ if you follow me and you follow this brand then you can win 
something”. For example I saw that Ganni the other day posted this 

competition where you can win a gift certificate valued 1500 dollars if 
you participate showing an art piece. I thought was really a nice idea.” 

(Respondent 19). 
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When the interviewers asked questions about polls and boxes, almost all of the 

respondents had positive opinions. They engage with both of them because they find 

them easy and quick tools, especially compared to sending a DM. They are interested in 

looking at the poll’s voting results and check out what other people think. Some polls are 

funny, while others are more product-oriented. In both cases, brands and influencers can 

definitely take advantage over this simple tool. With regards to the Instagram box tool, it 

is easy to implement and leads to a greater co-creation value. This is due to the fact that 

boxes collect plenty of answers concerning different topics (Mikayla Wyman, 2019). For 

example, a brand can ask ideas about what people would like to see on the brand feed. 

Many influencers engage with their audience with boxes in order to collect some 

questions regarding a topic. And it seems that respondents like this tool, especially when 

they need to ask questions regarding specific products or a topic of their interest. They 

also mention that they feel like the chances of being read are higher with boxes compared 

to DMs (Respondents 8 and 4).  

 

With what concerns quizzes, they are great tools to increase the engagement with the 

followers (Mikayla Wyman, 2019). And, in fact, all respondents said that they like quizzes, 

especially when they say them on the Nastygal page. They consider them to be funny, 

engaging and related to tv series that are well known. As an example, the 12th interviewee 

shared her opinion about Nasty Gal page. She states:  

“Yes, but mostly for giveaways, when you can win some items. I never 
started following a brand because they were actively promoting it on a 

post.” (Respondent 8). 

https://www.wordstream.com/node/3980
https://www.wordstream.com/node/3980
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The last tool we are going to discuss is retagging and reposting. This is a great form of 

co-creation, as the content is sent from consumers directly to the brand or the influencer 

representing this brand and it is subsequently reposted on their relative pages. Retagging 

refers to the fact that the brand or the influencer re-tags in posts or stories the consumer 

who in the first place creates the content. The researchers tried to understand whether 

this tool had an impact on consumers or not. The majority of respondents never tagged 

a brand and therefore were never reposted. Few of them, though, posted some content 

related to some brands they are loyal to and were retagged by them. As the respondent 

6 and 12 state: 

 

“I see quizzes and they look very engaging. There are also contests 
and videos on how to dress up and influencers explain how to match 
clothes. I like it and looks very engaging. And I see a lot of diversity in 

terms of content” (Respondent 12). 

“It happened sometimes to be reposted, especially by small brands or 
pages. They liked me and reposted me. I feel amazing and really glad 

about it. “ (Respondent 6). 

“I was reposted and I think it is such a nice feeling because I felt 
considered by the brand, because there is an influencer behind it and it 
felt great. I think it gives more credibility to the brand because it seems 
like they care about people and gives them a voice. Also other people 
seeing the story re-posted by the brand can see my profile and then I 
think we all get connected. I think it gives good values” (Respondent 

13). 
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To sum up the results, out of 22 respondents, the majority does not feel like 

communicating in a direct way with brands. Some clearly say that they never reached out 

neither brands or influencers, unless they needed clarification on some products. Others, 

on the other hand, are genuinely curious about some content and feel comfortable in 

interacting with those Instagram pages. Moreover, the interviewees were questioned also 

on the 3 brands aforementioned.  The researchers noticed a clear relationship between 

the level of engagement and the willingness to interact openly with the brand page. It 

turned out that Nasty Gal is able to generate the most interest among the respondents 

and, as a consequence, many answers related to the co-creation category are positive. 

Respondents mention the fact that if a brand is able to communicate really well with the 

audience then they are more inclined to comment posts, send DMs and so on. And this 

concept applies to Nasty Gal more than the other two brands.  

 

Respondents argue that Nasty Gal Instagram page has a funny and catchy content, it is 

easy to follow and generates great engagement. Posts are not strictly related to fashion 

and the core business, but are inspired by movies, memes and books. This element of 

pop culture is appreciated by the majority of the respondents. Quizzes concerning typical 

feminine TV series stand out and generate interest. Nasty Gal giveaways are effective in 

generating buzz. There are polls with clothing pieces. Respondents noted all these 

elements and felt like Nasty Gal community managers are open at replying to comments 

and DMs. Therefore, they feel comfortable in giving a feedback to the brand, thus 

generating value co-creation.  

Some examples are extracted from the interviews. The 9th respondent has been asked:  

“Would you feel comfortable to interact with the brand, giving a feedback or 

communicating your opinion?” and this was her reply:  

“I would do it for some pictures, I would repost them in my story, 
because I love these posts. I am actually going to follow Nasty Gal now. 

I do not know if I would comment a story, but maybe if I buy some 
pieces of clothing then I would shoot them a DM.” (Respondent 9). 
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Another question which generate interesting results was: “Scrolling at the stories (also in 

evidence) do you feel the brand is engaging the user in being part of the brand?”.  

This was how the 12 respondent answered:  

 

To this same question there is a different perspective given by the 14th respondent. She 

states:  

 

 

On the other side, La Semaine Paris is also appreciated for its content. Its page is also 

considered engaging, as there are live classes, interesting stories and posts. 

Respondents noticed that the page is doing a great job in involving women in this 

particular time, by suggesting how they can take care of their body and mind. For 

instance, La Semaine Paris organizes cooking classes, yoga sessions, book clubs and 

so on. This is definitely appreciated by our interviewees, though they seem less inclined 

to communicate with the brand compared to Nasty Gal. This is also due to the fact that 

the page is perceived as less open to communicate, also considering the different type of 

content. Respondents perceive the brand to be able to connect with the audience and 

create a community around these live classes. Few of them would actually comment or 

send a DM to the brand.  

“Yes they do a great job, like working from home posts, quizzes, books 
and movies. So Nasty Gal does a very good job in making me feel 

connected to the brand through their Instagram page.” (Respondent 
12). 

“I see in the stories that users are tagged and there's a lot of reposting 
from the users. So I think the brand gives the possibility for users to be 
engaged and to be empowered somehow and to be listened to. It give 

space to the users. I really like it.” (Respondent 14). 
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Taking some examples, when answering to the following question:  

“Scrolling at the stories (also in evidence) do you feel the brand is engaging the user in 

being part of the brand?” 

The 4th respondent answer was:  

 

Adding to this, respondent 18 mentions that:  

 

On contrary, the 14th respondent disagrees with this opinion. To the exact same question 

she replied: 

 

 

“ Yes, actually they are doing a lot, they repost a lot of stories from girls 
wearing the brand and they organize cooking classes. They also 
explain some products, they show photoshoots.” (Respondent 4). 

“La Semaine is doing a great job, especially in these times they have all 
these cooking classes and meditation classes and they It was also a 

beautiful tutorial with Gabrielle. I think the fact that they have this 
persona, who started the brand and who is very involved really shows 
that there is a brand representative who can directly communicate with 

the followers.” (Respondent 18). 

“No. To me this brand shows mainly Gabrielle and I feel like the user 
has to be this exclusive person, very high-end person. And no, I don't 

think it engages that much, as the first thing I notice here in the stories, 
there is no mention from users and also in the stories in evidence they 

do not retag users. So I think it doesn't engage them much.” 
(Respondent 14). 
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Regarding Olivia Palermo Collection, respondents generally do not perceive the brand as 

being able to create a community and generate a high level of engagement, compared to 

the other two brands. They think Olivia Palermo’s posts look very polished and edited, 

her stories lack from interaction and her Instagram profile does not look engaging. Even 

though she created an online community, her Instagram page does not reach the goal of 

creating a feeling of community for the users. The respondents who claim to know her, 

follow her only for inspiration about how to style clothes. They definitely like the quality of 

images and her looks, but the majority of respondents do not feel comfortable in sending 

a text or commenting her posts. Moreover, looking at her Instagram stories, respondents 

do not perceive that much engagement.  

For instance, respondent 12 expresses:  

 

 

From this statement it is clear that whenever there is less user involvement and 

engagement also the willingness to co-create is lower. In fact, most respondents state 

that they would not text the brand for suggestions or feedbacks. Another interesting point 

of view has been stressed out by respondent 15.  

She claims that  

“It is less engaging than the previous one, there are no lives, quizzes 
and so on so less engaging, less of a community. I would not feel like 

commenting or sending a DM for sure.” (Respondent 12). 

“I feel like this page looks like a magazine, I do not see that much 
engagement. I think Olivia, compared to the other two brands, is not 

really creating a shared experience with the customer. I do not see any 
yoga classes, lives or quizzes as in the other two pages. Olivia Palermo 

could definitely communicate more with her audience. But I love her 
style, though.” (Respondent 15). 
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From the above mentioned case studies, the authors infer some interesting results. First 

of all, an higher level of engagement generates a higher value co-creation, in terms of 

amounts of comments, replies to polls, quizzes and so on. The second important 

conclusion is related to the role of brand communities. If a brand is able to include its 

customers in a shared experience online, particularly on Instagram, then there will be 

value co-creation opportunities.  

 

7.3 Respondents’ perception of female empowerment  
 
The researchers found a research gap in the literature concerning the female 

empowerment topic. That is why they deemed relevant to make multiple case studies on 

brands that talk about this issue. In this section the focus will be on understanding whether 

a feminist message has an impact over consumers’ behavior towards the brands taken 

into consideration. In the interviews there are two types of questions. One aims at 

understanding whether the interviewees are concerned about this topic and if they are 

more attracted to a brand promoting positive values for women. The second type is more 

specific and related to the three brands. Each brand has its own way to widespread a 

feminist message and shows a different image of women on their Instagram feed. The 

way these ideals are communicated has definitely an impact over brand authenticity as 

well as value co-creation.  

 

First, all respondents show an interest in the female empowerment issue that varies from 

mild to strong. They are all aware of the various movements that historically tried to 

change the women conditions. Some of them mention that their workplace gave them the 

opportunity to have a closer look at it, by giving the chance to female employees to talk 

about it in a sort of private space. Others became more aware of the issue when they 

moved to another country, as Denmark and the UK. The fact that many brands bring up 

this topic generated some discussion. There are definitely very different opinions, ranging 

from those who think that some brands are delivering a wrong message, to others who 

support  brands that wide spreading positive values for women. Overall, the fashion 
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industry in particular is deemed to have a role in shaping a certain image of women. The 

researchers asked the following question:  

“Do you feel more attracted to a brand if it sends a message of strong and independent 

women? “. 

Respondent 17 opinion on this is:  

 

 

Adding to this, respondent 1 shared an interesting point of view. The relevant question 

was:  

“Do you think fashion could make the difference in conveying the message of a strong 

and independent women?”. 

Her reply was: 

 

The next question she was asked was:  

“And what about Instagram? It is also a good tool to spread this message?”. 

To which she replied:  

“Yes, because I think that, as I said before, I am more attracted by 
brands that have a universe behind. So not just the community but also 

a strong message, something different from the others. So if there is 
some content behind I am attracted to a brand. Nowadays there are so 
many products and so many things are very similar to each other. So 
you need to choose somehow and a way of differentiating yourself. 
Then when you are buying I think you're also shaping your identity.” 

(Respondent 17). 

“I think so, because ,especially in the past, women were judged by their 
appearance and what they were wearing and by addressing this issue 

women can dress anything they want and can be considered equally as 
men. I think fashion is a great tool to empower women.” (Respondent 

1). 
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This last sentence is crucial in understanding the reason why the researchers decided to 

conduct this analysis in the first place. As emphasized in the literature review, fashion 

brands find great interest in Instagram as a marketing tool, able to establish a great 

communication and engagement with users, and the fact that they talk about female 

empowerment comes as consequence of this dialogue between brands and consumers.  

Following this discussion, the authors report the results from the specific questions on the 

multiple case studies.  

First, respondents were asked their opinion about the kind of images presented in the 

brands’ pages. The image of women portrayed by the brands are really different. La 

Semaine Paris has a very elegant, Parisienne and feminine look. Respondents believe 

that the images show a stereotype of perfect woman, skinny, tall, with perfect hair and 

make-up. Some of respondents like it, while others would like to see more variety in terms 

of types of bodies shown. It is clear to respondents that the target audience of the brand 

is quite narrow; women between 15 and 30 who like to dress up and go to high class 

social events.  

On the other hand, Olivia Palermo collection reflects the style and life of Olivia Palermo. 

It definitely targets working class women who have a taste of fashion. Respondents 

perceive this image of women as a classy, working woman walking around the streets of 

New York City. The target audience is estimated by respondents as women between 25 

and 50 who like to be elegant at work and in other social occasions. Respondents believe 

that even in this case the body types portrayed by the brand are skinny and tall, looking 

like models.  

Nasty Gal seems the only brand that achieved the goal of representing girls with all types 

of shapes and skin colours and respondents really appreciate this. The majority of the 

interviewees see these pictures as a more truthful representation of women. There are 

no rigid poses, all the Nasty Gal girls look like having fun and sharing tips for the 

”Yes, I think that female empowerment, fashion and Instagram can be 
really powerful together.” (Respondent 1). 
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Instagram community. The target audience in this case is 15-25 Millennials and 

Generation Z women from a variety of different countries, as USA, UK and Australia. The 

style of clothes is definitely more casual compared to the other two brands and gives the 

perception to respondents to be a more affordable brand.  

Female empowerment is shown with three different shades. We will now evaluate 

respondents’ perceptions of the brands’ messages concerning female empowerment.  

La Semaine Paris shares a variety of different content regarding feminism, from quotes 

such as “We get so worried about being “pretty”. let’s be pretty kind. Pretty funny. Pretty 

smart. Pretty strong” to the hashtag #LaSemainegirls and the motto “Stronger together”. 

Respondents believe that the message of female empowerment comes through this page 

as strong and powerful and it is hard not to notice. Taking the words of respondent 4, who 

was asked whether La Semaine Paris is clearly promoting female empowerment by its 

content on instagram, her opinion is  

 

Other interviewees believe that the messages are very clear, no one was not able to see 

that La Semaine is actively engaging the audience with a feminist content.  

Regarding Olivia Palermo collection, most of the respondents believe that it is not clear, 

not that evident that she is promoting feminism. The posts do not have any caption that 

makes you think about it. Some respondents see it, as they think that just pictures of 

working class women dressing up in a powerful way are showing the message that every 

woman can have a career and that is a way to empower women. Definitely Olivia Palermo 

does not underline the message with any caption, compared to the other two brands. 

Respondents believe that she looks very credible on her page, as she is showing herself 

as a powerful career woman inspiring other women to do the same. Taking the words of 

respondent 2,  

“Yes a lot. There are girls posing and having fun, the page looks very 
authentic and funny, ironic. I like the way it is promoting good values for 

women.” (Respondent 4). 
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On the contrary, respondent 15 has a different point of view. She states:  

 

In fact, some respondents think that the message does not come through in a direct and 

clear way as in La Semaine Paris. On the other side, analyzing the third brand, Nasty 

Gal, it turns out that female empowerment is definitely one of the central topics of 

discussion on the Instagram page. Respondents show a great interest in the type of 

content shared by the brand, as it is ironic, very realistic and relatable to the generations 

we interviewed. All of quotes from movies, books and TV shows are able to communicate 

feminist values in an effective way, without seeming outdated or boring. Pictures also 

show the most variety in terms of body types and skin colour of the models chosen.  

Respondent 14, in fact, mentions that:  

“I think she looks credible in spreading the message of female 
empowerment because she is showing that women can be really 

leaders and powerful and also in the posts she looks very empowered.” 
(Respondent 2). 

“I think this brand could do a bit better. I think there's not that much 
content related to it. It could be a bit more direct. I think it is promoting 

somehow how to be confident. But I think there could be promoting first 
of all diversity. Because I think that female empowerment is also 

accepting all types of women and I do not see that here in this page.” 
(Respondent 15). 
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Respondent 11 adds an interesting point to this discussion. She states: 

 

 

To sum up, respondents are generally attracted to fashion brands that convey positive 

messages for women. Integrating female empowerment issues into the communication 

strategy can definitely give an advantage to brands. The authors will discuss this topic in 

the following sections. Respondents’ opinions shed light on the fact that showing natural 

poses, quotes from movies, funny memes, empowering sentences, career women - just 

to mention few examples - generate interest and engagement in the community. There is 

clearly a tendency towards rejecting the stereotype of the skinny, tall and perfect women.  

 

7.4 Brand authenticity analysis  
 
We just analyzed three nodes underlining the interviews. The last node, related to the 

brand authenticity topic, is the most crucial in this paper. In fact, the three  nodes reply to 

“I see the message of female empowerment more clearly because 
there are more different kinds of body shapes. And there  are famous 

women, like Jennifer Aniston or Carrie Bradshaw. Also reposting a 
Freeda post is definitely a statement of feminism.” (Respondent 14). 

“I see a lot of engagement by posting not only brand clothes but also 
memes and pop culture posts from shows, movies and things that 

reflect their brand identity. They clearly communicate their values and 
they do brand positioning by posting Gossip Girl and other movies, 

targeting Millennials and people that grew up by watching this content. I 
see also that they have messages for female and I like it. It looks more 
diverse than La semaine paris. I see more diversity, many messages 

and the feminism in a clear way.” (Respondent 11). 
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the sub-research questions and then merge into the fourth node. There is a relationship 

between the four nodes, they are connected and authenticity is what is binding them all. 

There are elements of brand authenticity in the analysis of Instagram as well as in co-

creation and female empowerment discussions. At the same time, there are also links 

between Instagram and co-creation, co-creation and female empowerment and female 

empowerment widespread through Instagram. This section is devoted to brand 

authenticity, the core of the paper.  

The first point of this analysis can be described by the following questions made to the 

interviewees:  

“Do you perceive Instagram as an authentic platform, compared to other social media?” 

and “Do you perceive it as an authentic platform with regards to fashion industry?”. 

The respondents answered in different ways and their arguments vary. Overall, 

authenticity on Instagram is seen as a precondition to follow both influencers and brands.  

In fact, taking the words of respondent 13:  

 

This point of view is also shared by the 12th interviewee, who adds that there is a big 

difference between traditional advertising and social media marketing. On communication 

channels as TV and newspaper the content is filtered and approved by many people, 

while on Instagram people are free to post anything without many filters (Respondent 12).  

On the contrary, many respondents share a similar view. Some influencers and brands 

look more credible than others. Therefore, when choosing which type of content to 

consume and engage with, consumers definitely think that authenticity is an essential 

element to look at.  

“Yes, I think it is authentic. Because people can feel a connection with 
the influencers who are wearing nice clothes and they can show how to 
combine clothes and things like that. Of course, some influencers might 
be too built-up, in my opinion, but  others are more real, like they really 
show you their lives and their emotions. So it really depends on who 
you are following. But generally, I feel like nowadays people are just 

posting any kind of content that they might be thinking of.” (Respondent 
13). 
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Taking the words of respondent 9:  

 

On the contrary, some respondents feel like there is a lack of authenticity on the Web. As 

respondent 11 states, 

 

A similar opinion is shared by respondent 15. She claims:  

 

For what concerns consumer co-creation, authenticity makes consumers more willing to 

discuss anything with the brand. If a brand looks open to dialogue and shows the real self 

and that it cares about customers and makes them feel part of the brand then they are 

willing to co-create. For example, from the results on co-creation (see Results, 7.2) it turns 

“Initially Instagram was more authentic when not many people were 
working for marketing, it didn’t seem like TV where there are many 
spots. So some years ago it was definitely authentic, right now with 

influencer marketing I always wonder whether it is real or not. I always 
have to check what I see. Some brands are sponsored many times, like 

Fitvia and Shoplowcost, so they do not seem authentic. but other 
brands look more authentic. “(Respondent 9). 

“Regarding fashion, I believe that every company tries to tell a story that 
can be more or less authentic and tries to be as much appealing as 

possible, so overall this storytelling cannot be truly authentic because in 
some way it is made up by the fashion company.” (Respondent 11). 

“I do not see it as really authentic. I think that fashion influencers or 
fashion brands of course they have to post something real because this 

is the aim of instagram. It is more real with respect to a website 
because you can post stories or videos, which look more natural. But 

still it is  a marketing tool. So there is a part which is not 
authentic.”(Respondent 15). 
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out that consumers are engaged by Nasty Gal content and they perceive the page to be 

listening to their consumers. Therefore, respondents seem generally prone to comment 

the page posts as well as share its funny content with friends.  

Polls, quizzes and giveaways look engaging and consumers are willing to take part in 

these. These tools are perceived as innovative, funny and entertaining. At the same time, 

we can question whether these are authentic or not. In fact, few respondents claim that 

nowadays all these new ways of engaging people are used by the majority of brands, 

making it mainstream. As a consequence, the originality is lacking and they do not 

perceive it as a credible way to communicate with them. Those participants, who do not 

engage in a direct way with brands or influencers, state that they do not really know what 

they can get out of those interactions with brands. They believe that their contribution 

could not be helpful, since they are not expert in the sector, and therefore their voice 

might not be heard.  

 

Looking at brand authenticity with the female empowerment issue, the main question to 

reply is:  

“Do brands look credible in spreading this feminist message ? Does it look authentic?”. 

 

From the interviews, it turns out that when female empowerment looks like widespread in 

an authentic way it generates interest. This leads to a greater interaction between 

consumers and brands on the online community. We have already emphasized 

previously (see Results, 7.2) how a higher engagement corresponds to a greater value 

co-creation. In fact, participants mention that, if it is clear that female empowerment is 

used as a mere marketing tool, they are less inclined to engage with the brand on 

Instagram. This happens when to the consumer it is clear that the brand does not believe 

in the message it is promoting. Respondents 6 brings an example about Victoria’s Secrets 

failure in delivering a feminist message. The company sent a message directed to all 

types of women, but was still having the same VS perfect models as images of this 

campaign. So it lost credibility (Respondent 6). This reminds to an important concept 

expressed previously (see Results, 7.3); there is the need to have more variety in terms 

of models chosen for campaigns. As respondents like to follow what is relatable to them, 
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they would rather follow a brand that shows authentic and real women instead of perfect 

bodies.  

Referring to the multiple case studies, we will evaluate how credible these brands look to 

respondents, when promoting female empowerment. La Semaine Paris is deemed to be 

authentic because many respondents see a connection between the content, the brand 

and Gabrielle Caunesil, the creator of the brand. 

 

 

For example, respondent 1 states:  

 

 

This opinion is shared by other respondents as well, as respondents 5 who claims that 

brand authenticity lies in the connection between Gabrielle Caunesil and La Semaine 

Paris. Very few respondents state that female empowerment is just a mere marketing tool 

in this case study. The same can be said about Olivia Palermo Collection. The fact that 

Olivia Palermo shows herself as empowered in the pictures gives the impression to be 

credible. Participants, even in this case, see a link between Olivia Palermo and her brand, 

as she is promoting it with her own image.  

 

 

 

 

“La Semaine Paris looks authentic in conveying the message of 
independent and empowered women because I was following it since 

the beginning and it is promoting it in different ways, from posts to 
stories and the page is engaging a lot. The brand is empowering 
women in different ways, as now with this current situation and 

previously for Valentine’s day. Also it looks credible because the 
presence of Gabrielle is very strong and is important, she is really 
passionate about it and she is really authentic in what she does.” 

(Respondent 1). 
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Taking the words of respondent 4: 

 

 

For what concerns Nasty Gal, participants believe that its Instagram page is very 

engaging, easy to follow and with plenty of female empowerment inspired posts. It is 

considered authentic because of two main reasons: first, the brand targets all types of 

women, with different skin colours and body sizes, and second the content is relatable 

and creates space for interaction.  

Respondent 6, as an example, claims that: 

 
 
 
 
 
 
 

“She looks credible because she is a women in career herself so she 
spreads a message that she cares about. So definitely it looks credible, 

also because she is wearing her clothes so I see that there is a 
connection with the message. As the message is relatable to her it 

looks more authentic.” (Respondent 4). 

“Nasty Gal is so authentic, also because I know the founder and how 
she created the brand and she is really authentic. Also the message 

widespread is authentic, as it has always been real since the beginning. 
It did not change when the brand became famous. Nasty Gal promotes 

every type of girl and has quotes that go well with these types of 
pictures. It really promotes every type of skin, size and their posts make 
sense, as they are connected to the message so looks very authentic to 

me” (Respondent 6). 
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8. Discussion and conclusion 
  
In this last conclusion part, the aim is presenting how the research has contributed to the 

existent literature regarding the topic of interest, in particular about brand co-creation, 

social media marketing and brand authenticity. In this section we will clarify to what extent 

we have been able to contribute to existing literature and addressing the research 

question. Moreover, in the second part of this section practical Managerial Implications 

will be provided, helpful for brand managers. Lastly, limitations and future research will 

be introduced together to present which limitations have affected the outcomes of our 

study and what topics could be of particular relevance for investigation in future 

researches. 

 

8.1 Theoretical contributions  
 
Following the discussion brought up in the last section of the results (see Results, 7.4), 

the authors can finally answer the research question:  

 

“How does co-creation with customers and female empowerment on social media lead 

to an increase in brand authenticity?” 

 

All the 22 participants’ opinions converge into a trend towards a higher need for 

authenticity. The majority mentions that their criteria to consume any type of content on 

Instagram is whether it looks authentic or not. Therefore, brands that create a storytelling 

that does not look authentic on social media will have a hard time in conquering their 

audience. In fact, interviews have shown that those brands that appear credible to 

participants are the ones that perform better, in terms of engagement and co-creation. 

Being credible means spreading a message that is coherent with the brand’s mission and 

online identity. If there a mismatch between the social media content and the message 

there is definitely a lack of authenticity. Furthermore, respondents argue that authenticity 

is a precondition to follow both brands and influencers, as being exposed to an unrealistic 

content brings no benefits at all. Brand authenticity has became a fundamental element 
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in social media marketing (Joe Goodis, 2019). Consumers buy what they think can be 

trusted and therefore giving an authentic image of products on social media is essential 

(Joe Goodis, 2019).  

 

With this research the authors believe that overall it has been brought more knowledge 

on brand authenticity in the context of customer co-creation on social media and female 

empowerment. Indeed, as expressed by Malar et al. (2011), customers are looking for 

reality and authenticity in marketing practices even more, thus managers are prioritizing 

an authentic approach to branding. To confirm this, all the three brands constituting the 

case study of this research are aiming at an authentic approach to branding, which 

happens by engaging the users with mechanisms of co-creation, while dealing with 

important cultural themes such as female empowerment.  

This research brings significant development to the framework provided by Grayson and 

Martinec (2014), in which brand authenticity is recognized as being an important brand 

attribute. Anyway, brand authenticity has not been thoroughly explored in the context of 

digital area taking into account social networks. Therefore, the aim of this research is to 

investigate whether Instagram has an impact on brand authenticity. Moreover, the authors 

argue that their aim is to bring more knowledge in the field by investigating whether co-

creation with customer in the context of social media and female empowerment leads to 

an increase in brand authenticity. Specifically, brand authenticity has been explored as 

the result of a process in which brand co-creation and female empowerment are 

simultaneously combined by brands on online social media platforms.  

 

First of all, this research confirms the theory provided by Beverland and Farrelly (2010), 

which states that authenticity relies on the evaluation of fundamental traits important to 

customers rather than intrinsic elements of the brands. By means of analysis of the three 

presented cases, the authors confirm that the participants have evaluated brand 

authenticity according to their brand perceptions, which can be linked to their cultural 

background, beliefs, and inclinations. Co-creation has indeed allowed to engage even 

more with the brand making the user an active player in brand definition and identity, so 

it can be inferred that co-creation has a positive impact on brand authenticity.  
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For instance respondents expressed a growing interest towards tools of co-creation 

proposed by the brands shown. Moreover, respondents manifested the idea that value co 

creation, when also other cultural aspects such as art or music are incorporated, could 

become more interesting and therefore authentic to their eyes (see Results, 7.2). They 

would have more incentives in engaging with the brand because it could be something 

out of the ordinary and they could get something out of the interaction with the brand. 

Another important aspect, stressed out by this research and in line with Beverland and 

Farrelly (2010), is the rising claim of customer towards brands authenticity. As stated by 

respondents, brands and influencers followed on Instagram are the ones that are 

perceived as credible in their eyes. Indeed, respondents expressed that they have no 

interest in following brands not convincing and credible to them. Therefore, there is a 

trend towards following brands and influencers who can generate engaging content. 

 

Furthermore, existing research has related authenticity to self branding practices (Khamis 

et al., 2017). This aspect has been shown to be particularly relevant for this thesis, as the 

authors focused also on the role played by influencers who are indeed using self-branding 

as main practice. Indeed, as expressed by Khamis et al. (2017) self-branding plays a 

pivotal role because it leads to a consolidation of the brand as the audience engages with 

the brand through likes, shares and comments. Moreover, respondents are more inclined 

to engage with the brand because the persona representing it is considered closer to 

them. For instance, when there is a human being behind a brand who is also representing 

it, the brand immediately appears as more authentic. On the other side, to be authentic 

influencers should convey strong and credible messages to the audience. For instance, 

respondents claimed that sometimes authenticity is lacking and influencers are promoting 

products only for a commercial gain.  

 

Referring to the theory of Malar et al (2011), brand attachment increases when brands 

are able to represent a customer self rather than an ideal self. This is confirmed by our 

respondents who expressed a preference toward those brands who were able to validate 

them in the moment, rather than promote an ideal self. For instance, participants were 

arguing that La Semaine Paris or Olivia Palermo Collection were validating images of 
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women too perfect, too beautiful and too skinny. This has somehow an influence in the 

perception of authenticity regarding those brands. On the other side, respondents 

appreciated the difference in body types that could have been found in Nasty Gal 

Instagram page, and this has somehow a positive influence on its brand authenticity (see 

Results, 7.3).   

 

Another important aspect stressed out by this research is that authenticity can be fostered 

when brands are promoting positive cultural messages (Holt, 2002). Indeed, all 

respondents showed a positive attitude towards the promotion of female empowerment 

by fashion. They also believe that fashion could be an effective platform in conveying this 

message. Anyway, what has been argued is that brands should be consistent in what 

they are promoting, especially when building their image online. As a consequence, 

brands should include more variety in body types and also make clearer to the user why 

the choice of empowering women is the brands’ mission However, the presence of strong 

women behind those brands, such as Gabrielle Caunesil for La Semaine Paris and Olivia 

Palermo for Olivia Palermo Collection, contributes to an increase of authenticity because 

it shows the image of a self-made women who is an entrepreneur and is building her own 

business.  

 

Another important element stressed out in the Results section is the role of brand 

communities. Many participants mention how important is for them to see that a brand is 

really trying into building a community on Instagram. For example, La Semaine Paris 

organizes cooking and yoga classes to make their followers feel engaged, while creating 

a sense of community (see Results, 7.2). This validates the theory of brand value co-

creation by Venkat Ramaswamy and Kerimcan Ozcan (2015). Brand value is co-created 

through human experiences on “digitalized platforms of engagement”. Brand value is 

seen as a co-creational experience that occurs on brand engagement platforms (Venkat 

Ramaswamy and Kerimcan Ozcan, 2015). In this thesis the locus of co-creation is 

Instagram. The focus on Instagram bridges the gap in the literature and generates an 

added value to the theoretical background set. In fact, the link between brand 

communities and value co-creation, as expressed by Shampy Kamboja, Bijoylaxmi 
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Sarmahb, Shivam Guptac, Yogesh Dwivedid (2018), is found on Instagram. 

 

Furthermore, storytelling is deemed to be important by participants, as the story behind 

the brand catches their attention and it is one of the main reasons to follow a brand. 

Brands, according to Siwarit Pongsakornrungsilp and Jonathan E. Schroeder (2011), are 

generated by interpersonal relations and are shaped by individuals collectively. The way 

this is carried out on Instagram lies in the connection with the audience. Jack Yan (2011) 

mentions that storytelling is a way to engage with the audience. The scholar also argues 

that to build a brand on social media it is fundamental to be sincere and say the truth, 

otherwise it will be hard to connect with consumers (Jack Yan, 2011). The aforementioned 

results show how authenticity impacts consumers’ choices (see Results, 7.4). Both 

theories are validated by the participants’ thoughts on engagement, connection with 

brands and influencers. Moreover, Andrea Pilotti (2020) mentions that reposting 

consumers’ content on Instagram is a very effective tool to increase the connection 

between brands and consumers. In fact, respondents who have been tagged by brands 

state that they felt emotionally connected to brands (see Results, 7.2). Lastly, successful 

companies are those that create unique customer experiences through dialogue 

(Prahalad and Ramaswamy, 2004). The authors have demonstrated how different points 

of interaction between brands and consumers can be locus of co-creation. In the 

introduction it is mentioned how the role of consumers has shifted from passive to active 

(Prahalad and Ramaswamy, 2004). At the end, it is clear how much value consumers can 

co-create together with brands.  

 

8.2 Managerial implications  
 
Regarding the managerial implications, the authors believe that this paper addresses 

brand managers in particular. In light of the results, it is clear that influencer marketing 

has to be integrated in a branding strategy. In fact, the majority of respondents prefer to 

follow influencers rather brands themselves, as there is a personal connection and the 

opportunity to check out more brands at the same time. Many interviewees discover 

brands from influencers sponsoring them in a clever way and with a great storytelling. By 
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providing discount codes and using the swipe-up function on Instagram, influencers drive 

sales and they can be a really good investment for fashion companies (Rochelle Bailis, 

2020). At the same time, brand managers need to be aware that collaborating with 

influencers that are not aligned with the brand or that are targeting the wrong audience is 

not beneficial and can result in a loss (Rochelle Bailis, 2020).  

 

Planning the influencer marketing strategy and selecting the right influencers is thus 

essential. The research highlights also other important elements, as the level of 

engagement and the role of brand communities. In fact, brand managers should keep into 

account that creating an open dialogue online with their customers drives co-creation 

value. The higher the level of engagement on the brand page the greater consumer co-

creation will come as a result. The multiple case studies shed light on some good tactics 

to engage with the online community, as making lives, giveaways, using polls and 

quizzes. Respondents really appreciated these on Nasty Gal, La Semaine Paris and 

Olivia Palermo Instagram profiles.  

 

Moreover, it is clear that integrating female empowerment topics in a communication and 

branding strategy can bring some advantages. The interviews shown that this topic 

creates a great interest and gives arguments for discussion on social media. This leads 

to an opportunity for value co-creation. Moreover, brand managers should also consider 

that consumers require more authenticity and they consider it a prerequisite to follow both 

brands and fashion influencers. Therefore, this element has to be the key asset in their 

branding strategy in order to be successful (Rochelle Bailis, 2020). When creating a 

storytelling and the social media content authenticity has to be the top priority.  
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8.3 Limitations and Future Research  
 
Despite the contribution of this paper to the topic of how co-creation on social media and 

female empowerment leads to an increase in brand authenticity, the study does have 

some limitations.  

 

First of all, as expressed in the previous section Limitations in the Methodology part, due 

to social distancing imposed by Danish Government triangulation of data was not possible 

to held. Indeed, integrating the interviews with a focus group would have been particularly 

relevant for the scope of this research. For instance, a focus group would have elicit 

respondents perceptions taking into account also the interactions with each other. Focus 

groups are considered “a simulation of these routine but relatively inaccessible 

communicative contexts that can help us discover the processes by which meaning is 

socially constructed” (Lunt and Livingstone, 1996:85). In this way, a focus group would 

have allowed us to investigate how meanings and interpretation of brand authenticity in 

relation to co-creation and female empowerment are socially constructed during group 

interactions. Therefore, the empirical data available for the analysis would have been 

more complete and we would have gained a better comprehension of the phenomenon 

under study.  

The choice of qualitative approach provides valuable insights into the topic of consumer 

co-creation on social media. Thanks to a qualitative study, researchers can have access 

to deepest knowledge, beliefs and behaviors regarding individuals. In this case individuals 

are the focal point of the study, as our aim is to study the effect of co-creation on brand 

authenticity experienced by those individuals. Respondents showed to have different 

conceptions and point of views when it comes to brand authenticity, which could be 

sometimes hard to generalize.  

 

Moreover, another aspect which could affect the generalization of results is the sample 

size chosen in terms of age and geographical provenience. We recognize indeed that the 

majority of respondents are from Italy and around our age and this has somehow 

influenced our empirical findings.  
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If we would have interviewed people coming from a different cultural background, not 

belonging to European culture for example, the results would have been different 

especially in regard to female empowerment themes. Conducting the same research with 

respondents coming from Eastern culture and compare it to Western culture could 

actually be an interesting topic for future research.  

 

Furthermore, another important aspect which needs to be taken into account is that our 

research only focuses on Instagram and results may be different if we analyzed other 

social media platforms. Indeed, social media are continuously evolving in relation to co-

creation of content and users’ engagement. For instance, new generations are engaging 

and spending more time on TikTok. This platform has been created on September 2016, 

reaching its popularity in 2018 (Xiao Yu, 2019). TikTok is characterized by the perspective 

of user centric theory, in which users are active co-creators of content, creating 15-

seconds short videos with a micro-narrative with the aim to become viral (Xiao Yu, 2019).  

This is the reason why Tik Tok has become an attractive opportunity for brands and 

influencers to reach new customers, especially among Generation Z, who is the leader in 

this social media. TikTok can offer new ways of storytelling and narratives of brands. For 

instance, brands are starting to engage with this platform creating dances or challenges, 

sparked by a viral hashtag, which can be easily reproduced by users.  Future research 

could address how TikTok has impacted co-creation of content and if brands are 

perceived more authentic to users when engaging with them on the platform. 

 

Lastly, a further important aspect of this research which has been taken into consideration 

is the interrelation between brands and societal culture. Female empowerment has been 

the cultural issue analyzed in regards to co-creation of content, influencing brand 

authenticity. However, nowadays there is a shift in society towards the introduction of new 

important themes such as inclusion and diversity, questioning the traditional binary 

definitions of gender identities (Cakiroglu, 2017). Fashion brands have particularly 

addressed this new cultural instance. In relation to this, one of fashion’s considerable 

story lines in last years has been the introduction of genderless dressing, characterized 

by clothes which overcome traditional gender lines (Bain, 2015). Therefore, it could be 
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relevant to investigate further how fashion brands are using social media to spread those 

messages of genderless clothing, and whether those messages have an impact on brand 

authenticity perceived by users.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

 110 

8. Reference List  
 

Aaker, D.A. (1991) Managing Brand Equity. The Free Press, New York. 
 

Aaker (1996), “Building Strong Brands,” Free Press, New York. 

 

Aaker, J.L. (1999), ̀ `The malleable self: the role of self-expression in persuasion'', Journal 

of Marketing Research, Vol. 36 No. 1, February, pp. 45-57.    

 

Adebanjo D., Michaelides R. (2010) Analysis of Web 2.0 enabled e-clusters: a case study. 

Technovation Volume 30, issue 4, p. 238-248  

 

Ajjan, H., Beninger, S., Mostafa, R. and Crittenden, V. (2014) ‘Empowering female 

entrepreneurs in emerging markets: a conceptual model’, Organizations and Markets in 

Emerging Economies, Vol. 5, No. 1, pp.16–30. 

 

Alcoff L (1988). “Cultural Feminism versus PostStructuralism: The Identity Crisis in 

Feminist Theory.” Signs, vol. 13, no. 3, 1988, pp. 405–436., 

www.jstor.org/stable/3174166. 

 

Alghesheimer R.Dholakia M., Herrmann A. (2005). The Social Influence of Brand 

Community: Evidence From European Car Clubs. Journal of Marketing 69(4). 

 

Anderson C. (2010). Presenting and Evaluating Qualitative Research. American Journal 

of Pharmaceutical Education. 74(8):141. 

 

Armstrong, J Hagel (1996) The real value of on-line communities. Harvard Business 

Review  

 

Arnould E., Price L. L. (2000). Authenticating acts and authoritative performances: 

Questing for self and community. The why of consumption. Routledge.  



   
 

 111 

 

Arya V, Sethi D., Paul J. (2019). Does digital footprint act as a digital asset? - Enhancing 

brand experience through remarketing. International Journal of Information Management 

49. 

 

Bagozzi R. P. and Dholakia U. M. (2006), “Antecedents and Purchase Consequences of 

Customer Participation in Small Group Brand Communities,” International Journal of 

Research in Marketing, Vol. 23, No. 1, pp. 45- 61. 

 

Bailis R. (2020) The State of Influencer Marketing: 10 Influencer Marketing Statistics to 

Inform Where You Invest. Retrieved 

from: https://www.bigcommerce.com/blog/influencer-marketing-statistics/#what-is-

influencer-marketing February 1st, 2020. 

 

Bain M. (2015). “Sex and genders aren’t perfectly binary. Why should clothes be?”. 

Quartz. https://qz.com/381790/sex-and-gender-arent-perfectly-binary-why-should-

clothes-be/ Retrieved April 27th, 2020. 

 

Ballantyne R., Warren A., Nobbs K. (2006). The evolution of brand choice. Journal of 

Brand Management 13(4-5):339-352. 

 

Bandinelli, C. and Arvidsson, A. (2013) Brand yourself a changemaker! Journal of 

Macromarketing, 33 (1). pp. 67-71.  

 

Banet-Weiser, S(2012). Authentic the Politics of Ambivalence in A Brand Culture. New 

York University Press. New York, 279. 

 

Barr S. (2018) When did Facebook start? the story behind a company that took over the 

World, retrieved from:  https://www.independent.co.uk/life-style/gadgets-and-

tech/facebook-when-started-how-mark-zuckerberg-history-harvard-eduardo-saverin-

a8505151.html on March 2nd, 2020. 

https://www.bigcommerce.com/blog/influencer-marketing-statistics/#what-is-influencer-marketing
https://www.bigcommerce.com/blog/influencer-marketing-statistics/#what-is-influencer-marketing
https://qz.com/381790/sex-and-gender-arent-perfectly-binary-why-should-clothes-be/
https://qz.com/381790/sex-and-gender-arent-perfectly-binary-why-should-clothes-be/
https://www.independent.co.uk/life-style/gadgets-and-tech/facebook-when-started-how-mark-zuckerberg-history-harvard-eduardo-saverin-a8505151.html
https://www.independent.co.uk/life-style/gadgets-and-tech/facebook-when-started-how-mark-zuckerberg-history-harvard-eduardo-saverin-a8505151.html
https://www.independent.co.uk/life-style/gadgets-and-tech/facebook-when-started-how-mark-zuckerberg-history-harvard-eduardo-saverin-a8505151.html


   
 

 112 

 

Baym N. K. (2010). Personal Connections in the Digital Age. The Communication Review 

14(2):149-151. 

 

Bazeley P. , Jackson, K. (2013). Qualitative Data Analysis with NVIVO. Sage (2nd ed.). 

     

Bazeley, P. (2007). Qualitative Data Analysis with NVivo. London Sage. London: Sage. 

 

Beall G. (2017) 8 Key Differences between Gen Z and Millennials, Huffpost. 

https://www.huffpost.com/entry/8-key-differences-between_b_12814200 Retrieved on 

February 17th. 

 

Beverland, M.B. (2005). Crafting brand authenticity: The case of luxury wine. Journal of 

Management Studies, 42(5), 1003-1029. 

 

Bhasin H. (2019). What are brand attributes and Its importance in Branding. Retrieved 
from: https://www.marketing91.com/brand-attributes/ on April, 22nd 2020 
 

 

Boyle, D. (2003). Authenticity: Brands, fakes, spin and the lust for real life. London: 

Flamingo. 

 

Brown A. (2018) Kevin Systrom In His Own Words: How Instagram Was Founded And 

Became The World's Favorite Social Media App, Forbes. Retrived from: 

https://www.forbes.com/sites/abrambrown/2018/09/25/kevin-systrom-in-his-own-words-

how--instagram-was-founded-and-became-the-worlds-favorite-social-media-

app/#78fe8fb142bf on March 17th, 2020. 

 

Brown, S., Kozinets, R.V. & Sherry, J.F. (2003). Teaching old brands new tricks: Retro 

branding and the revival of brand meaning. Journal of Marketing, 67(3), 19-33. 

 

https://www.huffpost.com/entry/8-key-differences-between_b_12814200
https://www.marketing91.com/brand-attributes/
https://www.forbes.com/sites/abrambrown/2018/09/25/kevin-systrom-in-his-own-words-how--instagram-was-founded-and-became-the-worlds-favorite-social-media-app/#78fe8fb142bf
https://www.forbes.com/sites/abrambrown/2018/09/25/kevin-systrom-in-his-own-words-how--instagram-was-founded-and-became-the-worlds-favorite-social-media-app/#78fe8fb142bf
https://www.forbes.com/sites/abrambrown/2018/09/25/kevin-systrom-in-his-own-words-how--instagram-was-founded-and-became-the-worlds-favorite-social-media-app/#78fe8fb142bf


   
 

 113 

Bruhn M., Schoenmuller., Schafer D., Heinrich D, (2012). Brand Authenticity: Towards a 

Deeper Understanding of Its Conceptualization and Measurement. Advances in 

consumer research. Association for Consumer Research (US) 40.  

 

Bryman, A. (2012). Social research methods (4. ed.). Oxford.  

 

Bryman, A. and Bell, E. (2003) Business Research Methods. Oxford University Press, 

Oxford. 

 

Bülbül, C., & Menon, G. (2010). The Power of Emotional Appeals in Advertising. Journal 

of Advertising Research, 50(2), 169-180.  

 

Cakiroglu I., (2017). Genders of Products: Creating Genderless Designs. Proceedings of 

the 9th International Conference Senses and Sensibility 2017, Funchal, Madeira 24-27

 October 2017. 

 

Cappannelli, G., Cappannelli S. (2004). Authenticity: Simple strategies for greater 

meaning and purpose at work at home. Cincinnati: Emmis Books. 

 

Carpenter G., Glazer R., Nakamoto K. (1994) Meaningful brands from meaningless 

differentiation: the dependence on irrelevant attributes. SAGE Journals  

 

Chae H., Ko E. (2016) Customer social participation in the social networking services and 

its impact upon the customer equity of global fashion brands. Journal of business 

research p. 3804- 3812  

 

Charmaz K. C. (2006). Constructing Grounded Theory: A Practical Guide Through 

Qualitative Analysis. Thousands Oaks.  

 

Cheng M. (2018) How 2 Guys With No Fashion Experience Built a Billion-Dollar Clothing 

Company for Millennial Women, Inc.com. Retrieved from: https://www.inc.com/michelle-

https://www.inc.com/michelle-cheng/how-revolve-has-built-a-billion-dollar-fashion-company-for-millennial-women.html


   
 

 114 

cheng/how-revolve-has-built-a-billion-dollar-fashion-company-for-millennial-women.html 

March 14th, 2020. 

 

Chordes L. (2009) Branding a social norm. Best’s Review  

 

Clement J. (2020) Instagram: distribution of global audiences 2020, by age and gender, 

Statista 2020 https://www.statista.com/statistics/248769/age-distribution-of-worldwide-

instagram-users/ Retrieved on March 17th 2020. 

 

Coffey, A., & Atkinson, P. (1996). Making Sense of Qualitative Data, Complementary 

Research Strategies. London, Thousand Oaks, CA and New Delhi: Sage Publications. 

 

Cole S. (2018) How Nike uses Facebook and Instagram, Econsultancy. 

https://econsultancy.com/how-nike-uses-facebook-instagram/ Retrieved February 22nd 

2020. 

 

Crandell C. (2016) Customer co-creation is the secret sauce to success, Forbes.  

 

Crawford, M., & Unger, R. K. (2004). Women and gender: a feminist psychology. Boston: 

McGraw-Hill Education. 

 

Crotty, M. (1998). The Foundations of Social Research: Meaning and Perspective in the 

Research Process. London: SAGE Publications Inc. 

 

Danermark, B. (2002). Explaining society: critical realism in the social sciences. London 

New York.  

 

Denzin, N. and Lincoln, Y. (2000) The Discipline and Practice of Qualitative Research. In: 

Denzin, N.K. and Lincoln, Y.S., Eds., Handbook of Qualitative Research, Sage, Thousand 

Oaks, 1-32. 

 

https://www.inc.com/michelle-cheng/how-revolve-has-built-a-billion-dollar-fashion-company-for-millennial-women.html
https://www.statista.com/statistics/248769/age-distribution-of-worldwide-instagram-users/
https://www.statista.com/statistics/248769/age-distribution-of-worldwide-instagram-users/
https://econsultancy.com/how-nike-uses-facebook-instagram/


   
 

 115 

Denzin, N. K., & Lincoln, Y. S. (2011). The SAGE Handbook of Qualitative Research. 

Thousand Oaks, CA: Sage. 

 

Drake V. E. (2017). The Impact of Female Empowerment in Advertising (Femvertising). 

Journal of Research in Marketing, [S.l.], v. 7, n. 3, p. 593-599. 

 

Duffy E. B., Hund E. (2019). Gender Visibility on Social Media: Navigating Instagram’s 

Authenticity Bind.  

 

Dumay J. C., Qu S. Q. (2011). The Qualitative research Interview. Qualitative Research 

in Management, v. 8, n. 3, pp 238-264. 

 

Edwards P., Robert I., Clarke M., DiGuiseppi C., Pratap S., Wentz R., Kwan I., (2002). 

Increasing response rates to postal questionnaires: systematic review. BMJ. 2002 May 

18;324(7347):1183. 

 

Emerson, R., Fretz, R. and Shaw, L., (2011). Writing ethnographic fieldnotes. University 

of Chicago Press, 2011.- Ch. 6.  

 

Evans, D., McKee, J., (2010). Social Media Marketing: The Next Generation of Business 

Engagement. Indiana: John Wiley and Sons.  

 

Fine, G.A. (2003). Crafting authenticity: The validation of identity in self-taught art. Theory 

and Society, 32(2), 153-180. 

 

Ford, J. B., Latour, M. S., & Lundstrom, W. J. (1991). Contemporary Women′s Evaluation 

of Female Role Portrayals in Advertising. Journal of Consumer Marketing, 8(1), 15-28.  

 

Fritz K., Schoenmueller V, Bruhn M (2017). Authenticity in branding - exploring 

antecedents and consequences of brand authenticity. European Journal of Marketing 

51(2):324-348. 

https://www.ncbi.nlm.nih.gov/pubmed/12016181


   
 

 116 

 

Gambetti R., Graffigna G.,Biraghi S. (2012) The Grounded theory approach to consumer 

– brand engagement  - the practitioner’s standpoint. International Journal of market 

research Vol. 54 issue 5  

 

Ganley D., Lampe C. (2009). The ties that bind: Social network principles in online 

communities. Decision Support Systems 47(3):266-274. 

 

Generation Z, retrieved from: https://en.wikipedia.org/wiki/Generation_Z#Terminology on 

April 14th, 2020. 

 

Gilmore J. H., Pine J (2007). Authenticity: What Consumers Really Want. Harvard 

Business School Press.  

 

Glaser, B., & Strauss, A. (1967). The Discovery of Grounded Theory: Strategies for 

Qualitative Research. Mill Valley, CA: Sociology Press. 

 

Gobo (2011) Glocalizing methodology? The encounter between local methodologies. 

International Journal of Social Research Methodology 14(6):417-437. 

 

Goffman, E. (1979). Gender advertisements. Cambridge, MA: Harvard University Press. 

 

Goodis J. (2019) Authenticity is your best asset on social media. Retrieved from: 

https://www.techwyse.com/blog/social-media-marketing/brand-authenticity-on-social-

media/. March 27th, 2020 

 

Goodstein E. (2007) Experience without qualities: boredom and modernity. Philarchive  

 

Gough, H. G., Lazzari, R., & Fioravanti, M. (1978).  Self versus ideal self: A comparison 

of five Adjective Check List indices. Journal of Consulting and Clinical. 

 

https://en.wikipedia.org/wiki/Generation_Z#Terminology
https://www.techwyse.com/blog/social-media-marketing/brand-authenticity-on-social-media/.%09%09%09%09
https://www.techwyse.com/blog/social-media-marketing/brand-authenticity-on-social-media/.%09%09%09%09


   
 

 117 

Grayson, K. & Martinec, R. (2004). Consumer perceptions of iconicity and indexicality and 

their influence on assessments of authentic market offerings. Journal of Consumer 

Research, 31(2), 296-312. 

 

Groves R. M., Three Eras of Survey Research, Public Opinion Quarterly, Volume 75, 

Issue 5, Special Issu 2011, Pages 861–871, https://doi.org/10.1093/poq/nfr057. 

 

Gubrium, J.F. and Holstein, J.A. (Eds) (2001), Handbook of Interview Research, Sage, 

Thousand Oaks, CA 

 

Guest, G., Bunce, A. and Johnson, L. (2006) How Many Interviews Are Enough An 

Experiment with Data Saturation and Variability. Field Methods, 18, 59-82. 

 

Hammersley M., Atkinson P. (2019). Ethnography: Principles in Practice. London: 

Routledge.  Chicago.          

 

Marwick,A.E(2015).Instafame:Luxuryselfiesintheattentioneconomy.PublicCulture,27(1),1

37-160.  

        

Harris, F., & de Chernatony, L. (2001). Corporate branding and corporate brand 

performance. European Journal of Marketing, 35(3-4), 441–456. 

 

Harter, S. (2002) Authenticity. In: Snyder, C.R. and Lopez, S.J., Eds., Handbook of 

Positive Psychology, Oxford University Press, New York, 382-394. 

 

Hearn A. (2008) Meat, Mask, Burden: Probing the contours of the branded self. Journal 

of Consumer Culture. Sage Journals.  

 

Heath, S. Cowley(2004). Developing a grounded theory approach: a comparison 

of  Glaser and Strauss. International Journal of Nursing Studies 41 141–150. 

 

https://doi.org/10.1093/poq/nfr057


   
 

 118 

Heding T., C. F. Knudtzen., M. Bjerre (2008). Brand Management Research, Theory and 

Practice. (2. ed.) Abingdon: Routledge. 

 

Holman R. H., Solomon R, M. R. (1991). Advances in Consumer Research, v. 1, 

Association for Consumer Research, Provo UT, p 348-54. 

 

Holt (2016), Branding in the Age of Social Media. Harvard Business Review. 

 

Hutchinson A.J., Johnston L. H., Breckon J.D. (2012): A grounded theory of successful 

long-term, physical activity behaviour change, Qualitative Research in Sport, Exercise 

and Health. 

 

Ind, N. (2003). Beyond branding. Kogan Page Publishers. 

 

Influencer, Cambridge Dictionary. Retrieved 

from:  https://dictionary.cambridge.org/dictionary/english/influencer February 2nd, 2020. 

 

Jalees, T., & Majid, H. (2009). Impact of ‘Ideal Models’ Being Portrayed by Media on 

Young Females. Paradigm, 13(1), 11-19.  

 

Jamal, A. and Goode, M.M. (2001) Consumers and Brands: A Study of the Impact of Self-

Image Congruence on Brand Preference and Satisfaction. Marketing Intelligence & 

Planning, 19, 482-492. 

 

Jani P. N. (2014). Business Statistics: Theory and Applications. PHI; 1 edition. 

 

Jordan T. (2015) Social media networks, Pluto Press. 

 

Kamboja S., Sarmahb B., Guptac S, Dwivedi Y. (2018) Examining branding co-creation 

in brand communities on social media: Applying the paradigm of Stimulus-Organism-

Response, International Journal of Information Management, 169-185. 

https://dictionary.cambridge.org/dictionary/english/influencer


   
 

 119 

 

Kassarjian, H.H. (1971), ``Personality and consumer behaviour: a review'', Journal of 

Marketing Research, Vol. 8, November, pp. 409-18.   

 

Katz, E., & Lazarsfeld, P. F. (1955). Personal influence: the part played by people in the 

flow of mass communications. Free Press. 

 

Keller B., Mbewe D. C. (1991). Policy and Planning for the Empowerment of  

Zambia's Women Farmers, Canadian Journal of Development Studies / Revue 

canadienne d'études du développement, 12:1, 75-88. 

 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand 

equity. Journal of Marketing, 57(1), 1–22. 

 

Kennick W.E. (1985). Art and Inauthenticity. The Journal of Aesthetics and Art Criticism. 

Vol. 44, No. 1 (Autumn, 1985), pp. 3-12. 

 

Kervin J. B. (1992). Methods for Business Research. Harpercollins College Div. 

 

Ketokivi M., Mantenere S. (2010). Two Strategies For Inductive Reasoning in 

Organizational Research. The Academy of Management Review 35(2):315-333. 

 

Khamis S., Ang L. & Welling R. (2017) Self-branding, ‘micro-celebrity’ and the rise of 

Social Media Influencers, Celebrity Studies, 8:2, 191-208. 

 

Kim AJ. Ko E. (2012) Do social media marketing activities enhance customer equity? 

An empirical study of luxury fashion brand, Journal of Business research 

 

King E., Finkelstein L. ,  Thomas C., Corrington A. (2019) Generational Differences At 

Work Are Small. Thinking They’re Big Affects Our Behavior, Harvard Business Review. 

https://www.sciencedirect.com/science/article/pii/S0148296311003584?casa_token=PqplwB0Y0a8AAAAA:bJfBeWVUj42vhncysN8Jou49KRZn0GbDYMgciCvybyNTqJ1ypBez96gUmJ2uu5rI1nZAOXpXRDc
https://www.sciencedirect.com/science/article/pii/S0148296311003584?casa_token=PqplwB0Y0a8AAAAA:bJfBeWVUj42vhncysN8Jou49KRZn0GbDYMgciCvybyNTqJ1ypBez96gUmJ2uu5rI1nZAOXpXRDc
https://hbr.org/search?term=eden%20king
https://hbr.org/search?term=lisa%20finkelstein
https://hbr.org/search?term=courtney%20thomas
https://hbr.org/search?term=abby%20corrington


   
 

 120 

Retrieved from:  https://hbr.org/2019/08/generational-differences-at-work-are-small-

thinking-theyre-big-affects-our-behavior on March 13th, 2020. 
 

Knight, A. and Ruddock, L. (2008) Advanced research methods in the built environment. 

Oxford. 

 

Kotler, P., (1988), “Marketing Management: Analysis Planning and Control”, Prentice-

Hall. 

 

Kozinets R.V., Hemetsberger A., Schaw H. (2008) The wisdom of consumer crowds: 

collecting innovation in the age of networked marketing, SAGE Journals  

 

Kozinets R.V. (2016). “Brand Networks as the Interplay of Identities, Selves, and Turtles: 

Commentary on “Interplay between intended brand identity and identities in a Nike related 

brand community: Co-existing synergies and tensions in a nested system”. Journal of 

Business Research 70. 441-442. 

 

Kumar V., Aksoy L., Donkers B. (2010). Undervalued or Overvalued Costumers: 

Capturing Total Customer Engagement Value. Journal of Service Research. 

 

Kvale, S. (1996). Interview Views: An Introduction to Qualitative Research Interviewing. 

Thousand Oaks, CA: Sage Publications. 

 

Lawrence T. B. (2002). Understanding Cultural Industries. Journal of Management Inquiry 

11(4):430-441. 

 

Lawrence L. (2015). Validity, reliability and generalizability in qualitative research. Journal 

of Family Medicine and Primary Care, v.4(3):324-327. 

 

https://hbr.org/2019/08/generational-differences-at-work-are-small-thinking-theyre-big-affects-our-behavior
https://hbr.org/2019/08/generational-differences-at-work-are-small-thinking-theyre-big-affects-our-behavior


   
 

 121 

Leigh, T.W., Peters, C. & Shelton, J. (2006). The consumer quest for authenticity: The 

multiplicity of meanings within the MG subculture of consumption. Journal of the Academy 

of Marketing Science, 34(4), 481-493. 

 

Linaschke J. (2011) Getting the Most from Instagram, Peachpit Press (2011). 2020 What 
is an influencer? Retrieved from: https://influencermarketinghub.com/what-is-an-
influencer/ February 13th, 2020. 
 

 

Liu R., Suh A. (2017). Self-Branding on Social Media: An Analysis of Style Bloggers on 

Instagram. Procedia Computer Science 124 (2017) 12-20. 

 

Lockwood, T. (2010). Design thinking: Integrating innovation, customer experience, and 

brand value. Skyhorse Publishing, Inc. 

 

Lyons B., Henderson K. (2005). Opinion leadership in a computer-mediated environment. 

Journal of Consumer Behaviour 4(5):319-329. 

 

Macdonald L. (2019) 43 statistics about user-generated content you need to know. 

Retrieved from:  https://stackla.com/resources/blog/42-statistics-about-user-generated-

content-you-need-to-know/ April 3rd, 2020. 

 

Malar L., Krohmer H.,  Nyffenegger B. (2011) Emotional Brand Attachment and Brand 

Personality: The Relative Importance of the Actual and the Ideal Self. Journal of 

Marketing 75(4):35-52. 

 

Marks C., Prinsloo M. (2015). Authenticity in marketing: a response to customer 

resistance. Journal of Marketing and Consumer Behavior in Emerging Markets ,15-32. 

 

McAlexander J. H., Schouten J. W., Koenig H. F. (2002). Building Brand Community. 

Journal of Marketing pg. 38. 

 

https://influencermarketinghub.com/what-is-an-influencer/
https://influencermarketinghub.com/what-is-an-influencer/
https://stackla.com/resources/blog/42-statistics-about-user-generated-content-you-need-to-know/
https://stackla.com/resources/blog/42-statistics-about-user-generated-content-you-need-to-know/


   
 

 122 

Mcalexander J H., Kim S., Roberts S. D. (2003). Loyalty: The Influences of Satisfaction 

and Brand Community Integration. The Journal of Marketing Theory and Practice Fall:1-

11. 

 

McCracken G (1986). Culture and Consumption: A theoretical Account of the Structure 

and Movement of the Cultural Meaning of Consumer Goods. Journal of Consumer 

Research, Volume 13, Issue 1, June 1986, Pages 71–84. 

 

McMahan, C. A. (2005). Gender and Internet advertising: differences in the ways males 

and females engage with and perceive Internet advertising (Doctoral dissertation) . 

 

Merton, Robert K. (1967) Social Theory and Social Structure. New York: The Free Press. 

 

Merz M., Yi He, Vargo S. (2009) The evolving brand logic: a service- dominant logic 

perspective. Journal of the Academy of Marketing Science 37 (3): 328-344  

 

Miller D. (2016). How the World Changed Social Media. UCL Press. 

 

Miller D., Costa E., Haynes N., McDonald T., Nicolescu R., Sinanan J, Spyer J, 

Venkatraman S. and Wang X. (2016) What is social media? UCL Press. 

 

Miller D., Costa E., Haynes N., McDonald T., Nicolescu R., Sinanan J., Spyer J., 

Venkatraman S. and Wang X. (2016) Academic studies of social media (chapter from 

How the World Changed Social Media) UCL Press.  

 

Miller F. M., Laczniak G. R. (2011). The Ethics of Celebrity-Athlete Endorsement: What 

Happens When a Star Steps Out of Bonds? Journal of Advertising Research 51 (3):499. 

 

Mittala V., Kaula A., Guptaa S. S., Arora A. (2017) Multivariate Features Based Instagram 

Post Analysis to Enrich User Experience, Elsevier.  

 



   
 

 123 

Mohr I. (2013) The Impact of Social Media on the Fashion Industry, Journal of Applied 

Business and Economics vol. 15(2).   

 

Muniz A. M., O’Guinn T. C. (2001). Brand Community. Journal of Consumer Research, 
Volume 27, Issue 4, March 2001, Pages 412–432, 
 

Muniz A. M., Schau H. J, (2005). Religiosity in the abandoned apple newton brand 

community. Journal of Consumer Research, v31, n4, 737-747. 

 

Murdough, C. (2009). Social media measurement: It’s not impossible. Journal of 

Interactive Advertising, 10, 94–99.  

 

Nambisan S., Baron R. (2007) Interactions in virtual customer environments: implications 

for product support and customer relationship management. Journal of Interactive 

Marketing  

 

Nandan, S. (2005) An exploration of the brand identity–brand image linkage: A 

communications perspective. J Brand Management 12, 264–278. 

 

Neumann R. (2005) Making political ecology]. Development and Change, 37(5), 1150-

1152. Buscher, B.E. 

 

Nielsen (2015). Global Trust In Advertising. 

https://www.nielsen.com/eu/en/insights/report/2015/global-trust-in-advertising-2015/ 

 

O’Hern M., Rindfleisch A. (2008) Customer co-creation: a typology and research agenda, 

Working Paper 4, WinscoInnivation  

 

Page, R (2012) Stories and Social Media: Identities and Interaction. London and New 

York: Routledge. Google Scholar . 

 

https://www.nielsen.com/eu/en/insights/report/2015/global-trust-in-advertising-2015/


   
 

 124 

Park C. W., Jawoski B. J., Macinnis D. J. (1986). Stretegic Brand Concept-Image 

Management. Journal of Marketing 50(4):135. 

 

Park C. W., MacInnis D. J., Priester J., Eisingerich A. B. & Iacobucci D. (2010). Brand 

Attachment and Brand Attitude Strength : Conceptual and empiricla differentiation of two 

critical brand equity drivers.  Journal of Marketing Vol. 74, 1-17. 

 

Patton, M. (2002) Qualitative Research and Evaluation Methods, 3rd edn. Thousand 

Oaks, CA: Sage.  

 

Peters, T., (1997). The brand called you, Fast Company Magazine, Issue August 

September, retrieved on February 6. 2020, from website 

http://www.fastcompany.com/28905/brand-called-you. 

 

Phillips A. (2020) 23 powerful tips to increase Instagram engagement in 2020, retrieved 

from: https://www.falcon.io/insights-hub/topics/social-media-strategy/21-tips-increase-

instagram-engagement/ on April 5th, 2020. 

 

Pilotti A. (2020) Come aumentare le vendite di un 

ecommerce https://www.andreapilotti.com/tecniche-web-marketing-aumentare-le-

vendite-ecommerce.html Retrieved on February 2nd, 2020. 

 

Pongsakornrungsilp S., Schroeder J. (2011) Understanding value co-creation in a co-

consuming brand community, Marketing Theory 11(3) 303–324. 

 

Postrel, V. (2003). The substance of style: How the rise of aesthetic value is remaking 

commerce, culture and consciousness. New York: Harper-Collins Publishers 

 

Papacharissi Z. (2009). The Virtual Geographies of Social Networks: A Comparative 

Analysis of Facebook, LinkedIn and ASmallWorld. New Media & Society 11(1-2):199-220. 

 

http://www.fastcompany.com/28905/brand-called-you
https://www.falcon.io/insights-hub/topics/social-media-strategy/21-tips-increase-instagram-engagement/
https://www.falcon.io/insights-hub/topics/social-media-strategy/21-tips-increase-instagram-engagement/
https://www.andreapilotti.com/tecniche-web-marketing-aumentare-le-vendite-ecommerce.html
https://www.andreapilotti.com/tecniche-web-marketing-aumentare-le-vendite-ecommerce.html


   
 

 125 

Prahalad C.K., Ramaswamy V. (2004) Co-creation experiences: the next practice in value 

creation, Journal of interactive marketing Volume 18, number 3, Summer 2004, Wiley 

Periodicals.  

 

Prahalad, C. K., & Ramaswamy, V. (2000). Co-opting customer competence. Harvard 

Business Review, 78, 79–87.  

 

Prahalad, C. K., & Ramaswamy, V. (2003). The new frontier of experience innovation. 

MIT Sloan Management Review, 44, 12–18.  

 

Prahalad, C. K., & Ramaswamy, V. (2004a). The future of competition: Co-creating 

unique value with customers. Boston: Harvard Business School Press.  

 

Prahalad, C. K., & Ramaswamy, V. (2004b). Co-creation experiences: The next practice 

in value creation. Journal of Interactive Marketing, 18, 5–14. 

 

Rainie L., Wellman B. (2012). Networked: The New Social Operating System. The MIT 

Press.  

 

Ramakrishnan V. (2019) 20 Most followed brands on Instagram in 2019, Unmetric. 

https://blog.unmetric.com/most-followed-brands-instagram Retrieved on March 13th 

2020. 

 

Ramaswamy, V. (2009), "Leading the transformation to co‐creation of value", Strategy & 

Leadership, Vol. 37 No. 2, pp. 32-37 

 

Ramaswamy V., Ozcan K. (2015) Brand value co-creation in a digitalized world: An 

integrative framework and research implications, International Journal of Research in 

Marketing. 

 

https://blog.unmetric.com/most-followed-brands-instagram


   
 

 126 

Rappaport S. (2007). Lessons from Online Practice: New Advertising Models. Journal of 

Advertising Research 47(2). 

 

Romney, A.K., Weller, S.C., Batchelder, W.C., (1986). Culture as consensus: a theory of 

culture and informant accuracy. Am. Anthropol. 88 (2), 313–338. 

 

Rossiter, J., & Bellman, S. (2012). Emotional Branding Pays Off. Journal of Advertising 

Research, 52(3), 291-296.  

 

Salazar M. K. (1990). Interviewer Bias: How it Affects Survey Research. Aaohn Journal, 

vol. 38, no 12. 

 

Saravanakumar M., SuganthaLakshmi T. (2012) Social media marketing, Life Science 

Journal 2012; 9 (4).  

 

Saunders, M., Lewis, P. and Thornhill, A. (2009) Research Methods for Business 

Students. Pearson, New York. 

 

Schau, H., & Gilly, M. (2003). We are what we post? Self- presentation in personal web 

space. Journal of Consumer Research, 30, 385–404.  

 

Schiffman, L.G. and Kanuk, L.L. 2000), Consumer Behaviour, 7th ed., Prentice-Hall, 

Englewood Cliffs, NJ.  

 

Selden L., (2005): On Grounded Theory.- With some Malice. Journal of Documentation 

61(1):114-129. 

 

Serazio M. (2015) Selling (Digital) Millennials: The Social Construction and Technological 

Bias of a Consumer Generation, SAGE, Vol. 16(7).  

 



   
 

 127 

Sharf S. (2015) What Is A 'Millennial' Anyway? Meet The Man Who Coined The Phrase, 

Forbes. Retrieved from: https://www.forbes.com/sites/samanthasharf/2015/08/24/what-

is-a-millennial-anyway-meet-the-man-who-coined-the-phrase/#18f687a04a05  March 

13th, 2020. 

 

SheKnows Media to Reveal New Research on #Femvertising and Announce Winners of 

the 2016 #Femvertising Awards at Advertising Week 2016. (2016, 

September21).Retrieved March 2020 

 

Shepherd, I.D. H. (2005, July).From cattle and Coke to Charlie:Meeting the challenge of 

self marketing and personal branding. Journal of Marketing Management, 21 (5/6), 589-

606. 

 

Simonson I. (2005) Determinants of customers’ responses to customized offers: 

conceptual framework and research propositions, SAGE Journals  

 

Sirgy, M.J. (1982), ``Self-concept in consumer behaviour: a critical review'', Journal of 

Consumer Research, Vol. 9, December, pp. 287-300.       

 

Sivulka, J. (2009). Ad women: How they impact what we need, want, and buy. Amherst, 

NY: Prometheus Books. 

 

Stark, Myra (2002), “The State of the U.S Consumer2002,”www.saatchikevin.com 

(accessed 3 rd March 2020). 

 

Steiner C. J., Reisinger Y. (2006). Understanding Existential Authenticity. Annals of 

Tourism Research 33(2):299-318. 

 

Strauss A. , Corbin J., 1998. Basics of qualitative research: Techniques and procedures 

for developing grounded theory (2nd ed.). Thousand Oaks, CA: Sage.  

 

https://www.forbes.com/sites/samanthasharf/2015/08/24/what-is-a-millennial-anyway-meet-the-man-who-coined-the-phrase/#18f687a04a05
https://www.forbes.com/sites/samanthasharf/2015/08/24/what-is-a-millennial-anyway-meet-the-man-who-coined-the-phrase/#18f687a04a05
http://www.saatchikevin.com/


   
 

 128 

Strauss W., Howe N. (2000). Millennials Rising: The Next Great Generation. Cartoons by 

R.J. Matson. New York: Vintage Original. p. 370. 

 

Strauss, A., & Corbin, J. (1998). Basics of qualitative research: Techniques and 

procedures for developing grounded theory (2nd ed.). Sage Publications, Inc. 

 

Suddaby, R. (2006). From the editors: What grounded theory is not. Academy of 

Management Journal, 49(4), 633–642. 

 

The Economist (2019) Generation Z is stressed, depressed and exam-obsessed. 

Retrieved from: 019/02/27/generation-z-is-stressed-depressed-and-exam-obsessed 

April 22nd, 2020. 

 

The Fashion Network (2019) Social media in the fashion industry. 

https://thefashionetwork.com/social-media-in-the-fashion-industry/ Retrieved April 11th, 

2020. 

 

The State of Influencer Marketing 2020: Benchmark Report. Retrieved 

from: https://influencermarketinghub.com/influencer-marketing-benchmark-report-2020/ 

March 11th 2020. 

 

Thomas, D. R. (2006). A General Inductive Approach for Analyzing Qualitative Evaluation 

Data. American Journal of Evaluation, 27(2), 237–246. 

 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The Ties That Bind: Measuring the 

Strength of Consumers' Emotional Attachments to Brands. Journal of Consumer 

Psychology, 15(1), 77–91. 

 

Trotter R. II (2012). Qualitative research sample design and sample size: Resolving and 

unresolving issues and inferential imperatives. Preventive Medicine 55 (2012) 398-400. 

 

https://books.google.com/?id=To_Eu9HCNqIC
https://www.economist.com/graphic-detail/2019/02/27/generation-z-is-stressed-depressed-and-exam-obsessed
https://thefashionetwork.com/social-media-in-the-fashion-industry/
https://influencermarketinghub.com/influencer-marketing-benchmark-report-2020/


   
 

 129 

Uzunoglu E., Kip S. M.  (2014) Brand communication through digital influencers: 

Leveraging blogger engagement International Journal of Marketing. 

 

Vargo & Lusch (2006) Service-dominant logic. What it is, what it is not, what it might be. 

University of Arizona  

 

Weimann G. (1994). The Influentials: People Who Influence People. Suny Press. 

 

White R. D. (2019) How two friends built Revolve into a fashion empire with Instagram 

influencers, Los Angeles Times. Retrieved 

from: https://www.latimes.com/business/story/2019-08-23/revolve-clothing-instagram-

influencer-ecommerce March 7th, 2020.  

 

Wu P. C. S., Wang Y.C. (2011). The influences of electronic word-of-mouth message 

appeal and message source credibility on brand attitude. Asia Pacific Journal of 

Marketing and Logistics 23(4):448-472. 

 

Wylie, R. C. (1979). The Self-Concept: Volume 2. Theory and Research on Selected 

Topics. Lincoln: University of Nebraska Press. 

 

Wyman M. (2019) 6 Epic Instagram Story hacks you will wish you knew sooner. 

https://www.wordstream.com/blog/ws/2019/12/04/instagram-story-hacks Retrieved on 

March 17th 2020. 

 

Yan J. (2011) Social media in branding: Fulfilling a need Journal of Brand Management 

(2011) 18, 688 – 696. 

 

Yan, J. (2011) Social media in branding: Fulfilling a need. J Brand Management  18, 688–

696 https://doi.org/10.1057/bm.2011.19. 

 

https://www.latimes.com/business/story/2019-08-23/revolve-clothing-instagram-influencer-ecommerce
https://www.latimes.com/business/story/2019-08-23/revolve-clothing-instagram-influencer-ecommerce
https://www.wordstream.com/blog/ws/2019/12/04/instagram-story-hacks


   
 

 130 

Yin, R., (1994).Case study research: Design and methods(2nd ed.). Beverly Hills, CA: 

Sage Publishing. 

 

Zaltman  G., Moorman C. (1988). The Importance of Personal Trust in the Use of 

Research. Journal of Advertising research  - October/November 16-24. 

 

Zimmerman, A., & Dahlberg, J. (2008). The Sexual Objectification of Women in 

Advertising: A Contemporary Cultural Perspective. Journal of Advertising Research, 

48(1), 71-79.  

 

Zinkham, G.M. and Hong, J.W. (1991), ``Self concept and advertising effectiveness: a 

conceptual model of congruency, conspicuousness, and response mode'', Psychology & 

Marketing Volume 12, 53-77. 

 

Zulkifli Abd. Latiffa and Nur Ayuni Safira Safiee (2015) New Business Set Up for Branding 

Strategies on Social Media - Instagram, from The Third Information Systems International 

Conference, Elsevier B.V.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

 131 

10. Appendix 
 
10.1 Interview Guide   

First Part  
  

Instagram 

• Do you use Instagram? How often do you use it? 

• Are you active on Instagram? Do you post content?  

• Which type of content do you consume the most? Why?  

• Do you believe that Instagram is a good marketing tool ? 

• Do you perceive it as an authentic platform with regards to fashion industry?  

 

Fashion Brands 

• Do you follow fashion brands on Instagram? 

• What kind of fashion brands do you follow? 

• Why do you follow them on Instagram? 

• Do you feel a closer connection with them by following them on Instagram? 

• Do you follow brands which are similar or different to your styles?  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? 

 

User Engagement 

• Do you follow any fashion influencers?  

• Are you engaged by their content? Stories and posts mainly 

• How do they influence your purchases?  

• Do you feel a sort of connection to them and their lives?  

• How important is for you that the influencer when promoting a certain product is 

considered credible? 

• Did you start following a brand that they were sponsoring?  

• If yes, why? Did you find the content more appealing than the influencer herself?  
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• Have you ever purchased a product by the swipe-up function that instagram stories 

include? 

• Have you ever purchased and used any discount code mentioned on the stories?  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

 

Co-creation  

• We refer to co-creation on Instagram as the process of sharing any ideas with a 

brand or with an influencer. This includes for example answering to any poll, giving 

any feedback on a product, making any kind of suggestion and so on. Basically 

anything that might help the brand to innovate and to shape its brand values.  

• Have you ever commented a post or story of a brand?  

• Have you ever replied to a poll on a story?  

• Have you ever suggested anything to an influencer ?  

• Have you ever posted a story and tagged the brand that you are wearing? 

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it?  

•  

Female Empowerment 

• Are you concerned about feminism? (How did it start?) 

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? 

• Do you feel more attracted to the brand because of its message of empowering 

women? 

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women?  

 
Second Part 
 

Now I will ask you to open Instagram on your phone and we will ask you some questions 

according to some brands that are promoting Female Empowerment. There are no right 

or wrong questions, we will ask you to say what you are your thoughts and feeling about. 
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La Semaine Paris 

• Do you already follow it?  

• Are you aware of who created it?  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? 

• What do you think is the target audience?  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram?  

• Do you perceive the brand to be authentic?  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool?  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? 

• Would you feel confident wearing La Semaine Paris? 

• Do you identify with the image of women promoted by the brand?  

 

Olivia Palermo collection  
 

• Do you already follow it?  

• Are you aware of who created it?  

• Looking at the posts, which is the image of women promoted by this brand?  

• What do you think is the target audience (in terms of age and women type?)  

• Do you like the image of women promoted by the brand? Does it look authentic?  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram?  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? 
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• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? 

• Do you think that is credible in spreading the message of female empowerment?  

• Would you feel confident  wearing Olivia Palermo Collection? 

• Do you identify with the image of women promoted by the brand? 

 

Nasty Gal 

• Do you already follow it?  

• Are you aware of who created it?  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? 

• What do you think is the target audience (In terms of age and type)?  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram?  

• Do you perceive the brand to be authentic?  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool?  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? 

• Would you feel confident wearing Nasty Gal? 

• Do you identify with the image of women promoted by the brand?  

 

 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? 

• Why do you think *name of the brand chosen* is more credible? 

• Do you believe that authenticity is a key element in their branding strategy?  
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10.2 Interview Transcripts  
 

    Respondent 1  
     First Part   

• Do you use Instagram? yes  

•  How often do you use it? Everyday, a lot of times a day  

• Are you active on Instagram? yes    

• Do you post content? many stories and posts, at least once or twice a month, 

depends if I travel or not  

• Which type of content do you consume the most? different types of content, more 

fashion related but also lifestyle, as food and healthy lifestyle. But mostly fashion.  

• And why fashion? I follow fashion on Instagram because I think it is a really good 

platform to convey the visual part of fashion because you can see collections and 

how clothes are fitting and how they are created, it is really engaging platform.  

• Do you believe that Instagram is a good marketing tool ? I think right now all brands 

should be active on Instagram, because right now people are using instagram 

more than facebook for example. Also with stories people can see how products 

fit and brands can really use it for launches and so on. I think it can a really good 

way to market a brand on Instagram.   

• Do you perceive it as an authentic platform with regards to fashion industry, 

compared to other platforms? I don’t think so because many influencers are 

sponsored, mostly in health and food industry. For example, Fitvia you can really 

see influencers are doing it because they get money out of that.  

• But what about fashion industry? Does it look authentic, like real? Yes, because 

you can feel more attached, you can feel and hear what is behind the brand and 

who created it. I think it is really authentic in fashion.  

 

• Do you follow fashion brands on Instagram? yes, I follow a lot of fashion brands  

• What kind of fashion brands do you follow? different kinds, from streetwear to 

luxury and retail. any kind of brand  
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• Why do you follow them on Instagram? Because I like their content and I get 

inspired by them, I also discover new things and maybe then I purchase them after.  

• Do you feel a closer connection with them by following them on Instagram? I do, I 

feel a closer connection to the brand  

• Do you follow brands which are similar or different to your styles? I do both. I follow 

brands that reflect my style because I like to see what I wear, but sometimes I also 

like to see what I would not wear but that match items that I have in my closet. also 

I follow brands really provocative, that is not really my style, but I do like to see 

them and the messages that they convey.  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be?  More to my inner self, because it reflects more 

my life.  

 

• Do you follow any fashion influencers? I do, a lot of them  

• Are you engaged by their content? Stories and posts mainly. Yes, I like what they 

post, especially because it is not strictly related to fashion, but they post their 

lifestyle, what they do, their workouts and so on. So it really engaging.  

• How do they influence your purchases? yes, because if I like the lifestyle of an 

influencer then they influence my style and I might discover new products that they 

inspire me to purchase.  

• Do you feel a sort of connection to them and their lives? Yes, I do.  

• How important is for you that the influencer when promoting a certain product is 

considered credible? It is really important, because you can understand when 

someone is sponsoring a product or not, because you can see if they really like 

the product or if they are just getting paid to sponsor it. I like when influencers say 

that they were invited to some events, but they did not like the products and they 

chose not to collaborate with the brand. For example chiara ferragni did that with 

dolce gabbana. She does not like the brand and she does not sponsor it.  

• Did you start following a brand that they were sponsoring? Yes, I did.  

• If yes, why? Because I discovered something else that was different from what I 

was following before and I might purchase that later.  
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•  Did you find the content more appealing than the influencer herself? I actually 

more the influencer, I think there is a hidden story and a life behind it so I think that 

content is more appealing to me than the brand itself. It is a person talking to an 

audience rather than a company.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? Yes I did, I bought bikinis  

• Have you ever purchased and used any discount code mentioned on the stories? 

I did, also for sports brands  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

I do feel part of a community. I.e.  would you join Nike sports club page after buying 

Nike shoes? Yes, definitely.  

• Have you ever commented a post or story of a brand? I am not really replying to 

stories, but I am doing it more with influencers because there is a connection with 

the influencer.  

• Have you ever replied to a poll on a story? Yes, because they are easier  

• Have you ever suggested anything to an influencer ? I did, yes. I am not really 

suggesting something, I am more expressing that I really like what they are doing 

if they are doing a great job  

• Have you ever posted a story and tagged the brand that you are wearing? Yes, I 

did.  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? I was reposted and I think it is such a nice feeling because I felt considered by 

the brand, because there is an influencer behind it and it felt great. I think it gives 

more credibility to the brand because it seems like they care about people and 

gives them a voice and also other people seeing the story reposted by the brand 

are gonna see my profile and then I think we all get connected. I think it gives good 

values.  

• So do you think reposting is a good value co-creation way? Yes definitely. The 

brand was antisocial social club, a bikini brand and Chiara Ferragni.  
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• Are you concerned about feminism? Yes, I am. especially now with the rise of the 

Met oo movement related to movie industry. So I am concerned about it  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? yes, I think that many brands are 

using it. for example La semaine paris. I am a big fan of the creator of the brand, 

Gabrielle, she is so nice.  

• Do you feel more attracted to the brand because of its message of feminism? I 

think so because if  it is a fashion brand then it is good to know that they are 

portraying the image of a strong and independent woman through clothing.  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? I think so, also because especially in the past, 

women were judged by their appearance and what they were wearing and by 

addressing this issue you can dress anything you want and you can be considered 

equally as men. I think fashion is a great tool to empower women.  

• And what about Instagram? Is is also a good tool to spread this message? yes, I 

think that female empowerment, fashion and Instagram can be really relevant 

together.  

 
Second Part 

• La Semaine Paris  

• Do you already follow it? yes  

• Are you aware of who created it? yes I really know her  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I think the image promoted is of a classy woman with this parisienne 

touch and it is for several occasions, going to work, night outs, going out. I really 

like it  

• What do you think is the target audience? Regarding the age from 18 to 30 kind 

of, about the type of women I would say all types of women. I think it is a brand 

made for different occasions, it is very versatile, flexible. I don’t think there is a 

specific targeted audience 
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• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes I do. I knew the brand from before and I know they were posting 

stories on Valentine’s day and also their hashtag #Lasemainegirls. They are 

creating a community around this # 

• Do you perceive the brand to be authentic? It does look really real also because 

the influencer who created it is really passionate about it and she posts a lot and I 

know they are doing a lot of things to embrace the brand such as community things 

as cooking and yoga classes to make everyone feel okay right now.  

• Does it look authentic also because also of the influencer who’s behind the brand? 

yes. because she explained all the work and her motivation to create the brand in 

the beginning  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? I think gabrielle is really authentic in what she does  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? It is, actually they are doing a lot, they repost a lot 

of stories from girls wearing the brand and they organize cooking classes. they 

also explain some products, they show photoshoots  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? To both gabrielle and the brand? More to Gabrielle 

and I did and she actually replied to me and this was so nice. I felt like able to 

communicate and she feels like a friend  

• Would you feel confident  wearing La Semaine Paris? I would and I would buy  

• Do you identify with the image of women promoted by the brand? Maybe not with 

night outs dresses, because I do not go to galas but if I had the occasion I would 

buy a dress. For sure I identify myself with the daily clothes. I would wear all of 

these  

 

• Olivia Palermo collection  

• Do you already follow it? yes, I do  

• Are you aware of who created it? Yes I am  
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• Looking at the posts, which is the image of women promoted by this brand? I think 

it’s elegant, classy and modern women, more for everyday life look  

• What do you think is the target audience (in terms of age and women type?) More 

like mature women, from 25 when you start working until 40- 50 maybe. and 

women type? women who started working and that are independent  

• Do you like the image of women promoted by the brand? I do, because also it 

seems that also with the dress for success is really for women who like to be at the 

top and are entrepreneur so yea I really like it  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes definitely  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Yes, maybe in less evident way than Gabrielle. 

For example here she asks what people think so yea she’s engaging  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? Yes I think so, why not?  

• Do you think that  is credible in spreading the message of female empowerment? 

I think she is, because she’s showing that women can be really a leader and 

powerful and also in the posts  

• Would you feel confident  wearing Olivia Palermo Collection? yes 

• Do you identify with the image of women promoted by the brand? Yes, not as a 

student, maybe in a few years I would like to wear these clothes when I will start 

working  

• Nasty Gal 
 

• Do you already follow it? No 

• Are you aware of who created it? No I am not  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? Here is more like, who really feels confident in her body, it is different 

than the other brands. Also because they are showing off a lot of their bodies and 

the messages and some quotes are clearly promoting independent women. I like 

it, though it is not my style and not even what I like to post. But I like what they do 
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• What do you think is the target audience (In terms of age and type)? How to identify 

it? I think it is for young girls, from 14-16 also because of the clothes are typically 

of Gen Z as the trucksuits and so on. But it applies also to girls like me, around 25. 

I would say 30 max. It has a different image than the other brands  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? It is evident  

• Do you perceive the brand to be authentic? it is because the message is forecasted 

in a different way, it seems like they do not have a sense of censorship in what 

they post and they freely express their message, even if it sounds rude. Overall I 

like it 

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? I think it is authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Yes, because there are a lot of quizzes polls, they 

repost and they post what other girls are wearing.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? Yes, if  I have something to say I would say it  

• Would you feel confident wearing Nasty Gal? Depends on the items, I am not 

showing off a lot of my body, but some items are nice  

• Do you identify with the image of women promoted by the brand? It is not reflecting 

my actual self, who I am, but more like an independent woman. I still like what they 

are saying even though I do not identify myself in it.  

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women?  La semaine paris, because I 

was following it since the beginning and they are promoting it in different ways, 

from posts to stories and they engaging a lot. They are empowering women in 

different ways, also now with this current situation they do not want to make women 

feel alone and before for valentine’s day. They are doing a lot to empower women  
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• Why do you think  la semaine paris more credible, compared to the other 2 brands? 

Because the presence of Gabrielle is very strong and is important, I like it and also 

her personal profile is great, she posts so much and she is really credible. I feel 

connected to her also because I have been following her for long time  

• Do you believe that authenticity is a key element in their branding strategy? I think 

it is, it is the most important brand attribute.  

 

2 Respondent  

• First Part   

• Do you use Instagram? Yes I do.  “ How often do you use it?” I use it 2 hours a 

day, I scroll it a lot and I use it when I am bored. On average I use it 2 hours a day.  

 

• Are you active on Instagram? Do you post content?  

o I am very active but I do not post any content  

• Which type of content do you consume the most? Instagram stories from 

influencers and then on the homepage I look at memes and news. So I look at 

funny content and more serious content, about what is going on in the World. and 

“Why do you engage with this content? Is it funny? “Because it is funny and I share 

things with friends funny content and I chat with them. I consume instagram 

influencers content because I like it and it is very interesting, they also share 

workout routine and beauty routine and I like it, it keeps me active. Then it’s 

interesting to look at news and Bloomberg is also very good on Instagram, less 

boring than just reading articles.  

• Do you believe that Instagram is a good marketing tool ? Yes for sure. Just thinking 

about all the sponsored posts, I think it is a very effective tool.  

• Do you perceive it as an authentic platform with regards to fashion industry? Yes, 

it does feel natural to me.  

• Do you follow fashion brands on Instagram? Yes, I do not follow them on daily 

basis, but I do follow some of them and their stories. 
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• What kind of fashion brands do you follow? For example Gucci, jewelry brands 

and other brands I do not follow their pages, but I do watch them from influencers, 

like chiara ferragni. So luxury brands 

• Why do you follow them on Instagram? for example jewelry brand I commented 

with my sister, Gucci I do not remember why I followed it. I do not a passion for 

fashion, I prefer influencers because they post their outfits. Fashion brands do 

more marketing for their brands and they do not share any outfits. Influencers look 

more natural to me.  

• Do you feel a closer connection with them by following them on Instagram? Yes, 

for sure. i think it makes you make you feel more connected because if I do not 

look at instagram then I would only see it on stores and that’s it. Since I do not 

watch tv, I would not see any ad if not on Instagram.  

• Do you follow brands which are similar or different to your styles? Actually different, 

because I do not wear Gucci everyday also because it is expensive. maybe for the 

style also something similar, but mostly different  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? yes, if I was rich I would buy Gucci so yes.  

 

• Do you follow any fashion influencers? Yes 

• Are you engaged by their content? Stories and posts mainly. Yes, I think it is a nice 

content and I would not follow them if I didn’t like what they post.  

• How do they influence your purchases? Yes, definitely. I am a marketing victim. 

For example everything I see from Giulia Valentina I want to buy it because I love 

her and I actually did it with a pjiama.  

• Do you feel a sort of connection to them and their lives? Yes, I think so. also their 

lifestyle. It is interesting to look at them, how they dress up and their lifestyle. If 

there is something I like I take inspiration from them.  

• How important is for you that the influencer when promoting a certain product is 

considered credible? Of course, I do not follow any influencer who look forced to 

sponsor these products but I clearly see that there are getting paid. I cannot stand 

their influencers and I would never buy anything from them. I think it is a waste of 
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time to follow them. But If feel a person is genuine in what is doing and post then I 

follow them. If it is really their life then I like it. I do not know whether what they 

post is real or not, but if it looks more real then it is more engaging.  

• Did you start following a brand that they were sponsoring? Maybe, I do not know. 

If I did, I do not remember. It’s not something I usually do.  

• If yes, why? Did you find the content more appealing than the influencer herself? 

No, I do not think so. I don’t think I ever started a brand from an influencer. But, 

when they tag the brand I look the page sometimes and for sure it is a different 

kind of IG page. “Is it more appealing?” Visually yes, posts look good, but I prefer 

following the influencers because of their lifestyle.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include?  Yes 

• Have you ever purchased and used any discount code mentioned on the stories? 

No, never  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

I think it depends on the kind of brand. I do not know if I got well the question. “So 

think about Nike. If you really like Nike and you buy their products, then would you 

join Nike sports club or download their training app. “ Then yes, I would do it. If I 

really like the brand then yes.  

 

• Have you ever commented a post or story of a brand? Yes, i did it.  

• Have you ever replied to a poll on a story? Yes  

• Have you ever suggested anything to an influencer ? yes, actually yes. Only to the 

ones that reply to me. Otherwise there is no point 

• Have you ever posted a story and tagged the brand that you are wearing? No 

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? No 

 

• Are you concerned about feminism? Yes. “Do you think a lot about it?” Yes, a lot. 

also on Instagram I see it is trending, I am not a radical feminism but I am 
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concerned about it, also because where I work there are mostly men so I think 

there should be more females and they should be more empowered.  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? No, I do not know. But I can think 

about underwear brands, I remember I saw some ads with more fat girls for body 

positivity messages. 

• Do you feel more attracted to the brand because of its message of empowering 

women? Yes, I would say so. “would you be more willing to buy something because 

of its good message?”  yes, definitely  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? Yes definitely 

• Second Part 
 

• La Semaine Paris 
 

• Do you already follow it? no, never heard before  

• Are you aware of who created it? no  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? the classic image of the luxury pink princess, blonde and beautiful, 

skinny. I actually like it, I like pink and classy clothes. I can see also some female 

empowerment in their posts, but I do not think that they are spreading the message 

with the right tools. I think females can be empowered also without wearing 

princess clothes and always having perfect makeup and hair. I think they are trying 

to convey a good message, but with the right means. Girls all look like barbies, so 

they are promoting the classic image of a girl.  

• What do you think is the target audience? I would say teenagers and women and 

those who are interested in fashion, with a real interest in fashion. Not over 30 

years old. looks more for teenagers.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes, could be argued whether in a good way or not  
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• Do you perceive the brand to be authentic? “What do you mean?” “I mean, does it 

look real and not too artificial?” No it does not look too authentic, it looks something 

I can see anywhere so it does not authentic, it is mainstream and built up to me.  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool?  

o Just a marketing tool, from the posts. Could be that the founder is super 

nice, but the posts look not authentic.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Yes, I would say so. They also post recipes, it is 

very engaging.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? If I was interested in their posts yes I would. But it’s 

something that I follow so I would not do it.  

• Would you feel confident  wearing La Semaine Paris? No, this is not my style. But 

I like it, they look good and I like the colours and models. actually now that I look 

better yes, I like some of the clothes and I would feel confident in wearing these 

clothes, if they fit me of course.  

• Do you identify with the image of women promoted by the brand? No, not really.  

 

o Olivia Palermo collection  
 

• Do you already follow it? No, but I have already heard it. So I might follow it from 

now.  

• Are you aware of who created it? No, I might heard from other  

• Looking at the posts, which is the image of women promoted by this brand? I still 

see models, so skinny and beautfiul looking. They look older than before, they look 

like working women, not teenagers.  

• What do you think is the target audience (in terms of age and women type?) 

Women who start their career from further in their career. Also women who are 

interested in dressing up, I do not dress like this everyday. So women from 20 to 

40-50  
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• Do you like the image of women promoted by the brand? Yes, looks like the classic 

fashion brand but more for women in career. I like it, but I do not crazy about it 

because it still looks like only for models. It looks also a modern style.  

• Does it look authentic? no 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram?  Its is not that clear, not as before. They do now write anything clear 

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Less than before because they just post about 

themselves, the user just needs to watch and buy. I do not see that much of 

engagement.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? No, but I do not really care, I do not follow her and I 

would not do it. Also if started to follow I would not do it because I think they would 

not listen to me. So it would not make sense.  

• Do you think that  is credible in spreading the message of female empowerment? 

Yes, because she is a women in career herself so she spreads a message that 

she cares about. So definitely it looks more credible than la semaine paris  

• Would you feel confident  wearing Olivia Palermo Collection? maybe not everyday, 

but if I want to dress to impress then yes  

• Do you identify with the image of women promoted by the brand? more than 

before, but not completely, because I am not 100% interested in dressing up like 

this everyday 

 

o Nasty Gal 

• Do you already follow it? No, never heard before  

• Are you aware of who created it? No 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it?Image of the classic girl who thinks she is a feminist, but she is not doing 

that much and she doesn’t care. It looks all like “yas queen, we slay”  I don’t like it, 

because I think it is just a way to bring sexism. It is always the same message, all 
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women look good and they do not all look like that real. Pictures are good, but I do 

not want to see these posts on my home page. I do not like this brand  

• What do you think is the target audience (In terms of age and type)? teenagers 

and women in 20s and a bit alternative that dress up looking different and in a 

particular way. not women in career  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes, they are clearly doing it. It also look pink and girly, also from the 

name Nasty gal is clear that they are feminist.  

• Do you perceive the brand to be authentic? no. I think it is just the 1000 copy of 

this kind of pages. I think this kind of pics and messages I saw them so many times.  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? It depends, I think it is a marketing message  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes I think so  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? No, because I do not feel part of it and I do not follow 

it.  

• Would you feel confident wearing Nasty Gal? No, maybe something that is not that 

extravagant. overall it looks like the same to any brand  

• Do you identify with the image of women promoted by the brand? No  

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? Olivia palermo  

• Why do you think Olivia palermo  is more credible? I think that, I like personally 

that female empowerment is less evident so she’s a woman with a career and she 

‘is promoting women to have a career and I think this is such a great empowering 

message for women. Women should have a career and They can all be managers. 

I think this message is better than what the other brand are promoting, that is 

basically just wear pink. I like the fact that it’s less evident, but then you can see it 
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in depth. The other 2 brands put it so evident and it looks less authentic and a bit 

fake, while with Olivia palermo it looks more credible.  

• Do you believe that authenticity is a key element in their branding strategy? yes 

definitely, I would buy something from the more authentic brand and not from the 

other 2 brands.  

 

 

      3 Respondent  

• First Part   

• Instagram 

• Do you use Instagram? Yes  How often do you use it? Everyday  

• Are you active on Instagram? yes, I always watch IG stories “Do you post content? 

Sometimes I post pictures yes, but I do not have a schedule. When I have 

something to share I do it. I do not have a frequency  

• Which type of content do you consume the most? Why? I would say it depends on 

the mood and the period, usually I like to see vacation content and people on 

holidays. Right now I like other type of content, as workout videos and so on. I also 

like fashion and health. I like this content for entertainment and Instagram is to 

have fun and relax. So I do find relaxing to watch health, workout, food and fashion.  

• Do you believe that Instagram is a good marketing tool? absolutely, yes 100%  

• Do you perceive it as an authentic platform with regards to fashion industry? It 

depends, because sometimes instagram can be a good platform used in a good 

way. but for some products that are too sponsored I perceive it as a cheap. other 

people I perceive as authentic so I am more influenced by them, but I do not 

consider authentic what looks cheap and then I am not influenced by them.  

 

• Do you follow fashion brands on Instagram? yes, like some italian brands as gucci, 

LV, chiara ferragni and fitness brands as protein powder, they also sell some 

clothes and I also follow some cosmetics brands  

• What kind of fashion brands do you follow? like gucci, from high end to low end 

such as zara and HM and asos  
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• Why do you follow them on Instagram? because I can be always be updated on 

the new products and I tend to buy cheap clothes as Zara. then I can check 

Instagram first and then the official website and shop online  

• Do you feel a closer connection with them by following them on Instagram? Yes 

because you can have a better overview of products. if I have previously seen 

some clothes online and on IG I check how clothes fit together and there is an 

emotional connection with the brand on IG. I always check first on Instagram and 

then in the store.  

• Do you follow brands which are similar or different to your styles? similar style  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? my inner self. sometimes I look a different style 

but then I do not follow them because it’s not my style. I am fascinated by some 

styles and I follow what I prefer.  

• Do you follow any fashion influencers? yes many  

• Are you engaged by their content? Stories and posts mainly. yes, when I was 

younger I followed so many influencers, while now I follow only few of them and I 

selected only the ones that I consider authentic, more realistic and not cheap. I do 

not like what I consider cheap. I prioritize authenticity.  I am engaged by their 

content because it’s not only about fashion, but their lives.  

• How do they influence your purchases? yes they influence my purchases. I am not 

100% influenced, but there are some implicit suggestions and if it is affordable for 

me then I am more willing to buy the product if I see it from an influencer.  

• Do you feel a sort of connection to them and their lives? yes, I follow people to who 

I feel a better connection also related to my life. In terms of topics and personalities 

I choose influencers to follow. Of course some have a complete different lifestyle 

than me, but I still like to watch them.  

• How important is for you that the influencer when promoting a certain product is 

considered credible? Super important because if an influencer promotes 

something 3 times a week then to me it’s not a good product and I would not buy 

it. I think good products do not need to be advertised too much. So credibility is 

super important and impacts a lot my purchases.  
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• Did you start following a brand that they were sponsoring? yes, I know that I did 

that. My protein is based on fitness, but sells also fashion and I started to follow it 

from an influencer  

• If yes, why? Did you find the content more appealing than the influencer herself? I 

follow the influencer and then the brand because the influencer creates first an 

interest in the brand. The influencer content is more interesting because there is a 

life behind. but to have a better overview of the product then I visit the official brand 

to see all products.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? no never  

• Have you ever purchased and used any discount code mentioned on the stories? 

yes i did  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

No. I mean I never thought about it. to me it is just a purchase. I have never posted 

on IG a product I have bought.  

• But if you are a big fan of Nike would you download the app for training? in that 

sense yes I would do it. I was not such a big fan of Nike, but I started to use the 

app from an influencer, Aurora Ramazotti. Then I downloaded the app and then I 

started to buy their products more. From the app I became interested in their 

products.  

 

 

• Co-creation  

• Have you ever commented a post or story of a brand? never  

• Have you ever replied to a poll on a story? no never  

• Have you ever suggested anything to an influencer ? yes, I did. Once I wrote 

something because I did not agree on what an influencer was sponsoring. She is 

followed by many young girls and she should be a better example because she 

was influencing to buy expensive tea to get fit. I thought the message was wrong 

and I texted her on IG. I stopped following her.  

• Have you ever posted a story and tagged the brand that you are wearing? No 
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• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? No  

• Female Empowerment 

• Are you concerned about feminism? Yes, sure a lot  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? Nike is right now really into that 

because they are showing different types of bodies. In the past in fitness industry 

was showing only skinny women while now they are showing every type of body. 

also calzedonia and intimissimi, two underwear brands are doing the same. It is a 

good message  

• Do you feel more attracted to the brand because of its message of empowering 

women? yes  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? I think so. because this topic has to be developed 

from small things and step by step so yea they can do that  

 

• Second Part 
 

o La Semaine Paris 

• Do you already follow it? no 

• Are you aware of who created it? no  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? they are all really nice girls, but also from different countries, all young 

but different ages, quite similar body types. it’s elegant and sexy, not cheap, not 

vulgar, it is cool and elegant.seems for strong girls so  I really like it  

• What do you think is the target audience? I feel like it targets some countries more 

than others, like Milan and paris. from 20 to 35 years old 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Honestly, the sensation it gives me is talking to an audience of girls 

who are cool, elegant, self confident and strong but it does not feel to me as female 

empowerment  
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• Do you perceive the brand to be authentic? yes 

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? It is authentic. Being authentic to me it’s connected to being cheap and it 

does not gove that sensation. gives me the sensation of being classy so it’s 

authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Yes, it is really nice because they share some 

books, food recipes and so on so yea they are engaging a lot. they also share 

some sentences about female empowerment  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? not sure, maybe it should be more engaging. there 

is something that prevents me to being engaged. maybe I could text the influencer 

but not the brand 

• Would you feel confident  wearing La Semaine Paris? yes this is my style  

• Do you identify with the image of women promoted by the brand? yes, they all look 

really nice models, would be good to see other types of bodies  

 

o Olivia Palermo collection  

• Do you already follow it? no 

• Are you aware of who created it? no not well  

• Looking at the posts, which is the image of women promoted by this brand? More 

realistic than la semaine paris, looks more authentic to me  

• What do you think is the target audience (in terms of age and women type?) for 

older women. I could wear this clothes, but it’s more for a higher range of years 

like over 20.  

• Do you like the image of women promoted by the brand? Yes it is really nice, gives 

me the feeling of more adult and mature women, very classy and different, less 

frivolous and more serious  

• Does it look authentic? yes totally 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes I would say so 
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• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? I do not know if there is really an engagement. 

There is nothing like recipes and so on. but stories are nice with many sentences 

and comments so I don’t know if that’s engaging, but I feel a connection to the 

brand 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes  

• Do you think that  is credible in spreading the message of female empowerment? 

Yes, also because in the pictures there are many comments and this gives me the 

sensation of being authentic and it looks nicer than la semaine paris  

• Would you feel confident  wearing Olivia Palermo Collection? yes, i would wear it 

a bit later in my years  

• Do you identify with the image of women promoted by the brand? yes, I think it is 

more for mature women so maybe in 5 years I would fit  

o Nasty Gal 

• Do you already follow it? no 

• Are you aware of who created it? no, but I can see it’s more california  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? It looks very different, funny and the style is clearly from LA. it gives me 

the idea of female emporwement and I like it. There are girls who wear makeup 

and nice clothes, smart and ironic, there are some girls having fun together and 

there is also a girl wearing clothes and looks authentic. also different body shapes. 

I like it  

• What do you think is the target audience (In terms of age and type)? same as la 

semain paris. teenagers and 20s  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes a lot. There are girls posing and having fun, looks very authentic 

and funny, ironic 

• Do you perceive the brand to be authentic? yes a lot  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? very authentic  
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• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes they talk about netflix and they do also quizzes 

so this is nice. there is engagement  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes  

• Would you feel confident wearing Nasty Gal? yes now I started following the brand  

• Do you identify with the image of women promoted by the brand? yes, they are 

young girls and ironic, empowered, independent and so on. I like it  

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? The first brand was nice, but I 

did not see anything about female empowerment, there is nothing with girls 

together, only one girl posing. fashion, trendy and classy girl, self confident. There 

is Nothing to me about female empowerment and also the stories look static so I 

am not engaged. The second brand is more authentic and credible, it is more for 

older people, I am not the target but I like it, also if I am not 100% engaged by it. 

So Olivia palermo is to me the most authentic.  

• Why do you think *name of the brand chosen* is more credible? Every post gives 

me the feeling of being less planned and looks more normal, models are not always 

perfect and looks more real. also nastygal is authentic, but it’s a different target 

than olivia palermo. they both do really well, but for my personality I pick the second 

brand.  

• Do you believe that authenticity is a key element in their branding strategy? if 

authenticity and credibility are the same, then I think so. the brand has to give the 

feeling of being authentic, even if it might not be.  

 

      4 Respondent  
 

• First Part   

• Instagram 
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• Do you use Instagram? Yes   How often do you use it? Right now a lot, generally 

one hour a day  

• Are you active on Instagram? Yes, I watch a lot, but do not post anything Do you 

post content? no 

• Which type of content do you consume the most? Why? Fitness and nutrition 

because I like them and I entertain myself there  

• Do you believe that Instagram is a good marketing tool ? yes definitely because 

there are many users and Instagram uses people’s preferences and thus is very 

selective in their adv 

• Do you perceive it as an authentic platform with regards to fashion industry? No it 

is not to me  

 

• Fashion Brands 

• Do you follow fashion brands on Instagram? Yes  

• What kind of fashion brands do you follow? Shoes, bags, both high end and lower 

end  

• Why do you follow them on Instagram? because I love these brands and some I 

cannot afford but other I can. I like them  

• Do you feel a closer connection with them by following them on Instagram? yes 

because I am updated on new collections 

• Do you follow brands which are similar or different to your styles? similar 

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? My inner self definitely  

 

• Do you follow any fashion influencers? Yes  

• Are you engaged by their content? Stories and posts mainly. Yes, I follow also 

some influencers that I consider very stupid like chiara Nasti. But I like their content 

so I follow them  

• How do they influence your purchases? Yes they do influence, I buy products 

similar to the ones I see on Instagram, especially in fitness influencers  

• Do you feel a sort of connection to them and their lives? a little bit 
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• How important is for you that the influencer when promoting a certain product is 

considered credible? Very important  

• Did you start following a brand that they were sponsoring? Yes I did  

• If yes, why? Did you find the content more appealing than the influencer herself? 

Because I liked the brand and there are some differences in content, influencers’ 

content is less direct than the brand that directly sponsors. Influencers put their life 

first and then the products so I like more the influencer than brand to follow 

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? No 

• Have you ever purchased and used any discount code mentioned on the stories? 

Yes  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

No not necessarily, example about Nike ? yes I would be of the community like 

Nike  

• Have you ever commented a post or story of a brand? No  

• Have you ever replied to a poll on a story? Yes  

• Have you ever suggested anything to an influencer ? Yes, but she did not reply 

and then I never texted anyone again 

• Have you ever posted a story and tagged the brand that you are wearing? No, but 

Micol usually does that  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? No 

• Female Empowerment 

• Are you concerned about feminism? (How did it start?) Yes  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? I can’t find about brands, but I 

know many do that, like underwear brands but they are doing it in the wrong way 

to me. Because promoting fat girls is a wrong message, as obesity is a disease so 

they should not send this message.  

• Do you feel more attracted to the brand because of its message of empowering 

women? Yes definitely  
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• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? I think so, but right now fashion industry is 

focused on the body positivity and I don’t like this. Though fashion could make a 

difference 

 

o La Semaine Paris 
o Do you already follow it? No 

• Are you aware of who created it? no 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? an angelic woman, perfect, rich and beautiful woman. It’s a bit for radical 

chic. I like it  

• What do you think is the target audience? 20-30 not for teenagers  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes from the posts yes  

• Do you perceive the brand to be authentic? No  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? the sentences I look at do not seem authentic to me, they are superficial to 

me. I do not see a good feminist message  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes definitely, they are also doing yoga classes. 

There is a lot of engagement  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? Since I do not follow I don’t know, maybe  

• Would you feel confident  wearing La Semaine Paris? Yes I like their clothes  

• Do you identify with the image of women promoted by the brand? Yes  

 

o Olivia Palermo collection  

• Do you already follow it? No 

• Are you aware of who created it? No 

• Looking at the posts, which is the image of women promoted by this brand? Image 

of a woman in career  
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• What do you think is the target audience (in terms of age and women type?) For 

older women, from 20 to 50  

• Do you like the image of women promoted by the brand? Yes I like it  

• Does it look authentic? No, I can only see women posing and this does not look 

natural to me.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? No I cannot see any of it from the posts 

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? There is not much of engagement, I can only see 

static pictures and not many questions ect  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? No since I do not know her  

• Do you think that  is credible in spreading the message of female empowerment? 

No, because she always poses with what she is sponsoring so does not look 

credible 

• Would you feel confident  wearing Olivia Palermo Collection? No, still not for me  

• Do you identify with the image of women promoted by the brand? No, I think it is 

for older women like 30s  

 

o Nasty Gal 

• Do you already follow it? no 

• Are you aware of who created it? no 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I think it looks ironic and funny, like a girl who does not care and 

American style. I honestly don’t like this image  

• What do you think is the target audience (In terms of age and type)? 15-30  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes, there are many posts about female empowerment, but it is very 

much american style and I do not like it  

• Do you perceive the brand to be authentic? No 
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• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? No it looks like the message is kind of superficial and already heard, it is bit 

superficial.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes a lot because there are many quizzes and 

activities to do 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? No because I do not follow it  

• Would you feel confident wearing Nasty Gal? Yes I actually like some clothes, I do 

not like the posts though, too american for me  

• Do you identify with the image of women promoted by the brand? No not really 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? I think la semaine paris is the 

brand that mostly represents me and I think it is promoting female empowerment, 

but still shows perfect bodies and princess style so it does not look too authentic 

to me  

• Why do you think la semaine paris is more credible? Because there is coherence 

between the posts related to feminism and the type of clothes they sell.  

• Do you believe that authenticity is a key element in their branding strategy? 

Definitely. I would not buy products that are sponsored by people who do not 

believe in these products and that it is clear that they are just earning money out 

of the collaboration.  

 

Respondent 5  

 
• First Part   

• Instagram 

• Do you use Instagram? Yes, a lot  How often do you use it? All of the time, I check 

it all the time. At least once or twice every hour  
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• Are you active on Instagram? Yes Do you post content? Yes, I do post, I do not 

know how often. If I have content I post is once a week and then I post stories once 

or twice a week  

• Which type of content do you consume the most? Why? The content that I prefer 

is my friends’ daily life, pictures, I really try to use Instagram mostly for an inner 

circle of friends. I consume also Fashion, food and restaurants because I like to 

look at new places to see. Then I look at landscape and holidays content, and 

workout. “and why do you like to see this content?” Because I feel connected to 

people’s life and then IG gives me inspiration for fashion outfits, restaurants and 

places to visit. also healthy and workout content is useful for me 

• Do you believe that Instagram is a good marketing tool ? Yes, I do not know how 

to use for marketing, but I think it is very useful for brands, for small companies it 

is less useful but the more you grow the more it is very useful because you can 

reach so many people.  

• Do you perceive it as an authentic platform with regards to fashion industry? Not 

really because everyone wants to show only something about of their life so I don’t 

see Instagram as being the real self of the people I follow. Also looking at my own 

feed, I do not think people can get an idea of who I am really. So I do not perceive 

it as authentic. “Related to fashion industry does it look real for you?” Some 

influencers are really trying to be authentic, but still there are so many body 

standards and people always being perfect which is not real for sure.  

 

• Do you follow fashion brands on Instagram? yes, I used to follow basically all 

fashion brands, but then I realized I can just check out the things that I want and 

look directly at the brand page that I like without seeing all the stories on my 

homepage. Sometimes they are a bit boring. So I follow some brands, but not as 

much as I used to.  

• What kind of fashion brands do you follow? Luxury mostly, I think also zara and I 

follow mostly in the high end market and also more sustainable companies in case 

I want to buy something 
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• Why do you follow them on Instagram? to see the content. If I purchase a brand 

and I really like their content and stories then I follow it. I don’t think there is a direct 

link between the fact that I follow it and that I buy the products. most of the brands 

that I follow are more inspirational, I do not buy everyday Louis Vuitton but I like 

their content.  

• Do you feel a closer connection with them by following them on Instagram? For 

sure I get a better knowledge, I don’t know if I get a connection. It depends on the 

content, if it very engaging then I think there’s a closer connection. Overall, I would 

not say that following is a precondition for being connected.  

• Do you follow brands which are similar or different to your styles? similar; I follow 

stuff that I like and that  would buy. I also follow stuff that I would buy.  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? More my inner self, but I do also follow brands 

that I think are cool even though are not 100% me, like Off white and Louis Vuitton. 

I think they are cool so I follow them.  

 

• User Engagement 

• Do you follow any fashion influencers? yes  

• Are you engaged by their content? Stories and posts mainly. It kind of depends on 

the content and the circumstances and the time. like during fashion week I watch 

all influencers for the cat walks. I like some influencers more than others.  

• How do they influence your purchases? Yes, some influencers really do. Of course 

not in everything, it depends on the product. For example, if I see something that I 

like then I look at something similar in stores, as jewerly, skincare and bags. I am 

definitely influenced by their style and lifestyle.  

• Do you feel a sort of connection to them and their lives? It depends on the 

influencer. If they show their daily life then I can create a great connection, 

especially showing their weak sides and the reality of their lives then yes. They 

need to show that not everything is perfect, like oh I just woke up and I looked 

already with make up.  



   
 

 163 

• How important is for you that the influencer when promoting a certain product is 

considered credible? Absolutely. I do not like when I see an influencer promoting 

always the same stuff and in the same way, I like when they show products and 

they are funny and talkative, they show that they thought about it. I like people that 

create a connection with the product because then I also create a connection with 

the product as well.  

• Did you start following a brand that they were sponsoring? Yes. I can think about 

jewerly brands because regarding the high end market I already knew all the 

brands, it is hard for me not to know a big brand and then either I follow or I do not. 

but for smaller brands like jewels then I discover so many on Instagram. I start 

following smaller brands from influencers.  

• and why? Did you find the content more appealing than the influencer herself? 

Yes, the content is very different and both are appealing and I usually prefer the 

influencer more because they put products in a daily context.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? I don’t remember, but for sure I checked plenty of products from the swipe 

up and then maybe after two days I bought the products.  

• Have you ever purchased and used any discount code mentioned on the stories? 

I think so, for some make up probably. But I do not do it often. Sometimes for 

skincare or makeup I see a code and I use it.  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

depends on the product, I would say yes. Especially with jewerly and skincare yes 

I am part of a brand community. If I think about fashion, then depends on how 

many items I bought and then depends on what I buy and how big the brand it is. 

So if I buy something for a special occasion then I feel part of the community.  

• Co-creation  

 

• Have you ever commented a post or story of a brand? I don’t know, usually I don’t 

think they consider my comment if they receive tons of messages so I do not feel 

the urge to text the brand.  

• Have you ever replied to a poll on a story? Yes, because they are easier.  
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• Have you ever suggested anything to an influencer ? Not recently, I used to do 

that when I was younger, at high school. Right now I do not do that.  

• Have you ever posted a story and tagged the brand that you are wearing? When I 

was younger yes, right now I do not do that, maybe if it is friend asking me yes or 

if it a friend’s shop yes.  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? No not that I can recall.  

 

• Are you concerned about feminism? (How did it start?) Yes, I would say that it is 

not the topic I am mostly interested but yes I am concerned  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? I am sure I know a 1000, but rn 

there is nothing that comes out of my mind, I see many big brands promoting 

initiatives as LMVH and the big luxury brands are promoting this.  

• Do you feel more attracted to the brand because of its message of empowering 

women? depends on the message but generally yes 

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? For sure and for many reasons because fashion 

industry is an industry where women have a strong leadership and the industry 

itself is dominated by women. Historically they could show their potential from 

fashion and many women are leaders and CEO and yes fashion can make a 

difference. There is a connection between the way women appear and what they 

wear, most people think from what you wear that you are in a certain way. i.e. short 

skirt you a slut and blonde hair stupid. so fashion can send a strong message in 

that sense.  

 

 

 
 

• Second Part 
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o La Semaine Paris 

• Do you already follow it? No, but I checked their profile several times 

• Are you aware of who created it? Yes I know it’s her brand, I do not know her 

personally, but I have heard many times.  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I see very parisienne kind of women, very independent, feminist and 

not giving a fuck and yes I like this image. sometimes I think it’s pretencious. I like 

this parisienne style 

• What do you think is the target audience? Independent and empowered women, 

from 18 to 35. french girls because it’s very french and also for other countries, 

though to me it looks very french. maybe in europe or states girls would like it  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes definitely. I see many nice messages, like “It’s okay not to be okay” 

and things related to feminism  

• Do you perceive the brand to be authentic? yes, sounds pretty authentic. Gabrielle 

gives really the vibe and she really has this style so I see the connection between 

her and her brand and this makes it feel authentic. this makes it more authentic 

than other brands. 

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? authentic 

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes, I see yoga classes and skincare routine and 

they give so many suggestions and they pull a lot of engaging content, they post 

outfits and so many nice things. This morning I checked cosmopolitan and gabrielle 

is in the cover and she says that she is giving suggestion on valentine’s day 

through her brand.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I don’t know, I would do that if I feel that my comment 

will be listened and used, like I would say something in a box, but I would not send 

a text. I feel confident in doing that, but I just do not do it usually.  
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• Would you feel confident  wearing La Semaine Paris? Yes, not everything. i 

checked the website many times and I considered buying a tshirt or minidresses 

many times.  

• Do you identify with the image of women promoted by the brand? yes, on one side 

for the empowerment and strong and independent woman I like and I like the paris 

vibe a lot.  

 

o Olivia Palermo collection  

• Do you already follow it? no, I didn’t know the brand but I knew olivia 

• Are you aware of who created it? yes 

• Looking at the posts, which is the image of women promoted by this brand? very 

classy, something very classy, polite  

• What do you think is the target audience (in terms of age and women type?) I 

would say older audience, 20-40 years old  

• Do you like the image of women promoted by the brand? Does it look authentic? I 

feel a bit detached because she is always posing and looks very serious and 

classic so does not look very authentic. she is gorgeous. overall looks like a normal 

fashion brand 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? I don’t know honestly, I do not follow her, it does not give me the 

impression of female empowerment. I see a lot of fashion content, but it is not clear 

that she is promoting it. definitely la semaine looks like more promoting it. But I like 

what I see. also I do not know her page so maybe if I dig more into it I would see 

it.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes, there is not that much content, but it all looks 

so nice and she doesn’t engage a lot. but she posts a lot of fashion outfits and 

backstages. she shows her daily routine and so on. Overall doesn’t give me a 

strong impression.  
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• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I feel like I don’t have anything to share with olivia. I 

see stuff that I would buy, she looks gorgeous and soon but I would not text her.  

• Do you think that is credible in spreading the message of female empowerment? I 

don’t know her so I would not know. If I look more into her and I would say yes. 

She looks maybe too gorgeous to be real.  

• Would you feel confident  wearing Olivia Palermo Collection? Yes totally, not every 

pieces because some are for older people, but some yes. I would check out some 

clothes for sure  

• Do you identify with the image of women promoted by the brand? yes totally.  

 

o Nasty Gal 

 

• Do you already follow it? no, I do not know about it. But tell me more ahaha I like 

it  

• Are you aware of who created it? no 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? These are the pages that I like to follow because I really like it, there 

are many memes and funny content. I see autoironic and funny women, 

independent and strong. There are different types of bodies  

• What do you think is the target audience (In terms of age and type)? teenagers, 

15-30, maybe 35. the page is really targeting young girls, clothes also for 30s years 

old  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes in an ironic way and it is really nice, like badass girls lol 

• Do you perceive the brand to be authentic? yes, in a fun and ironic way it looks 

very authentic  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? very authentic  
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• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand?they do contests and quizzes, looks very engaging. 

they also repost a lot  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I would do it for some pictures, I would repost them 

in my story, I love these posts, I am going to follow nastygal now. I do not know if 

I would comment a story maybe if I buy 

• Would you feel confident wearing Nasty Gal? yes definitely 

• Do you identify with the image of women promoted by the brand? It is not really 

my style but I would wear something. But definitely I define myself as strong and 

independent, funny and ironic.  

 

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? I think la semaine paris 

because I think it shows a connection between the content and the brand. The 

message and the product is not really connected in the other brands as nasty gal. 

with la semaine I think they are authentic and it is the one that makes more sense. 

I see a strong message and a connection.  

• Why do you think is more credible? gives more the idea of empowerment and 

credibility 

• Do you believe that authenticity is a key element in their branding strategy? I think 

it is an important element and depends on the brand and what message they want 

to give. overall I think it’s important to look authentic.  

 

        6 Respondent  

 
• First Part   

• Instagram 
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• Do you use Instagram? Yes I do How often do you use it? A couple of times  a 

day.  

• Are you active on Instagram?yes  Do you post content? yes, but not that often. 

Once every 3 weeks  

• Which type of content do you consume the most? Why? Mostly inspiration account, 

quotes and nice pictures. I like it because this content like old oictures and couples 

from the 90s are so cute and I like these quotes.  

• Do you believe that Instagram is a good marketing tool ? yes especially if you 

follow the influencers you like then it is definitely a good marketing platform. also 

because influencers I like are very real and authentic so this makes marketing 

more effective.  

• Do you perceive it as an authentic platform with regards to fashion industry? yes, 

all depends on who you follow. I like when brands connect the brand to real things 

happening. For example the brand I was working for, they post a lot about the 

current situation and I like this, makes it feel authentic.  

 

• Fashion Brands 

• Do you follow fashion brands on Instagram? yes many 

• What kind of fashion brands do you follow? most high end, some australian fashion 

brands that I like.  

• Why do you follow them on Instagram? I want to see inspirational pictures and I 

can get inspired for the style and then I also see things that I am interested in 

buying.  

• Do you feel a closer connection with them by following them on Instagram? yes if 

they post a lot of everyday looks and not only editorial, more raw posts. Then I am 

connected.  

• Do you follow brands which are similar or different to your styles? a lot of similar 

to me, but also some brands are different and represent what I would love to wear.  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? Both. I follow both types of styles 
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• Do you follow any fashion influencers? Yes, mostly lifestyle influencers, but they 

also do fashion.   

• Are you engaged by their content? Stories and posts mainly. yes it is for 

entertainment.  I like when they post a lot because then I see a lot of content I like.  

• How do they influence your purchases? If I see something that an influencer then 

I go and check the item and then I buy what they wear. so they do influence a lot 

my style. I like to see how they combine items and so on.  

• Do you feel a sort of connection to them and their lives? yes I feel connected if it 

is not too edited and glamorous then yes  

• How important is for you that the influencer when promoting a certain product is 

considered credible? yes I really think they need to choose well the brands they 

collaborate with because if I see someone who is always sponsoring the same 

product and brands then they lose credibility. They cannot always say that 

everything is amazing. They need to be real. It is hard to believe that the think 

everything is amazing.  

• Did you start following a brand that they were sponsoring? yes i did  

• If yes, why? Did you find the content more appealing than the influencer herself? 

because i saw initially on instagram and then I was inspired and go and follow it. 

The brand is more appealing content, but the  influencer is doing more things as 

well. The brand is more edited and the content is nice.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? I used it to see the products  

• Have you ever purchased and used any discount code mentioned on the stories? 

yes i did 

• Do you/ Would would feel part of a brand community if purchasing those brands? 

yes  

• Co-creation  
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• Have you ever commented a post or story of a brand? no never  

• Have you ever replied to a poll on a story? yes  

• Have you ever suggested anything to an influencer ? no I haven’t  

• Have you ever posted a story and tagged the brand that you are wearing? Yes in 

my stories not in a post 

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? Once it happened and felt really good, I felt amazing because they really cared. 

then i am more connected to the brand 

 

 

• Are you concerned about feminism? (How did it start?) yes, especially because in 

some parts of the world it really needs to be improved. 

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? weekday, also influencers are 

doing it 

• Do you feel more attracted to the brand because of its message of empowering 

women? yes of course  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? yes definitely it can do that 

 

• Second Part 
 

o La Semaine Paris 

• Do you already follow it? no 

• Are you aware of who created it? no first time I hear it  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? they represent the ideal of women, very thin and good looking. It is a 

nice image, has a parisien vibe. I like that it shows women of different colours, but 

not different sizes 

• What do you think is the target audience? 15-25, western europe women  
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• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes they are clearly doing that  

• Do you perceive the brand to be authentic? yes, still very edited, but it feels like a 

mix of pics like behind the scenes and others more edited. so it’s a mix  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? more like a marketing tool 

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? I really like their stories, they do a schedule for the 

week and they encourage women to do it. there is a lot of engagement, but not 

something where you can text. so to engage you have to leave a comment  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? no i usually never do it  

• Would you feel confident  wearing La Semaine Paris? yes i like their cute clothes  

• Do you identify with the image of women promoted by the brand? not really, I think 

it’s a very feminist look and I am more like hoodie style. If I have to dress up I would 

buy, but not really my style.  

 

o Olivia Palermo collection  

• Do you already follow it? No 

• Are you aware of who created it? yes, I know her  

• Looking at the posts, which is the image of women promoted by this brand? very 

high fashion, mix of dresses and oversize fits. so mix of everything. I like it 

• What do you think is the target audience (in terms of age and women type?) a wide 

target group. around 20-40 and also older  

• Do you like the image of women promoted by the brand? Does it look authentic? I 

like it, but it looks like magazine. overall looks authentic 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? I guess so. it shows that women can dress in any way, but it does not 

look like the main purpose of the account is to promote that. It is not that evident  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? she tags a lot of people and brands, it is easy to 
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click and there are many swipe up. easy to see the content and go to websites so 

yes she is engaging 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? again personally I would not do it. she seems like 

someone who would care, but I am not sure.  

• Do you think that  is credible in spreading the message of female empowerment? 

yes, but I do not see the message that much. Looks authentic and makes sense 

overall.  

• Would you feel confident  wearing Olivia Palermo Collection?  yes if I were to dress 

up more  

• Do you identify with the image of women promoted by the brand? no, maybe in the 

future  

 

 

 

o Nasty Gal 

 

• Do you already follow it? yes  

• Are you aware of who created it? yes, I really know her personally. I went to see 

her book and she is super cool. I used to message her and I know how she created 

the brand and I know the story 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? they are targeting all types of girls, literally every skin tone and every 

size. I love it, they are super cool. I identify myself with this brand rather than other 

brands  

• What do you think is the target audience (In terms of age and type)? 15-30  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes definitely  

• Do you perceive the brand to be authentic? Yes it is so authentic, also because I 

know how she thought the brand and she is really authentic 
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• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? it is authentic. she has been doing all of this since the beginning not only 

when they became that famous 

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes so much also for quizzes and stuff 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes if I send an order, otherwise not in my style  

• Would you feel confident wearing Nasty Gal? yes it is my style 100% 

• Do you identify with the image of women promoted by the brand? 100% 

 

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? nastygal  

• Why do you think  Nastygal is more credible? they promote every type of girl and 

they have quotes that go well with these types of pictures. they really promote 

every type of skin, size and their posts make sense. the posts are connected to 

the message so looks very authentic to me.  

• Do you believe that authenticity is a key element in their branding strategy? yes so 

much. because for example victoria secrets ceo said that they do not want 

transgender, then they made a campaign with all types of women, but still there 

were still the same models. so this is in contrast with their message to really target 

all women. so it lost credibility  

 

       7 Respondent  
 

• First Part   

• Instagram 

• Do you use Instagram? Yes I do. How often do you use it? Everyday  

• Are you active on Instagram? Do you post content? Yes I am very active and I post 

a lot of posts and stories, but not IGTV  
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• Which type of content do you consume the most? Why? 3 main types of content: 

friends, colleagues, family, friends of friends, I watch their lives. then I like to see 

travel content both from official sources like visit paris or visit peru and then travel 

bloggers that give me inspiration to where to go and what to do, then fitness 

content from fitness trainers who have virtual content and also fitness influencers. 

I like this content because I feel in touch with someone even though I am not, it is 

a nice way to get connected. Also it gives me an idea of what people are up to and 

it gives me the chance to text to people who are doing something nice. So I also 

get inspired to do something nice and different.  

• Do you believe that Instagram is a good marketing tool ? definitely, most of the 

products that I buy that I would not have bought otherwise I buy them because I 

have seen on Instagram. It gives a lot of visibility and it is a very effective tool.  

• Do you perceive it as an authentic platform with regards to fashion industry? Yes, 

it is more authentic than Facebook or ads that come out on Google. So even if 

Instagram belongs to Facebook it seems more authentic and marketing is done in 

a more subtle way. It is getting worse though. I think marketing on IG is divided 

into influencer marketing that to me is authentic because I follow people that I know 

for a long time and it gives me a connection and familiarity with them, even though 

I have never seen them in real life. The other marketing tool is ads that come out 

on the stories and these are annoying. So overall it depends on who I follow.  

 

• Fashion Brands 

• Do you follow fashion brands on Instagram? yes I might, it is not my favorite topic, 

but I follow a couple of fashion brands.  

• What kind of fashion brands do you follow? small and independent designers, I do 

not follow the big brands on Instagram.  

• Why do you follow them on Instagram? I have the idea that big brands, to be seen 

they would pay a lot for some sponsored content or big influencers so I would see 

their products anyway, big brands are everywhere, while small designers I would 

not see them if I did not follow them on IG 



   
 

 176 

• Do you feel a closer connection with them by following them on Instagram? ys for 

sure and it makes me more inclined to buy  

• Do you follow brands which are similar or different to your styles? something very 

similar  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? my inner self  

 

 

• Do you follow any fashion influencers? A couple, I mainly follow travel and lifestyle 

influencers that also sponsor some fashion content. then I follow all the Ferragni 

family. fashion is not what I mainly follow 

• Are you engaged by their content? for sure Stories and posts mainly 

• How do they influence your purchases? Yes I think they definitely do, because I 

see sponsored stuff but then also I am influenced by some items of their style that 

they are not actively advertising. So overall they have a big influence on my 

purchases.  

• Do you feel a sort of connection to them and their lives? yes for sure  

• How important is for you that the influencer when promoting a certain product is 

considered credible? yes, I think it is super importance because I stopped following 

some influencers I have been following for months since they were always 

sponsoring the same things and it looked so annoying to me. For example there 

was this influencer that clearly had a long term contract with Groupon and every 2 

weeks she was doing something for Groupon. So If I like Groupon I would follow 

it, but she was so repetitive and she did not look authentic at all. If it is not authentic 

then I do not follow. If she sponsors one day Nike and another day other brands 

then it looks more credible and authentic and makes more sense to follow.  

• Did you start following a brand that they were sponsoring? I did yes, but it is a rare.  

• If yes, why? Did you find the content more appealing than the influencer herself? I 

like brands that are particular in some ways and try to create a community, I like 

brands who create a story and have a story underneath. “So is community an 
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important element for you? Yes definitely. I also think influencers content looks 

more authentic and credible and definitely more appealing than the brand content.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? yes I have  

• Have you ever purchased and used any discount code mentioned on the stories? 

yes I have  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

Yes, I think it depends on the marketing effort of the company, if I see that the 

company is really trying hard to make a community then yes I would feel part of 

that community. I think it works.  

• Co-creation 

• Have you ever commented a post or story of a brand? No I do not usually, unless 

I have a specific question on a product then I would comment.  

• Have you ever replied to a poll on a story? Yes then I do both in brands and 

influencers.  

• “if you think about boxes for questions are they an easier tool compared to sending 

a DM?” Yes I would definitely feel more engaged and use boxes way more than 

DMs.  

• Have you ever suggested anything to an influencer ? Yes I ask all the times, like 

“is it okay if I use the product in this way?” and usually they answer. I think they 

always answer because it is on their interest to reply to questions as it makes their 

Instagram algorithm look better if they reply to posts. I definitely feel more 

comfortable in texting an influencer rather than the brand itself.  

• Have you ever posted a story and tagged the brand that you are wearing? No not 

fashion brands. Sometimes if I feel like a company has done something really good 

or bad then I do like to post it in my stories. For example I had a great experience 

with a supermarket delivering at home in no time and I also tagged easyjet because 

their customer service sucks.  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? Yes, by organic grocery shopping brands, they all reposted. The feeling was 

really good, I felt validated and considered by the brand.  
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• Are you concerned about feminism? (How did it start?) Yes I actually read a lot 

about and it is one of my main focus right now. I think when I moved to the UK I 

started to learn more about it, I think the UK has a more sense of feminism and 

being feminist here is more of a thing compared to Italy. In america and Uk is more 

felt to be feminist. also when I started working here there were women only 

meetings where it was safe space where it was possible to discuss to feminist 

topics and feel safe. at first I didn’t see the point of doing this but then talking to 

my colleagues I realized how important it was. I participated and then I learnt a lot 

about feminist in a work context, also people could talk about sexual assault and 

things like that. Then I also made my researches and I realized that we are not the 

same, we are not treated equally, because we are still discriminated. So now I am 

really passionate about it. also my colleagues were so passionate.  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? I can think of all bright, there are  

like wework but only for women, they sell clothes, you can work and study there, 

chill and so on. They are common in UK and US. Also JIm Shark is doing a good 

job. Nike also and way more than adidas, as it went a lot in the streetwear 

community rather than women, but nike is doing a lot. Also Mac cosmetics is doing 

a lot and in a smart way.  

• Do you feel more attracted to the brand because of its message of empowering 

women? If it is an intelligent message then yes, otherwise if they use it only 

because it is trendy then I don’t like it.  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? Yes it could 

• Second Part 
 

o La Semaine Paris 
o Do you already follow it? No 
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• Are you aware of who created it? No 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? very elegant, chic, also very feminin and not relatable. most posts are 

showing super beautiful women wearing powerful clothes like bodies and suits, but 

to me this is not how I see female empowerment. I clearly see they look powerful 

and very feminin. They look too perfect and beautiful. I do not mind this image, for 

sure these clothes are beatiful, but it does not show how women are in real.  

• What do you think is the target audience? younger population, models are 

incredibly young, so for teenagers aspiring to some sort of power and they care 

about female empowerment, so around 15-20 ages  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes there are many posts that talk about it, but does not look real to 

me 

• Do you perceive the brand to be authentic?  no not that much  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? more like marketing image. also if you scroll down you do not see any 

message anynore, I just see the skinny women so it seems like they just used the 

topic of female empowerment recently. so it’s not authentic to me.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes I really like the fact that they have recipes and 

books so this is not related to the brand and they create a community and 

engagement is high. They also put activities for all the days of the week and this 

is nice. 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes why not? I think it is nice  

• Would you feel confident  wearing La Semaine Paris? some yes, but it’s not my 

style. looks too feminine to me 

• Do you identify with the image of women promoted by the brand? no I do not 

 

o Olivia Palermo collection  

• Do you already follow it? no 
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• Are you aware of who created it? I know her, I have heard about it  

• Looking at the posts, which is the image of women promoted by this brand? 

powerful inch to it, it is about making women feel good and powerful, it shows only 

models and olivia so it’s not relatable, but more relatable than la semaine. I think 

this is more my style and these clothes are actually something that people would 

wear  

• What do you think is the target audience (in terms of age and women type?) slightly 

older and more mature also in stage of life choices. so 23-40. I would wear these 

outfits to go to work or to go out, it looks for working age  

• Do you like the image of women promoted by the brand? Does it look authentic? 

It is very cured, it is not like an influencer that looks more real, this is not that 

relatable, looks polished. But the fact that she is wearing her clothes looks like 

there is a connection.  the message is relatable to her so looks more authentic  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? I do not see clearly this content, it is not evident but she shows herself 

and powerful pictures, she is always well dresses and there is no nudity or 

unncessary items so the message of empowerment passes through.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? less then before, there is not really a community, 

they not create a feeling of creating something together. so it looks more like 

marketing to her page and a lot of swipe ups and stuff like this 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I would follow her for inspiration but I would not 

engage with her  

• Do you think that is credible in spreading the message of female empowerment? 

yes 100%  

• Would you feel confident  wearing Olivia Palermo Collection? yes  

• Do you identify with the image of women promoted by the brand? yes for sure  

o Nasty Gal 

• Do you already follow it? no 

• Are you aware of who created it? no 



   
 

 181 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? looks so kardashain, I have seen stuff similar to this around, it is very 

meme culture. women are showing more nudity than olivia palermo so they are 

definitely showing female empowerment in a different way, like being extremely 

confident in your body and do not care about anything. I see also bigger women 

and oversize so I like this. This looks relatable, though it is not my style. I like the 

page, not the style 

• What do you think is the target audience (In terms of age and type)? younger than 

olivia, it is very focused on jokes and memes so you feel part of a community if you 

like this content. there are many quotes that are very funny. They create a 

community and a lot of engagement. Age 18-25  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes definitely, i see where they are going. memes point to female 

emporwement and it is very strong and pop culture  

• Do you perceive the brand to be authentic? i is very relatable and easy to follow 

page 

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? authentic for sure  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes they do a great job, like working from home 

posts and it is very connected, there are quizzes, books and movies so very good 

job 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes for sure  

• Would you feel confident wearing Nasty Gal? yes i think so  

• Do you identify with the image of women promoted by the brand? less than olivia 

but more than la semaine 

 

 

• Third part 
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• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? Olivia palermo has a strong 

image and I like it the most, but for authenticity is  nasty gal. it has pop culture, it 

is relatable and they use oversize models as well and they do a great job for 

engagement so this leads to more authenticity  

• Why do you think nasty gal is more credible? because of its high engagement and 

link between their posts and their culture, also clothes  

• Do you believe that authenticity is a key element in their branding strategy? for 

sure because it makes you more related to the brand and you feel more like 

connected and prone to be in touch and stay with the brand for a longer time. what 

is relatable to me and authentic is also engaging a lot and thus creates a good 

strategy for the brand.  

 

8 Respondent  

• First Part   

• Instagram 

• Do you use Instagram? yes I do How often do you use it? everyday  

• Are you active on Instagram? Yes  Do you post content? Yes both on my story and 

on my page, a lot of content. I post a lot of travel content and since I lived in different 

countries I post a lot of funny content and memes to all my friends from all over the 

World  

• Which type of content do you consume the most? Most of my friends and their 

daily lives, then some commedians that post funny things, then body positivity and 

self development content   Why? I like it because it is a good reminder of the person 

I want to be, many people put a lot of advices for self development and I like it, I 

follow content that helps me in developing myself and my life.  

• Do you believe that Instagram is a good marketing tool ? for companies you mean? 

yes definitely  

• Do you perceive it as an authentic platform with regards to fashion industry? Yes 

definitely, I think Instagram is real in the sense that everyone can post anything 

they want and no one needs to read over it. In radio and tv many people have to 



   
 

 183 

approve the message first, while on Instagram people do not need to go over all 

these filters, anyone can post anything they want so it real.  

 

• Fashion Brands 

• Do you follow fashion brands on Instagram? I have done so, like Nike and I still 

follow some popular brands  

• What kind of fashion brands do you follow? mostly sports brands and I used to 

follow Monki and weekday, not sure I still do it  

• Why do you follow them on Instagram? for inspiration of fashion 

• Do you feel a closer connection with them by following them on Instagram? yes 

definitely, I am more aware of the products they have and what I want, I do not 

have to go to the store and check their products so I just see them on IG 

• Do you follow brands which are similar or different to your styles? similar  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? my inner self 

 

• User Engagement 

• Do you follow any fashion influencers? yes I do, mostly Icelandic  

• Are you engaged by their content? Stories and posts mainly. What do you mean? 

I mean is it entrainting? Yes, of course I like their content  

• How do they influence your purchases? yes definitely, they give me inspiration and 

ideas, like how to wear sweaters over dresses and so on.  

• Do you feel a sort of connection to them and their lives? yes definitely  

• How important is for you that the influencer when promoting a certain product is 

considered credible? Really important to me  

• Did you start following a brand that they were sponsoring? yes, but mostly fro 

games, like when you can win some stuff (Giveaway). I never started following a 

brand because they were actively promoting it on a post. 

• If yes, why? Did you find the content more appealing than the influencer herself? 

The influencer shows not only one brand, they represent more brands and there 

is more variety, as they have several contracts while the brand is just representing 
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itself. I think it’s hard to say which content is more appeling, I like to watch people 

so I prefer to watch one person and her life. With the brand you see no people, just 

products. So I feel more connected to the influencer  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? yes  

• Have you ever purchased and used any discount code mentioned on the stories? 

yes  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

not really, not if I do it just once. I am not really loyal to any brand. What about 

nike? I am a bit loyal to Nike, quite loyal to nike because I do use their app training 

club and I love their products. So yes in this case I am part of a brand community  

 

 

• Co-creation  

• Have you ever commented a post or story of a brand? no never. I would talk to a 

brand if I need something, with the influencer I am more engaged to their content 

so I make questions like to a product or to give a compliment.  

• Have you ever replied to a poll on a story? yes because that’s super easy.  

• what about the box? Yes I have used it, I think it’s nice  

• Have you ever suggested anything to an influencer ? Yes, as I said before, I like 

influencers  

• Have you ever posted a story and tagged the brand that you are wearing? yes, as 

joke never seriously, Like beer brands. something funny  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? no. I would tag a brand if I am paid by it  

• Female Empowerment 

• Are you concerned about feminism? (How did it start?) yes definitely. Why? 

because first of all I am a female and I am aware of the situation that historically 

women were not treated equally as men and there has been inequality and still 

there is. this is related to different topics.  
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• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? I think for example Dove for 

creams. They come up to my mind because they made a huge campaign about 

the fact that not every girl should look like a model. I really liked what they were 

doing.  

• Do you feel more attracted to the brand because of its message of empowering 

women? Yes definitely  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? yes definitely  

 

 

o La Semaine Paris 
 

• Do you already follow it? no 

• Are you aware of who created it? no 

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? This is all really pretty women, they all are models, tall and skinny, really 

pretty girls. I think it’s quite stereotypical image so it’s not really diverse models 

and they all fit in society standards so it’s not really representing me.  

• What do you think is the target audience? I think rather younger girls, from 16-25 I 

would say.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? They say it is for bold women so they are encouraging women to be 

bold so yea they are promoting female empowerment  

• Do you perceive the brand to be authentic? I think they are empowering only one 

specific target of females  who look like models, they are skinny, pretty and fit in 

those clothes. I do not see any diversity so it does not look authentic to me   

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? I think it is more like marketing  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? I think it’s cool that they have recipes and I think 
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it’s cool that they show how to exercise at home, they share books and recipes so 

it very engaging and nice what they do 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I would not do it because I am a new follower, I have 

not been following it for some time so I would just vote to a poll or something easy. 

Unless I really need to I would not text them. 

• Would you feel confident  wearing La Semaine Paris? I do not see anyone in this 

page looking like me so no.  

• Do you identify with the image of women promoted by the brand? It is quite a 

narrow target so it doesn’t represent me  

 

o Olivia Palermo collection  

 

• Do you already follow it? First of all I can see that over 30 of my friends follow her, 

but I do not 

• Are you aware of who created it? no 

• Looking at the posts, which is the image of women promoted by this brand? I like 

her style, the fact that she created her own line tells me that she is empowering 

women. I like her style, she definitely know what to wear. Classy women who work. 

I like this image  

• What do you think is the target audience (in terms of age and women type?) 22- 

35 or something, over 20 for sure. I see classy women, classy style to work  

• Do you like the image of women promoted by the brand? Does it look authentic? 

yes, looks more authentic. she is empowered herself  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes because she is an activist and she is promoting it from her style. 

she looks credibile and authentic because she puts her face  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes she shows behind the scenes, I see only one 

way communication, like swipe up and read. I see she’s creating a community  
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• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion?  yes maybe  

• Do you think that  is credible in spreading the message of female empowerment? 

yes definitely because she is constantly showing her face and the fact that she has 

her own collection.  

• Would you feel confident  wearing Olivia Palermo Collection? yes if I found 

something, I think it’s more bold than my style. I think it’s a lot for slimmer women 

than me  

• Do you identify with the image of women promoted by the brand? no not really.  

 

 

 

o Nasty Gal 

 

• Do you already follow it? no I don’t  

• Are you aware of who created it? Yes I know the brand, I don’t remember the name 

of the creator but I have seen her in an episode  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? More diverse, they are going more towards women in tv, from movies 

and they show women empowered in movies. I like this image, I think they show 

diversity, more skin colour and sizes.  

• What do you think is the target audience (In terms of age and type)? I think it’s 

younger, 15-24. also for our age  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes definitely, I think this is the most empowering of the 3, they have a 

lot of role models  and they show a lot  

• Do you perceive the brand to be authentic? yes I think this is the most authentic. 

also olivia is also authentic  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? it is a marketing tool, I am aware of it. I think olivia is the most authentic  
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• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand?  yes there is a lot of engagement, actually I am 

going to follow this page  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes more than the first brand  

• Would you feel confident wearing Nasty Gal? yes  

• Do you identify with the image of women promoted by the brand? yes because it 

is not only for models now I can identify myself. The other 2 brands are only for 

5% of women who can fit in their clothes.  

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? I think olivia palermo is more 

authentic because I see a person and not just a brand and a company behind it. I 

think that seeing Olivia first seems more authentic to me than just a brand  

• Why do you think Olivia Palermo  is more credible? because it’s one person, the 

name it’s her own and since she’s constantly there looks more credible and 

authentic.  

• Do you believe that authenticity is a key element in their branding strategy? It is 

definitely important, if brands manage to get in touch with people on Instagram 

then there is a high connection and therefore looks more authentic.  

 

9 Respondent  
 

• Do you use Instagram? Yes How often do you use it? Right now many times a day, 

if I work less. about 2 hours a day  

• Are you active on Instagram? yes Do you post content? yes I do  

• Which type of content do you consume the most? Why? Depends on the period, 

usually nails, make up and clothes. I also look for interesting content that I like to 

learn something new.  

• Do you believe that Instagram is a good marketing tool ? Yes absolutely  
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• Do you perceive it as an authentic platform with regards to fashion industry? 

Initially it was more authentic when not many people were working for marketing, 

it didn’t seem like TV where there were many spots. So some years ago it was 

definitely authentic, right now with influencer marketing I always wonder whether 

it is real or not. I always have to check what I see. Some brands are sponsored 

many times, like Fitvia and Shoplowcost, so they do not seem authentic. but other 

brands look more authentic.  

 

• Fashion Brands 

• Do you follow fashion brands on Instagram? yes  

• What kind of fashion brands do you follow? small brands and also local shops  

• Why do you follow them on Instagram? because I like what they sell, I also want 

to see how they do marketing and communication  

• Do you feel a closer connection with them by following them on Instagram? yes 

absolutely  

• Do you follow brands which are similar or different to your styles? similar  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? my inner self, I follow brands that I like and pages 

that sell clothes that I would buy  

 

• User Engagement 

• Do you follow any fashion influencers? yes, I follow baobianca as well (LOL), I do 

follow various influencers as lifestyle and fashion 

• Are you engaged by their content? Stories and posts mainly. Yes, I look for people 

who post interesting stuff  

• How do they influence your purchases? not that much, they might influence but 

usually they sponsor expensive stuff that I cannot purchase. They do influence my 

style though. If I had more money I would buy more.  

• Do you feel a sort of connection to them and their lives? yes, their life is interesting.  

• How important is for you that the influencer when promoting a certain product is 

considered credible? for sure  
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• Did you start following a brand that they were sponsoring? yes  

• If yes, why? Did you find the content more appealing than the influencer herself? 

because I liked it. The brand has a more appealing content, is more edited. They 

are different, the influencer shows how to use products and what she likes, while 

the brand has a super nice way to sponsor things so I like to follow both. The quality 

of posts is good and interesting in both.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? Just to see a product  

• Have you ever purchased and used any discount code mentioned on the stories? 

yes, especially if they have free try out  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

yes if it is a brand that I have been purchasing for 10 years. If I had 10 furla bags 

then yes I would feel part of a community  

 

 

• Co-creation  

• Have you ever commented a post or story of a brand? No 

• Have you ever replied to a poll on a story? yes to see the results  

• Have you ever suggested anything to an influencer ? Yes I did  

• Have you ever posted a story and tagged the brand that you are wearing? yes I 

did, but not that much  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? yes they did, especially small brands or pages. They liked me and reposted me. 

I feel amazing and really glad about it.  

• Female Empowerment 

• Are you concerned about feminism? (How did it start?) Yes definitely, because I 

note differences between men and women and I want to make a difference.  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? I do not have a brand in mind right 

now, for sure I see some motivational quotes around by several brands  
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• Do you feel more attracted to the brand because of its message of empowering 

women? for sure  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? yes definitely, talking about it is useful  

 

• La Semaine Paris 

• Do you already follow it? no  

• Are you aware of who created it? Yes I know Gabrielle, but I am not a big fan of 

her  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? Beautiful and skinny girls who wear nice clothes for fancy occasions 

like gala and so on.  

• What do you think is the target audience? girls who are rich, from a certain social 

class and they look around 18-25  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes I clearly see it. I would follow the page for the content about female 

empowerment because they do a good job, but I would not buy this brand.   

• Do you perceive the brand to be authentic? Yes because I see the link between 

the page and Gabrielle  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? To me it looks authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? They put recipes and workouts, books, it looks 

very nice and there is a big engagement  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes if I have something to say I would say it  

• Would you feel confident  wearing La Semaine Paris? clothes are beautiful, not not 

really my style  

• Do you identify with the image of women promoted by the brand? No, I think this 

brand does not really represent myself  
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o Olivia Palermo collection  

• Do you already follow it? no 

• Are you aware of who created it? no  

• Looking at the posts, which is the image of women promoted by this brand? I see 

again skinny women, beautiful and very cured style. The content looks definitely 

nice and cured, but it is not what I like to follow  

• What do you think is the target audience (in terms of age and women type?) over 

25 to 40  

• Do you like the image of women promoted by the brand? Does it look authentic? 

The images look nice and yes I like it, not my style and yes it looks authentic  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? It does not look that evident  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Yes, she shows the backstage. there is a bit of 

engagement, but not too much  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? No since I do not follow her 

• Do you think that  is credible in spreading the message of female empowerment? 

yes she does  

• Would you feel confident  wearing Olivia Palermo Collection? No, it is not my style 

and I do not feel connected to the brand. I would follow this brand as an inspiration. 

I would not spend right now 400 dollars for a dress, but definitely I am starting to 

wear something more serious to work 

• Do you identify with the image of women promoted by the brand? Now I am starting 

to wear differently since I started to work. For example I follow Furla and Coccinelle 

and I look at it as an inspiration. I would also be inspired by Olivia, but I do not 

identify with her brand.  

o Nasty Gal 

• Do you already follow it? No  

• Are you aware of who created it? no 
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• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? More similar to me, the models look cool. The style is not really like 

mine, but the page looks somethigìng closer to me and I am more attracted to 

follow it than luxury brands that have better clothes. I do not particularly like the 

style that much, but for sure I am attracted to follow it because the page is so cool. 

Better than a page that has high end clothes.  

• What do you think is the target audience (In terms of age and type)? 15-25  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? I see it, yes. It looks more realistic but I need more information to 

understand the brand well.  

• Do you perceive the brand to be authentic? yes  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? It looks realistic as well, but of course I would need to dig more into it, I need 

more information to understand whether it is authentic or not. I need to see the 

shop and the ecommerce, the influencers who are sponsoring it and so on. I need 

to have a deeper analysis of it  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes definitely, they are creating a community. They 

do communicate well for sure. they have polls as well  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes they communicate well for sure  

• Would you feel confident wearing Nasty Gal? yes it also looks more for younger 

girls  

• Do you identify with the image of women promoted by the brand? not really 

because again it’s not really my style  

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? I see a more feminist message 

in la semaine paris, also a bit in nasty gal. If we talk about authenticity then I see 

a connection with Nasty Gal, the message looks more real in Nasty Gal compared 

to other 2. The messages are so different: La semaine sends a very feminist 
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message of fancy and nice girls, looks authentic as well, Olivia has a less clear 

message. Nasty gal is more for younger girls and I like the page.  

• Why do you think *name of the brand chosen* is more credible? i do believe that 

the 3 of them are all credible, it is hard to say which one is more credible and 

authentic.  

• Do you believe that authenticity is a key element in their branding strategy? Of 

course otherwise i would not give the brand credibility.  

 

10 Respondent  

 

• First Part   

• Do you use Instagram? yes How often do you use it? very often, about 2 hours a 

day  

• Are you active on Instagram?yes  Do you post content? yes stories and posts, 

mostly stories  

• Which type of content do you consume the most? Why? fashion, funny stuff,  food 

and recipes, politics and news. I like it and think it is very interesting to follow news 

also about politics on IG.  

• Do you believe that Instagram is a good marketing tool ? of course, it’s a great tool.  

• Do you perceive it as an authentic platform with regards to fashion industry? I think 

it really depends on who you decide to follow. Depends on the credibility of the 

influencer, for example nicò palladio is clear that is sponsoring, while others are 

better and more authentic. I do pay attention to influencers who look credible in 

what they are doing.  

 

• Do you follow fashion brands on Instagram? I do not follow big brands like Gucci, 

small brands yes  

• What kind of fashion brands do you follow?  niche market clothing brands, small 

and local shops as well  

• Why do you follow them on Instagram? I want to see the new arrivals, I like to see 

what they sell. also small shops are less common than the big brands.  
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• Do you feel a closer connection with them by following them on Instagram? Yes, 

for sure  

• Do you follow brands which are similar or different to your styles? similar but also 

different. I do follow also pages that are different from my style because I like their 

content. I do like to see what I would like to be.  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? Both I would say because I like to follow also 

second hand, it’s a shop from padova and it’s not my style, but I like their content 

and their page and also I would like to buy something.  

 

• Do you follow any fashion influencers? yes  

• Are you engaged by their content? Stories and posts mainly. yes it is interesting to 

see what they do. I look for interesting content  

• How do they influence your purchases? no not that often. the problem is that they 

sponsor nice stuff that I would buy, but it is too expensive for me. but they influence 

my style  

• Do you feel a sort of connection to them and their lives? no, their life is so different 

from mine. But yes it’s interesting to see it  

• How important is for you that the influencer when promoting a certain product is 

considered credible? absolutely  

• Did you start following a brand that they were sponsoring? yes I did  

• If yes, why? Did you find the content more appealing than the influencer herself? I 

thought it was interesting from the way they show it. For sure the brand posts more 

appealing content and both have interesting content. the influencer shows also 

their life and many brands  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? just to see the products  

• Have you ever purchased and used any discount code mentioned on the stories? 

no  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

no I do not  
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• Co-creation  

• Have you ever commented a post or story of a brand? no 

• Have you ever replied to a poll on a story? yes, but not that much  

• Have you ever suggested anything to an influencer ? yes, once. to a fashion 

influencer from the vampire diaries  

• Have you ever posted a story and tagged the brand that you are wearing? yes, for 

fun  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? no  

• Female Empowerment 

• Are you concerned about feminism? (How did it start?) Yes definitely. I see many 

differences between men and women, unjustified. I think it’s interesting to see that 

and also the fact that some countries are more advanced than others.  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? puma and tampax, not really from 

fashion brands  

• Do you feel more attracted to the brand because of its message of empowering 

women? yes definitely  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? for sure it can. talking about it is useful and will 

make a difference 

 

 

o La Semaine Paris 

• Do you already follow it? no 

• Are you aware of who created it? I follow gabrielle, I know her  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? It looks like the classic page that I do not really like as I do not feel part 
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of that lifestyle. Women are so beatiful and skimny, always perfect. I do not feel 

connected to this ideal  

• What do you think is the target audience? girls who are from a high society class, 

anorexic, very skinny and looks like a very selective page only for few girls around 

18-25  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes I clearly see it, there are many posts about it  

• Do you perceive the brand to be authentic? yes it does, I see an authentic message 

though I do not recognize myself in this brand  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? looks authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? It looks very cool, they put books, recipes, a lot of 

engagement. it is super nice  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes I would, but I do not write many comments in 

general. the page is very interesting but the profile is too high for me. For sure I 

see a lot of female empowerment and they say many good things to women. But 

the target is too narrow and I do not recognize myself  

• Would you feel confident  wearing La Semaine Paris? no, I would not fit in these 

clothes and it’s not my style  

• Do you identify with the image of women promoted by the brand? no  

 

o Olivia Palermo collection  

 

• Do you already follow it? no 

• Are you aware of who created it? no  

• Looking at the posts, which is the image of women promoted by this brand? To me 

it looks similar to la semaine, in the sense that again it shows skinny women. 

Feminism is not that clear in this case, I do not see much feminism. I see powerful 
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and rich women. pictures are nice, but I would not follow this page as I do not see 

anything similar to me and I do not identify myself in this.  

• What do you think is the target audience (in terms of age and women type?) 24-

25 over, looks even more serious than previously. looks for the working class  

• Do you like the image of women promoted by the brand? Does it look authentic? 

yes it does look authentic  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? not it is not evident, I do not see that much feminism  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? stories about her in her shootings and fittings, 

there is a bit of engagement  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? no I would not  

• Do you think that  is credible in spreading the message of female empowerment? 

she does, yes  

• Would you feel confident  wearing Olivia Palermo Collection? I do not feel like 

belonging to this world that she is portraying, maybe when I will get a job then I will 

feel more like wearing this. right now I feel like I am more in lower end than this  

• Do you identify with the image of women promoted by the brand? no, it looks too 

perfect to me  

o Nasty Gal 

• Do you already follow it? no 

• Are you aware of who created it? no, but I love it. I am going to follow it right now  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? They have many images from friends and I love it. Then it seems more 

for younger people like me and it is very engaging with many movie pics and funny 

content. The women shown are closer to my target, also the prices are very 

affordable, also for students like me. I see cool outfits and women do not look like 

perfect as in the two other brands.  

• What do you think is the target audience (In terms of age and type)? my age, so 

20-25 over, also for students and maybe even less than 20  
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• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes it is clear with all the quotes from movies, this way of doing female 

empowerment is very direct, realistic and is also more for a wider target audience 

this time. there are different ways to do female empowerment and I like the way 

they are doing it. they also show different models  

• Do you perceive the brand to be authentic? yes I do  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? it feels very authentic and natural  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes there is a lot of engagement, they 

communicate a lot with the public. Omg I have just seen an amazing t shirt. I need 

to buy it. What have you done Bianca ahajah? oh, by the way There are also 

quizzes.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes , more than before  

• Would you feel confident wearing Nasty Gal? yes, this image is more for me  

• Do you identify with the image of women promoted by the brand? yes more than 

before for sure. Right now I identify msyself, maybe when I will get a job I will not 

anymore and I will identify myself with another brand  

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? This is a difficult question to 

me, because I feel all of them as authentic. I think they all send different messages 

regarding female empowerment, the first and the second have a strong female 

empowerment. Olivia has a less direct message than la semaine. If I think about a 

connection to the brand, nasty gal is definitely related to me. Also la semaine has 

a really interesting content and is very authentic, but overall I feel more in 

connection to nasty gal.  

• Why do you think nasty gal is more credible? Overall nasty gal seems more 

credible to me, it is for a younger public. also la semaine paris is credible, though 

I am not the target.  
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• Do you believe that authenticity is a key element in their branding strategy? Yes 

absolutely otherwise I do not give credibility to the brand.  

 

       

11 Respondent  
  

• Instagram 

• Do you use Instagram? Yes  How often do you use it? everyday, every hour 

• Are you active on Instagram? yes Do you post content? yes, mainly posts like one 

every 10 days and stories like one a week, depends on the period  

• Which type of content do you consume the most? Why? food, cats, fashion, 

travels, animals in general, fashion, my friends because I like to see what they are 

doing during the day.  

• Do you believe that Instagram is a good marketing tool ? Yes, I think IG is very 

useful for market segmentation and understanding the customer base, based on 

demographics, and companies can get a lot of data from people. They can 

understand customer needs from data and then target their needs.  

• Do you perceive it as an authentic platform with regards to fashion industry? No 

because people tend to show only the good side of their life, no one usually posts 

bad stuff, they all prefer to show only one side of themselves. Regarding fashion, 

I believe that every company tries to tell a story that can be more or less authentic 

and tries to be as much appealing as possible, so overall this storytelling cannot 

be truly authentic because in some way it is made up by the fashion company.  

 

• Do you follow fashion brands on Instagram? yes, for sure chanel, fendi, dior and 

valentino  

• What kind of fashion brands do you follow? luxury brands mainly, I also follow 

Vicolo that is not that luxury  

• Why do you follow them on Instagram? Because I started to follow them many 

years ago and because I bought their clothes (vicolo) and because I like to see 

lookbook, so for inspiration and because I like these brands, bags and clothes. I 
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like fendi bags and I love to see the catwalks and their content as backstage of 

how they make clothing.  

• Do you feel a closer connection with them by following them on Instagram? Yes, 

definitely. for example I would never follow brands I do not like like bottega veneta 

because I do not like the esthetic. The ones I follow I do like the content and I feel 

connected.  

• Do you follow brands which are similar or different to your styles? more similar  

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? I like this question lol, maybe more someone I 

want to be alike. I follow aspirational brands as I feel more motivated to follow 

them.  

 

• Do you follow any fashion influencers? Yes, like chiara ferragni. I also follow travel 

bloggers who also show some clothing. I like chiara ferragni because she seems 

so real and authentic. So I follow people that to me are authentic. This is the main 

reason why I follow these influencers.  

• Are you engaged by their content? Stories and posts mainly. Yes, I love seeing 

chiara’s baby and funny content 

• How do they influence your purchases? Not particularly, I watch a lot for 

inspiration, but I do not buy exactly what I see. But maybe I see a valentino bag 

and then i buy it. Somehow they do influence my style  

• Do you feel a sort of connection to them and their lives? yes, I like to see their 

world. first I am attracted to their life and then I follow also the rest of the content 

related to sponsors and so on. I feel definitely attracted to their lives and that is the 

main reason to follow them cause I feel part of their lives  

• How important is for you that the influencer when promoting a certain product is 

considered credible? definitely important, I do not follow influencers who seem not 

caring about the products they sponsor and that look kind of fake.  

• Did you start following a brand that they were sponsoring? no 

• If yes, why? Did you find the content more appealing than the influencer herself?  

I think that brands’ content is very edited and they show catwalks, that look more 
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rigid compared to the influencer who looks more real and authentic than the brand. 

In general I prefer to follow influencers than brands.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? yes once with make up 

• Have you ever purchased and used any discount code mentioned on the stories? 

yes a discount code from a dutch make up influencer  

• Do you/ Would would feel part of a brand community if purchasing those brands? 

Depends, if I buy only once then no. But I make research and I do really know the 

brand’s history and values then yes I feel part of a community.  

 

• Have you ever commented a post or story of a brand? no 

• Have you ever replied to a poll on a story? yes sometimes yes  

• Have you ever suggested anything to an influencer ? no  

• Have you ever posted a story and tagged the brand that you are wearing? no never  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? no 

• Female Empowerment 

• Are you concerned about feminism? (How did it start?) yes definitely. It all started 

in 2011 when there were blogs and I saw some posts from a friends of mine, she 

reposted feminist topics and then I started to read a lot and now I am really into 

the topic.  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? For sure Dior, I do not know if it is 

a marketing technique or what, but definitely they talk about female empowerment.  

• Do you feel more attracted to the brand because of its message of empowering 

women? yes because it is something I like and I like to see when a brand takes a 

position in this.  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? Some brands send messages on female 

empowerment and body positivity, but  I think the fashion industry is a bit 

controversial because, even if I note an improvement, it shows always the perfect 



   
 

 203 

body standards and they are hard to change. When I think about catwalks and 

Victoria’s secrets I see only perfect bodies. So they still need to improve a lot. But 

there are some changes.  

 

o La semaine paris  

• Do you already follow it? no 

• Are you aware of who created it? no  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I like these pictures, I do not see any diversity yet, because I like to see 

when a brand really tries to have diversity. There is a bit of diversity, but still not 

enough at all, there are only skinny and french models. There is no diversity in skin 

colour and nationality. I overall like this images, but I also think that feminist is not 

only white, but also with other skin colours -> Intersectional feminist. Doing better 

in terms of variety they could be more appealing to me  

• What do you think is the target audience? 20-30, women doing party life because 

of night dresses, there are many references to Paris and night outs. It is very french 

to me.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? Yes, I see many posts about feminist and I like it. “Women can do 

anything” i like these messages  

• Do you perceive the brand to be authentic? Yes, quite authentic also because they 

share things to do during quarentine and I see a lot of engagement so it looks more 

authentic  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes I see a lot of engagement 

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I usually never comment or write to any brand. I 

might tag a friend but I would not text directly the brand  

• Would you feel confident  wearing La Semaine Paris? yes I would  
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• Do you identify with the image of women promoted by the brand? I do not identify 

right now, I see it as aspirational. I like this lifestyle that they are promoting, but I 

would not wear this right now.  

 

o Olivia Palermo collection  

 

 

• Do you already follow it? yes I love her style  

• Are you aware of who created it? Yes I do, I have following her for a lot, because 

I like her style. I follow her for her style not for her style, like I follow chiara ferragni 

for her life and Olivia for her style. 

• Looking at the posts, which is the image of women promoted by this brand? looks 

like for fancy women, working class and very elegant. she sells also for day clothes.  

• What do you think is the target audience (in terms of age and women type?) 25-

35, fancy women  

• Do you like the image of women promoted by the brand? Does it look authentic? 

could be more authentic because all pictures are posing, she always inspired me, 

she looks very nice but I do not perceive it as 100% authentic, because she always 

poses and pics are super edited.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? just by looking at posts does not seem like she is actively promoting 

with strong messages and posts with writings as la semaine. I am not reading the 

captions so I do not know in detail, but posts are not clearly female empowerment. 

but she definitely looks herself empowered and so she kind of conveys a positive 

message.  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? Usually I cannot see all her stories, I think IG 

algorithm does not always makes me her stories on my homepage, but looks like 

she does not engage too much. she could do more  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? no, I never text brands  
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• Do you think that  is credible in spreading the message of female empowerment? 

Yes, since she puts her face in the collection.  

• Would you feel confident  wearing Olivia Palermo Collection? yes a lot because I 

love her style  

• Do you identify with the image of women promoted by the brand? Yes I think more 

than la semaine  

o Nasty Gal 

• Do you already follow it? no 

• Are you aware of who created it? Yes, i know the founder because I saw a tv series 

and she appeared on this. She is a great woman and I love her story.  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I see that they do a lot of engagement by posting not only brand clothes 

but also memes and pop culture posts from shows, movies and things that reflect 

their brand identity. They communicate a lot their values and they do brand 

positioning by posting gossip girl and other movies targeting Millenials and people 

that grew up by watching this content. I see also that they have messages for 

female and I like it. I think the images could develop more feminism by showing 

more diversity. It looks more diverse than La semaine paris. I see more diversity, 

but they could do more. Generally I see many messages and the feminism.  

• What do you think is the target audience (In terms of age and type)? Any type of 

girl, because they show different models and sizes. Young girls for sure around 

16-25  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes for sure  

• Do you perceive the brand to be authentic? Yes definitely, also because I saw the 

founder on the tv series and I know she wants to send an empowering message  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? authentic to me  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? I see quizzes, looks very engaging. they make 

contests and videos on how to dress up and influencers explain how to match 
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clothes. I like it and looks very engaging. Actually now I see a lot of diversity as 

this influencer is not skinny.  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? I still do not write to anyone on IG, I would reply to 

polls and quizzes though. I would not send a DM to big influencers or brands 

because I would not know what to tell, but to a small influencer I might if I know 

that she replies.  

• Would you feel confident wearing Nasty Gal? yes some items I like others less but 

generally yes I would wear some of these clothes  

• Do you identify with the image of women promoted by the brand? Yes I do overall 

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? I think Nasty Gal is the most 

authentic because it gives more some vibes and looks more authentic. Olivia looks 

the less authentic because looks rigid and made up. I also appreciate la semaine 

and looks authentic, I prefer Nasty gal because I saw the tv series and I like it the 

most  

• Why do you think Nasty Gal is more credible? because they engage so much wth 

the girls on instagram and they use a lot of variety, in terms of colours and sizes 

and they post great content that is not too edited as olivia.  

• Do you believe that authenticity is a key element in their branding strategy? yes 

because each creates a story telling and this story has to be credible because 

otherwise it makes no sense. of course some customers would still buy the brand, 

but I think that the more authentic it is the most it appeals to customers. They 

cannot sell a story not representing the brand.  

 

 

12 Respondent  

• First Part   

• Instagram 
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• Do you use Instagram? yes How often do you use it? at least 3 times an hour  

• Are you active on Instagram? yes a lot Do you post content? yes a lot of stories 

• Which type of content do you consume the most? I see, okey, fashion contents, 

news, food, recipes and stuff and workout a lot. and Why that? news because I am 

lazy and on IG they are faster and I just see some easy pages for young people, 

then food to get healthy recipes, fashion to get inspiration for events or parties and 

workouts because it’s my passion.  

• Do you believe that Instagram is a good marketing tool ? yes for sure  

• Do you perceive it as an authentic platform with regards to fashion industry? No. 

why? I think it depends on the number of followers, like less then 10 k then yes 

they are authentic, while big influencers are not that authentic to me because they 

have some many sponsored stuff. I also read that influencers are “living ads” and 

I think that is true.  

• But what about those influencers who post their lives and then some sponsored 

stuff but of the products they really believe in? I mean, yes they might look more 

authentic, but they are still getting money to sponsor that stuff. so if an influencer 

does not get any money then it’s really authentic. so it depends on the influencer.  

 

• Do you follow fashion brands on Instagram? yes  

• What kind of fashion brands do you follow? I follow like zara, balenciaga and so 

on. so both high end, luxury and also retailers, like HM, ruban outfitters, 4ver 21  

• Why do you follow them on Instagram? To check their collections and if I see 

something I like I go to the shop and I buy it  

• Do you feel a closer connection with them by following them on Instagram? yes 

because you are constantly updated with their new stuff, new trends, you can also 

shop online from instagram  

• Do you follow brands which are similar or different to your styles? similar 

• Do you follow more brand which reflect your inner self or do you follow brands that 

reflect who you would like to be? yes my inner self  

 

• Do you follow any fashion influencers? yes some  
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• Are you engaged by their content? Stories and posts mainly I mean, I follow them, 

as chiara ferragni not for the clothes, but for her life. I cannot afford what she is 

wearing, but I like to see her.  

• How do they influence your purchases?  

• Do you feel a sort of connection to them and their lives? no, I see it more like a tv 

show and entrainement, I do not think it’s that truthful, but I watch it as TV 

• Do they influence your purchases? hardly, it is rare and it has happened like 3 

times. so sometimes they influence me. Maybe it’s more indirect because I have 

pictures on the back of my mind when I go the stores  

• How important is for you that the influencer when promoting a certain product is 

considered credible? really important, when I see ads I perceive it as something 

that they are paid to do that so I would not buy. If I feel like they do a good job in 

sponsoring then yes I might do it.  

• Have you started following a brand that someone was sponsoring? yes, for sports 

brands and small shops I liked  

• If yes, why? because I really liked what the influencer was wearing Did you find 

the content more appealing than the influencer herself? yes, sometimes it can be.  

• Have you ever purchased a product by the swipe-up function that instagram stories 

include? no never  

• Have you ever purchased and used any discount code mentioned on the stories? 

no 

• Do you/ Would would feel part of a brand community if purchasing those brands? 

Yes I do 

 

 

• Co-creation  

 

• Have you ever commented a post or story of a brand? no never, maybe sometimes 

I sent posts privately to my friends  

• Have you ever replied to a poll on a story? yes sometimes I vote.  
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• would you be more willing to do polls and boxes rather than sending a private DM? 

Yes, definitely, I always do boxes and polls  

• Have you ever suggested anything to an influencer ? no never done it  

• Have you ever posted a story and tagged the brand that you are wearing? yes, 

once campari and nike  

• Have you ever been reposted by a fashion brand? If yes, how did you feel about 

it? No 

• Are you concerned about feminism? (How did it start?) yes  

• Which brands come to your mind within fashion industry that actively use 

Instagram and promote female empowerment? wait, >I know but I have to think 

about it. mmmm I think a lot of more or less all of the brands I follow, like nike, 

adidas, then forever 21, now they are almost bankrupt. let me think. oh, okey it is 

fine do not worry  

• Do you feel more attracted to the brand because of its message of empowering 

women? yes  

• Do you think fashion could make the difference in conveying the message of a 

strong and independent women? yes, I think that’s the case when the brand 

addresses all the genders. Like if then brand is promoting it but they sell only stuff 

for wpmen then it’s less impactful and they are likely to be followed by women only 

and then to me they should promote it by brands for both men and women to 

actually make a difference.  

 

 

 
 

• Second Part 
 

o la semaine 

• Do you already follow it? no 

• Are you aware of who created it? no 
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• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? they are mostly skinny models. Yes, I do like it. Yes in the sense that 

it’s a nice feed to look at it, but they show only skinny people so this is not 

empowerment for me. Female empowerment should accept all women with all 

sizes and shapes so of course also the skinny models but not only 

• What do you think is the target audience? age I’d say between 15 and 30 and type 

of girls? I mean, not any kind of girls, but it is focused on girls who like fashion and 

follow the trends so not for all women.  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes i see, but I think they should, I mean the content is good for tips 

and stuff, but they should use all women and they show only beautiful and skinny 

girls.  

• Do you perceive the brand to be authentic? I mean, I think, I mean, it is authentic 

for the image it wants to convey. I don’t know if the image is authentic, but the 

messages are autenthic,, especially the frases more than the pictures.  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool?  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes, they do so many lives, videos, they do not 

follow anybody and they have plenty of comments  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes yes  

• Would you feel confident  wearing La Semaine Paris? some yes and some no, in 

general yes  

• Do you identify with the image of women promoted by the brand? I mean, not 

completely. It’s not really my style. they have a lot of edgy and fancy stuff 

 

o Olivia Palermo collection  

• Do you already follow it? no 

• Are you aware of who created it? no, I do not know her. Who is she? she is an 

actress and activist and she created her  
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• Looking at the posts, which is the image of women promoted by this brand? I like 

it more than the previous one it is elegant and less edgy, I see black lady, a chinese 

lady and an old lady, I see more diversity and I like it more. Olivia is beatiful and 

nice elegant.  

• What do you think is the target audience (in terms of age and women type?) More 

between 20 and 40, maybe even like 50 yea. so older than before  

• Do you like the image of women promoted by the brand? Does it look authentic? 

mmm, yea I think yes. there are also drafts of her drawings and of her collection 

so looks more authentic than the previous one  

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram?  yes i see it and it’s more credible  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? less engaging than the previous one, there are no 

lives, quizzes and so on so less engagging, less of a community  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? no  

• Do you think that  is credible in spreading the message of female empowerment? 

yes for sure  

• Would you feel confident  wearing Olivia Palermo Collection? some yes and some 

no  

• Do you identify with the image of women promoted by the brand? probably not, 

she is more mature than me so I do not see myself  

 

o Nasty Gal 

 

• Do you already follow it? oh I follow this one 

• Are you aware of who created it? no actually no  

• Looking at the posts, which is the image of women promoted by this brand? Do 

you like it? I definitely see that this one is the one with more diversity, I really like 

their posts, they give advices to gilrs and I think I see myself more with this brand 
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than the other 2. I also see the most diversity, all races and sizes and I like it. I like 

their engagging content more than thew other 2  

• What do you think is the target audience (In terms of age and type)? 15-30 

• Do you think the brand is clearly promoting female empowerment by its content on 

instagram? yes it is more present than in the previous 2  

• Do you perceive the brand to be authentic? yes for sure  

• Is the message widespread authentic or do you perceive it as a mere marketing 

tool? Authentic  

• Scrolling at the stories (also in evidence) do you feel the brand is engaging the 

user in being part of the brand? yes a lot they do lives, quizzes and so on. They 

also gives advices to women  

• Would you feel comfortable to interact with the brand giving a feedback or 

communicating your opinion? yes because I feel more close to them  

• Would you feel confident wearing Nasty Gal? yes  

• Do you identify with the image of women promoted by the brand? yes finally yes  

 

 

• Third part 

• Which one of these brands do you think is more authentic in conveying the 

message of independent and empowered women? nasty gal  

• Why do you think nasty gal  is more credible? because their posts are like simple 

and they go strict to the point and yea they are more authentic and I feel like they 

yea, it’s simple, it is nice to follow them and you see more diversity, more 

engagement and they are more direct. they style is also closer to my style so it’s 

probably the best.  

• do you think that pricing also matters in your decision? yes because olivia looks 

super expensive so I feel detached because I cannot afford it  

• Do you believe that authenticity is a key element in their branding strategy? yes I 

think yes. why is that? because if a customer perceives a brand as authentic they 

are more likely to buy their clothes because they are more connected to the brand 

and it feels like the brand can actually listen to you. 
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13 Respondent  

• Do you use Instagram? 

 

• Yes. 

 

• How often do you use it? 

 

• Everyday. More times a day. 

 

• Are you active on Instagram? 

 

• Yes. 

 

• Do you post content? 

 

• Yeah, I do. 

 

• Okay. What type of content do you consume the most? 

 

• Any type of content, like like a bit of like music (like djs) and a bit of sports, music 

,influencers like fitness influencers or fashion influencers. I follow mainly djs, 

football players, models and influencers of travels, fashion and sports.  

 

• And why do you consume it? 

 

• Because I like it. It reflects my passions for music, sports and fashion.  

 

• OK. Do you believe that Instagram is a good marketing tool? 
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• Yeah, I think so. I think it's a really effective tool. Yeah, I think many companies 

use it. 

 

• Mm hmm. And do you perceive it as an authentic platform with regards to fashion 

industry? 

 

• Yeah, I think it is. Like in the sense that people can feel like a connection with the 

influencers who are wearing nice clothes and they can like, show you out to 

combine clothes and things and things like that. Of course, like some influencers 

may might be like kind of too built-up in my opinion, but  others are like more real, 

like they really show you their lives and like literally anything. So it really depends 

on who you're following. But generally, I feel like nowadays people are like just 

pulling out like random content like any kind of content that they might be thinking 

of. 

 

• Ok. So now whereas like we're focusing on fashion brands. So do you follow 

fashion brands on Instagram? 

 

• I do.Yes. 

 

• And what kind of fashion brands are you following? 

 

• Like high end fashion mostly. And also like more simple brand like Zara o H&M so  

all the types. 

 

• And why do you follow them on Instagram? 

 

• Because I like what they post and I think they are engaging, entertaining. So it's 

good quality content, it might seem. 

 

• Yeah. So do you feel a closer connection by following them on Instagram? 
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• I mean, I do definitely like for sure you feel  more part of the brand. If you're like 

following on Instagram then you can see more of what the brand is doing and is 

engaging with. 

 

• Yeah. And do you follow brands which are similar or different to your styles? 

 

• I guess I follow like what is more different to what I'm already wearing because 

what I'm wearing is not exactly like super fashionable.  I want to see like what's 

more visually appealing and like something that I want to achieve. 

 

• Do you follow more brands which reflect what you would like to be or like more 

your inner self? I guess it's like more what you want to be.Exactly. 

• Yeah. Yeah. What I want to be. 

 

• Do you follow fashion influencers? 

 

• I do. Yes. 

 

• And are you engaged by their content? 

 

• Yes, definitely. Yes. I mean, I watch like many stories on a daily basis. See, like 

any kind of content to like videos or IGTV or pictures. 

 

• How do they influence your purchase? 

 

• Well. I don't know, like it's not a that I buy something because I see that they're 

wearing it, but like, maybe if I go, like in a shop, it's on the back of my head that I 

kind of know, like some nice styles that I want to, like, be seen as. So I feel they 

do influence my purchases, but not like in a super direct way, like it's not that I see 
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like something on Instagram and I'm like, I'm going to buy that right now. It's more 

like in the later stage, I think. 

 

• Yeah. And do you feel sort of connection to them and their life? 

 

• Definitely. Yes. OK. Because I see like on a daily basis what they're doing. They're 

posted like everything. Like their children there, What you're wearing, what they're 

eating. So I think it's nice to see what they're doing. 

 

• And how important is for you That's the influencer when promoting a certain 

product is considered credible and is not like sponsoring it just because it's a 

product that he has been offered and he has to, you know, just market to the 

audience? 

 

• I think it it's very important because I would never buy something that to me seems 

like fake. I would just like skip that story, because I might add, it's a boring. It's 

something repetitive that I already see like 200 times while if they're good at like 

integrating like the product in a nice way, they you're really show in Why they like 

it and how they're using it that I think it's it's nice. It's effective. 

 

• And did you start following brands that they were sponsoring? 

 

• Yes. I might have done that. 

 

• And did you find the content more appealing than the influencer herself or. 

 

• I think it really depends on the brand. But like, for example, if we're talking about 

top brands like Gucci, I really like seeing like the fashion shows, for example. Of 

course, like all the pictures, they look like more professional. I think in generally in 

general, like brands, they look more professional also like how they're doing. Like 

all the editing. Yeah, it looks super nice. But at the same time I feel there's more 
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like a personal connection with the influencer because their content is more raw 

like less edited. Of course, depends on the influencer. 

 

• Have f you ever go to a product sponsored by an influencer by the swap up 

function? 

 

• No 

 

• Have you ever used like a discount code? 

 

•  No, never. 

 

• And would you feel part of a brand community if purchasing like a brand sponsored 

by those influencers? 

 

• Yes. . Yeah, definitely. . 

 

• Now we're gonna focus on co-creation. Have you ever commented a post or a 

story of a brand? 

 

• Yeah, I did. . 

 

• Have you ever replied to a poll on a story? 

 

• Yes. . 

 

• And you ever suggested anything to an influencer? 

 

• I think I did. I don't remember like clearly what I said, but I sometimes I do comment 

on their stories. Yeah, I definitely do. 
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• And you ever posted a story and tagged the brand, but you were wearing? 

 

• No. . 

 

• Have you been reposted by a brand? 

 

• No. It would be amazing, but never, never happened. 

 

• Now we're going to bring our attention to female empowerment. Are you concerned 

about feminism? 

 

• Yeah, I think it's a really important topic for us. 

 

• And which brands come to your mind within the fashion industry that particularly 

use Instagram and promote female empowerment? 

 

• Well, I'm thinking like about some bikini fashion brands like I know two twins. 

They're called Matilda and Pop Stand Toe. They have like more than four million 

followers and they're really good at that, like engaging with audience and like 

promoting like Freedom and for example, also like Emily Ratatoski is like doing the 

same. She said lile Women can be very, very sexual appealing. And like, you 

should like to be free to wear whatever you want. And then like, there are also 

more like smaller brands that are also doing the same. Yeah, I think like also, for 

example, fashion nova. Also many e-commerce are doing that If I think about it. 

 

• And do you feel more attracted to the brand because of its message of empowering 

women? 

 

• Yeah, definitely. I think it's it's a good way to make like a community and like make 

all women like feel like they should be dressed up like as their best show the 

potential. So definitely I'm more attracted to the brand. 
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• ] And so do you think that fashion could actually make the difference to convey the 

message of a strong independent woman? 

 

• Yeah, definitely, I mean. I think, like fashion should convey that message because 

fashion is not only like clothing, but it's more also like the ideals of women. So they 

should definitely do that. 

 

• Now we're going to switch to a more interactive part. So I will ask you to take your 

phone and open your Instagram and, uh, to the page of the first brand, which La 

semaine paris. 

 

• So do you already follow it?  I do, yeah. 

 
• And are you aware of who created it? Yes. OK. She's so beautiful. 

 

•  Looking at the post, which is the image of women promoted by the brand? 

 

•  I feel like they promote like  from what I can see, first of all, I feel like the brand 

really reflects the style of Gabrielle, the creator of the brand. She is also herself 

showing the products.  

• I mean, of course, like her style is kind of like classic, Parisian, chic. And therefore, 

I think the image is is like of a woman who can feel like wearing literally like 

anything and be like always elegant and classy. 

 

• So do you like it? 

 

• Yeah, I do. 

 

•  And do you think that the brand is clearly promoting female empowerment by the 

content and Instagram, looking, for example, that the stories or like the post? 

 



   
 

 220 

•  I mean, the post, from what I can see many of them are like, oh, women, like they 

can do anything or like we are like stronger, empowered women. So definitely 

they're doing it By their content. I think they're doing it for sure. 

 

• So do you think that the brand is authentic in conveying this message? 

 

• Yeah. I mean From what I can see, of course, the post are like really high quality. 

But at the same time, some of them are more natural. So I think it looks authentic. 

Definitely. I mean, of course, there's a lot of editing, but it's Instagram. Yeah. But 

there are also like posts more simple like that one. Yeah. Yes. Nice. 

 

• And scrolling at the stories and looking at the post. Do you feel the brand is 

engaging the user in being an active part of the brand? 

 

• I mean, yeah. She's making also like questions. Also from the stories. OK. Let me 

check. But think in her stories  she's like organizing like a lot of classes, like yoga 

classes or cooking classes. So this is a lot of engagement for like your followers. 

It's great. 

 

• And would you feel comfortable to interact with the brand giving for example a 

feedback or communicating your opinion? 

 

• Yes. . Yeah. Why not? I mean, yeah, I would totally like write something if I feel 

like writing something. 

 

• Would you feel confident wearing La Semaine Paris? 

• Yes, for sure. Yeah. 

 

• And do you identify with the image of women promoted by the brand? 
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• I mean, I do like these clothes, they look really amazing. So I would totally wear 

them and feel like definitely make empowered. Yes. OK. 

• Ok, so now we're switching to a second brand, which is Olivia Palermo Collection. 

• Do you already follow it? 

• Yeah, I do. 

 

• Are you aware of who created it? 

 

• Yes. Yes. 

 

• And which is the image of women prompted by the brand looking at the feed. 

 

• ] I feel like gets an image of like a classic kind of classic woman like you. Like in 

the twenty five thirties. I like the image of like someone who has a lot of power to 

make out decisions. I mean, of course, her style is it is absolutely like stunning. I 

mean, of course, she's also like an actress. So she definitely has style and. Yeah, 

I think it's a kind of New York style. So I bit of like streetwear, but also like high end 

and And cocktail parties. I like it. 

• And so you like the image of women promoted? 

 

• Yes. 

 

• And do you think the brand is clearly promoting female empowerment by the 

content on Instagram? 

 

• I think so, I mean, she she definitely seems like caring about the issue from what 

she posts. I mean, it's not like as clear as La Semaine Paris. Like it's not that I can 

see like clearly like posts like: oh, we're going to empower women but. But yeah, I 

mean, her collection definitely has something to say about female 

empowerment.Like her motto: dress for success, it's Saying something. 
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• And would you feel comfortable to interact with the brand? Giving feedback, 

commenting? 

 

• Definitely. 

 

• Do you think it's credible as a brand like is authentic in spreading the message of 

female empowerment? 

 

• I think so, yeah. I mean, she definitely looks like like very natural in her stories in 

how she engages with the audience. And she has a lot of feedback and. Yeah, I 

think it looks natural. 

• Would you feel confident wearing Olivia Palermo? 

 

• definitely. Yes. 

 

• And do you identify with the image of women promoted? 

 

• Yes, I do. Maybe like not right now, but when I start like to work in a nice industry. 

I would definitely like wear what she wears. Yeah. 

 

• So now is the last brand, which is a little bit different. And it's called Nasty Gal. Can 

you go on the page on Instagram? Do you follow it? 

 

• I do, I love this page  

 

• So you are aware of who created it. And looking at the post, which is the image of 

women promoted by this brand? 

 

• It looks very interesting, like, first of all, I think from what I can see, it really 

promotes like a woman who's totally free to say whatever she wants and it posts a 

lot of funny pictures and like sort of a meme super engaging and they're all about 
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like these feminism. So I really, really like it. And yeah, I mean,  it's simply like an 

image of like a young girl who wants to have fun. 

• And do you like it? . 

 

• I love it. OK. OK. Yeah. 

 

• Do you think the brand is clearly promoting female empowerment by the content 

on instagram? 

 

• Yeah. They're really, really doing it. I mean, many posts are about that. Yeah. 

 

• So do you perceive it to be authentic? 

 

• Yeah, I think I feel like they're really like posting a lot of like super funny and like 

natural things. So like, I feel like the content looks like very spontaneous and like 

exactly like what it what I would love to see on Instagram. 

 

• Scrolling at the stories. Do you feel the brand is engaging with the user in being 

part of the brand? 

 

• Yeah. I mean, look at them. They're asking like a lot of polls and a lot of questions 

like which color do you like? They're engaging a lot. Yeah. 

 

• And would you feel comfortable, comfortable to interact with the brand? Uh, give 

me the feedback or communicating your opinion. 

 

• Yeah. I mean, they look simply amazing. Yeah. Yeah. I would totally like  give them 

a feedback. Yeah. 

• Would you confident wearing NG? 

 

• Yeah. For sure. Sure. 
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• And do you identify with the image of women promoted by the brand? 

 

• Yeah. 100% I really, really like it. 

 

• Okay. So to summarize, taking into consideration all the 3 brands that we talked 

about. Which one do you think is more authentic in convey the message of new 

empowerment of independent empowered women. 

 

• I think the last one NG. 

 

• I feel their content looks like so fresh. I feel like they're doing a great job engaging 

with the audience. And it's also like the one who was like a less classic style rather 

compared to the other two. So feel like it looks more similar to who I am and 

therefore I perceive it to more to be more credible. 

 

• Do you believe that authenticity is a key element in their branding strategy? 

 

• For sure. Okay. Okay. 

• Like without that there would be like not a good thread at all. Yeah, it's definitely 

the important. 

 

• Regarding la semaine paris which is a targeted audience like the age and the type 

of you know, like audience? 

 

• I think it's from 20 to 30.  Thirty five. Max. 

 

• Which kind of women do you think is addressing? 

• I think it's like high end  girls  who go like maybe like two private schools or private 

colleges. Yeah. And I did go to really fancy cocktail bars. Definitely they're not 

targeting. Like, for example, it's not like a low cost.  So they're not like targeting, 
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you know, girls who all get like 20 dollars in cash each week because. Definitely 

like they're targeting like it high and Parris Milan, New York. Yeah. Girls,. 

 

• What about Olivia Palermo? 

 

• I feel like they're targeting 25, 30 to 40, you know, working class. So like kind of 

managers or all types of women who like to wear like super nice clothes. Yeah. 

 

• What about nasty gal? 

 

• I feel like they're targeting a wider audience in that sense because their clothes 

seem more affordable than the other two brands. So I would say they target girls 

from like 16, maybe even a teen agers until easily 35 because it looks still like 

something that even a 30 year old woman could wear, something like casual every 

day, but also like for parties and like for chillout evenings. Yeah. So literally anyone. 

They also have plus sizes and different skin tones in their models.  

 

14 Respondent  
• So do you use Instagram?Yes. 

 

•  How often do you use it? 

 

Every day. I think once every three hours. 

 

•  Ok. Are you active on Instagram? 

 

•  I post all a lot of stories. Let's say one. One per day on average. 

 

•  And which type of content do you consume the most? 

 

• Stories 
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•  Like fashion? Or I don't know, like lifestyle? 

 

• No. I mostly follow my friends. And then all the rest is what I get from ads. 

 

• Do you believe that Instagram is a good marketing tool? 

 

•  And do you perceive it as an authentic platform regarding the fashion industry? 

 

•  Average. Not really authentic. Not really non authentic. You know, I think the 

people who post a lot about fashion, like fashion influencers or fashion brands of 

course they have to post something real because it's a bit they aim of instagram. 

It makes it more real with respect to a website because you can post stories or 

stuff, which is something that you are supposedly actually doing. But still it's  a 

marketing tool. So there is a part which is not authentic. 

 

• Do you follow question brands on Instagram? 

 

• Yes. 

 

• And what kind of fashion brands do you follow? 

 

•  I follow business of fashion and vogue. 

 

• So like luxury brands, right?  Yeah. I follow some luxury brands. 

 

•  And why do you follow them on Instagram? 

 

•  They put nice pictures and I can be updated with the latest trends. 

 

• And do you feel a closer connection by following them on Instagram? 
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• Yeah. Because I can always be updated with the latest collections and all the news 

and the new things they release and  you can always keep an eye. 

 

• And do you follow brands which are like more similar to your style or different your 

style?  Different 

 

•  Do you follow fashion influencers? 

 

• Yes 

 

•  Are you in engaged? 

 

•  I find them nice. I find interesting to watch it. I never bought something because 

an influencer showed it but I find it interesting  because then I can see how to 

match things. I can find some interesting food for thought for my own style. 

 

•  So they kind of influence your purchase? 

 

•  Not consciously at least. 

 

• And do you feel a sort of connection to their lives? 

 

• No. 

 

• But is it important for you that the influencer when he promotes like a certain 

product or like a fashion item Is credible? So he's not doing that just because he 

wants to get money from that? 

 

• Yeah. That's very important. That's very important. Because if I see someone who 

just gets like a packet out of a box and just says, oh, I just got this, it's totally free. 
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I mean, of course, If you're like a sport influencer, let's put it this way, a fashion or 

sport influencer and you get the new gym bra and you're like, oh, they just sent me 

this. Look, it's so cool. I can use it here and there and that I use it in my training. I 

find it very comfortable. I don't know that kind of advertising makes sense. But if 

you always post stories that you just walk by the street alone, at some point you 

receive some gym stuff and you tell me how fantastic that is. I won't buy and I won't 

believe it.  And I wouldn't buy.  I won’t to believe it because I mean, I wouldn't 

believe it. Maybe it is. Maybe not. Your opinion It's worth nothing to me at this point. 

Because it's not something you really use and they see you everyday doing that.  

 

• And did you start following a brand that they were sponsoring? 

 

• Yeah. 

 

• And have you ever purchased the product by the swipe up function that you have 

on Instagram? No. But I never purchased a product on Instagram. 

 

• So you never use discount codes? No 

 

• Would you feel part of a community? 

 

•  No. 

 

• So have you ever commented a story or post by a brand? No 

 

• Have you ever replied to a poll? Yes 

 

• Suggested anything to an influencer? No. Okay. 

 

• Have you ever posted a story and told the brand that you were wearing?  No. 
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• Now we're gonna talk about female empowerment.  So are you concerned about 

feminism? Yes. 

 

• Do you have some brands in mind that we were like They are actively engaging 

regarding like feminism, female empowerment? 

 

• I think I mean, I can't name a brand, but there is a general movement towards this 

,  I see it a lot, but I just can't remember any brands. 

 

•  but would you feel more attracted to the brands? 

 

• Yeah, I like it. I like it. 

 

• And do you think that fashion could make the difference in conveying the message 

of a strong and independent woman? 

 

• Yes. 

 

• The first brand is La Semaine Paris. 

 

•  So do you follow it? No, no. 

 

• OK. Are you aware who created it? 

 

•  No. No. 

 

•  Looking at the posts like scrolling the feed, which is, in your opinion, the image of 

women promoted by the brand. 

 

• Like self made like entrepreneurs like. They have cool stuff. 
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• Do you like it? 

 

• Yeah, I do like it. 

 

• And what do you think is the target audience of his brand? 

 

• Girls from late 20's who like to party but also like to travel or have sort of 

international lifestyle, you know, people who are in any case are careful to fashion 

and to dress up properly, let's say like a matching stuff. People who go to parties 

and have a social life. 

 

• And do you think that the brand is clearly promoting female empowerment by the 

content? 

 

• Yeah, yeah. Yeah. Also because in their advertisements they always put people 

kind of doing something. They're not just people who pose there. 

 

• And so do you perceive the brand to be authentic? 

 

• Yeah. Okay. 

 

• The brand is engaging the user and being part of the brand that is kind of actively 

user? 

 

• Yeah. Much a lot because they they offer a lot of suggestions like recipes or yoga 

classes. 

 

• And would you feel confident wearing it? 

 

• Yeah. 
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• Do you identify with the image of women promoted by the brand? 

 

• Yeah, I like it. I like the style. Yeah. Yeah, I think it will totally wear something from 

them. Not everything, but I see myself wearing this stuff. Yeah. 

 

• So as we switching to the second one. Olivia Palermo. Do you follow it? No. 

 

• So you're not aware of who created it? 

 

•  I'm imagining that she created. 

 

•  Yeah. Yeah, she created it. Yes. Also, like the other one was created by Gabrielle 

Caunesil. 

 

• So looking at the post, which is like the image of women promoted by this brand. 

 

• Well, she's definitely a girl who works in the fashion industry, but she looks very 

self-made with an active life. She also tries to promote like the idea of family and 

well-being. 

 

•  And what do you think is the target audience? 

 

•  I think people quite a bit older, the brand before like about 30 years, still early 30s. 

So like five years more much. 

 

•  And do you like the image of a women? Yes 

 

• And do you think the brand is clearly promoting female empowerment by the 

content on Instagram? Yes. 

 

•  Do you feel is engaging the user in being part of the brand? 
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• Less  than the one before. 

 

•  Why? 

 

• Because they don't offer any suggestions. They just post a lot of commercial 

content. 

 

• But do you think that she's credible in spreading the message of empowerment? 

Yes 

 

• Why do you think so? 

 

• Because it looks like she's posting some authentic content from her lives. Yeah.  

She's posting her pics, just posting the picture of What's she draws I guess. It's a 

sort of I'm trying to show you how I'm making my own business. And besides only 

besides promoting the stuff that she sells, of course. 

 

• How would you feel Confident wearing it? 

 

•  I don't know if she's not she doesn't really have my style. 

 

• So you don't identify with the image of women promoted by the brand. 

 

• I Identify with the image of as women promoted But  don't identify with. I won't wear 

those clothes because I don't like them because, their not part of your style. 

 

•  Now, as we come to the last brand which is called nasty gal. 

 

• Look at the post, which is the image of women promoted by this brand. 
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• It's more of what we have seen in the media for the past 20 years. 

 

• To me it's more an objectified women.  

 

• Do you like it? 

 

• Compared to the other ones Not really because it’s completely opposite to my style 

and I would never wear those items and post pictures like that. 

 

• What do you think is the target audience? 

 

• Younger people. Early twenties. 

 

• And do you think the brand is clearly promoting Female Empowerment by the 

content on Instagram? 

 

•  I mean they are doing it, but still is not a way of empowering women which I think 

is effective. It still an objectified women, who pretends to be independent but it’s 

not. I honestly prefer the other 2 brands before, how they were empowering 

women. Because to me women empowerment is specially in women equality, 

working conditions, fair salary and so on. It’s not only in showing off your body. I 

mean pf course it’s important but still I think it’s a superficial message.  

 

• And do you perceive it to be authentic? 

 

• No. It’s just doing this as mere marketing tool to sell their items.  

 

•  Do you feel the brand is engaging the user in being an active part of, you know, 

the brand? 
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• Yeah they’re doing it. Their creating a community as I can see and also reposting 

ting some girls. But still I would not engage with it because it doesn’t represent me 

and also I would not want to become like it. 

 

• Would you feel confident wearing the brand? 

 

• Not really. 

 

• Why? Like you don't like your clothes. Like how they are made? 

 

• No, I just dont really like it. I don't identify with the image of women promoted,  

 

•  Ok. So to sum up, like, which one of the brand that  do you think is more authentic 

in that convey, like the message of independence and empowered women? 

 

La Semaine Paris 

 

• And so do you think that's authenticity is a key element in the branding strategy? 

Yes. 

 

• And why do you think he's like more authentic? 

 

• Because is the one that involves you the most.  And also because the one identify 

the most with. And I also like the image promoted and also it  seems really natural 

and spontaneous. I like the image of women associated to elegance and 

modernity.  

 

       14 Respondent  

•  So do you use Instagram? 
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• Yes. 

 

• How often do you use it? Everyday 

 

• And are you active on Instagram? Do you post content? 

 

• Yes, I do. I try. I mean, not that often anymore. But yes, I do. 

 

• And which type of content do you consume the most? 

 

• Cooking. Influencer bloggers. And Traveling. 

 

• And why do you, like, follow them or like engage with them? 

 

•  I usually try to engage with bloggers or influencers. That I think give useful 

information useful information out. And that have a message they want to spread. 

And nor just useless superficial things, but also messages. And I like to engage 

with those who I think are also funny, but that show both the intellectual side but 

also a funny side. And that tried to spread out a message and not just show 

products or beauty advice and things like that. I like when they tried to spread 

something out. 

 

• Do you believe that Instagram is a good marketing tool? 

 

• Yes But I think you have to know how to use it, because I think sometimes the way 

marketing is done on Instagram can be very fake. It can seem like the person 

actually does and is doing the marketing just for money. So if you have an 

influencer that is advertising something and then looks fake, for example, with 

fittivia or something like that, then then I think it's it's useless. And you don't actually 

make me want to try something out. But it feels like it's very fake and it's just for 

money. But when it's something like they actually try something or if it's, for 
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example, for restaurants, I think it can work really well because sometimes I find 

restaurants on Instagram that I want to go eat to because someone shows them 

or maybe there's a product that people can show that they're really engaging with 

and that they really like. Then I get interested in it. So it has to be realistic. It can't 

be too fake otherwise I don't think it helps too much. 

 

• And in regards to like fashion industry, do you think it's like could be authentic  or 

it's more like fake and they're doing it just to a sponsor their products? 

 

• It depends, again, because there are some, for example, when I see their posts 

from oceans apart. For example, I can tell that they're a bit fake and that the person 

does not they really believe in them. But I think when someone, for example, puts 

a lot of effort into the brand. So, for example, even though I don't like chiara ferragni 

clothing, you can tell that she worked a lot in it and she was a into making the 

clothes. So then when she sponsors them, then you can tell that it's real. And and 

she actually believes in what she's doing and what she's trying to sell. And it's 

because she actually likes what she's doing. Does that sometimes when I see 

other clothing brands doing and I think it's very fake, especially if a person didn't 

participate in the product in the development process. So if they just received the 

clothes and say, hey, wear these clothes, you can say, see, it's fake. But when 

instead someone actually participate in developing the clothes and the products, 

you can tell that they are actually passionate about them and it's not only about 

the money, but also because it's hard work for them. 

 

• Do you follow fashion brands on Instagram? Yes. 

 

• And which kind of fashion brands Do you follow? 

 

• I follow both retail, high end brands. I also follow, you know, what I would like to 

buy, but I don't have the money to buy so more expensive ones. 
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• Yeah. And why do you follow them on Instagram? 

 

• I follow the retail brands just to keep up with what they're doing. And maybe if I do 

find something I like and I can find it in the shop, then I can go buy it. So if I see 

something on Instagram for the retail brands, then I can say, OK, I like that. Maybe 

I can go try it on in the shop because I still like going to the shop and actually 

buying clothes rather than ordering it online. And then I follow the more high 

fashion ones because I want to dream somehow then one day I'll be able to own 

some of those. 

 

• How do you feel A closer connection by following them on Insta? 

 

•  Maybe with the retail not the. I wouldn't say that much. No, I wouldn't say that 

much. I feel like I can give more informed over it, but I don't think I have a better 

connection with the brand. 

 

• And do you follow brands which are like more similar to your style or also like a 

different. 

 

• I follow so different ones. Because I think maybe I find them cool, but I don't have 

the courage maybe to wear them or I maybe like them, but I don't have the money 

to buy them. So I would like to dream and get inspired. I cant afford them. I just 

look at them. 

 

• So do you follow fashion influencers? Yes, some of them. 

 

• And are you engaged by their content like stories and posts? 

 

• Yeah, but not only for the fashion like not only for the fashion they show, but also 

for other things. 
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• And do they influence somehow like your purchases? 

 

• No, not really to be completely honest. Because they actually they influence maybe 

more. They don't influence my fashion purchases, but maybe they influence other 

parts of my life. If I see that one influencer goes to a restaurant in Milan and I'm 

interested in the restaurant and then, yes, it influenced me on that level, or if I see 

that she goes to a certain area of the city, or maybe that she tries I don't know 

certain food. I get influence more on their lifestyle rather than the fashion, actually. 

 

• And so do you feel a connection to their lives? Following them on Instagram? 

 

• Yeah. Yes. Yes. 

 

• And how important is for you That's like an influencer when he's promoting a 

product He's like credible? 

 

•  A lot because then I think that they actually believe in what they're doing. And it's 

not just something about money, but it's more like, oh, like I believe in this. And 

there's a meaning why I'm believe in this. And I also like when they try to put a 

message on it. So not just, oh, look at this product. It's nice, it's comfortable. But 

also like this is a green material. This is a completely ecologic or something like 

that. I think that's when I really like it and I appreciate it. When there is actually 

something bigger connected to what they're sponsoring. 

 

• And did you start following a brand that they were sponsoring? 

 

• No, I'm not sure. 

 

•  I mean, like, would you do that, like you, for example, an influencer is sponsoring 

like a product and then like you really like you think his your style and maybe like 

you can buy it would would follow? 
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• I think I have done that. Those. But again, he wasn't connected to fashion. Well, 

two other things. I think there's a more connected maybe to house design or. I think 

I started following one house design. Because I saw on an influencer. Yeah. I 

started following certain brands because of influencers. But I don't remember any 

fashion brands. 

 

• And have you ever commented a post or a story of a brand? 

 

• Yes. 

 

• Have you ever replied to a poll on a story? Yes. 

 

•  Have you ever suggested anything to an influencer or like wrote to an influencer? 

Yes 

 

• Now we're talking about female empowerment. Are you concerned about 

feminism? 

 

• Yeah. 

 

• And do you have some brands in your mind within like the fashion industry that 

actively use Instagram and promote female empowerment. 

 

 

• Yes, I think. 

 

• And do you feel more or would you feel more attracted to the brand? Because it 

was like this message of like empowering women? 

 

• Yes, definitely. 
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•  And do you think that fashion could make the difference in convey like the 

message of a strong independent women? Yes. 

 

•  (La Seimaine paris) So did you know the brands before? No. 

 

• So looking at the post, which is the image of women promoted by the brand? Take 

your time. No worries. 

 

•  I think the first thing that gets to my eye is like smart, confident business woman, 

but also I really think it shows how women can be smart because there's a lot of 

like business looks and there's a lot of, you know, books and newspapers. And it 

also shows like Confidence because these women seem like they they are the 

bosses of their life somehow. But I also think it shows like a bit of romanticism and 

still a bit like of, also like a bit of sexiness, because if you look at some of the 

positive, think like them, this girl is sexy. But you also think like what she looks like. 

She's confident then that's it is not submissive, sexy. It's more like confidence. I'm 

confident in my body. I'm confident in my skin. And I really. And I also like the bit 

of a hopeless romantic kind of look like the colors 

 

• So do you like it. Yeah. 

 

• And what do you think is like the target audience? It you would be like girls in their 

20s to thirties. Something like that. Yeah. 

 

• And do you think that the brand is clear clearly promoting female empowerment by 

you content on Instagram. 

 

• It looks like it. I really like it. I think it shows a lot of like post  like this it makes me 

think, you know, I'm am empowered, I can be a boss or I can be a businesswoman. 

I am inspired. And I also like this one because it shows that, like, you can fight for 
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your battles and you can do it. You know, in a certain way. And I also like this one 

stronger together. It gives you like, you know, we should be together as females 

and support each other and everything like that. 

 

• Do you perceive the brand to be authentic? 

 

• Yeah. OK. 

 

•  And also like scrolling stories in evidence. Do you feel that the brand is engaging 

the user in being like an active part of a brand? 

 

•  I mean, if even not in evidence, but this story here, there's users that are tagged 

and there's a lot of reposting from the users. So I think, yes. It gives the possibility 

for users to be engaged and to be empowered somehow and to be listened to. It 

give space to the users. 

 

• And would you feel comfortable to interact with a brand giving like feedback? 

Communicating your opinion? Yeah, I would. 

 

• Would you feel confident wearing it? 

 

•  Yes i really like some looks. 

 

• And do identify with the image of women promoted by the brand. Yes. 

 

• Now we are switching to the second one which is Olivia Palermo Collection. 

 

• So it's basically the same. Like I'm gonna ask you the same question for one and 

another one. Then we're done. OK. So on the only lead if I let him off. Yes. OK. So 

like basically she's an activist. She's an actress. She's an influencer. And she 

created like this collection. 
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• Ok, so looking at the post, which is the image of women promoted by the brand.? 

 

• I think here it's more of a sophisticated kind of image. It's more high end and it's 

more. I don't know. It seems a bit not complicated, but it seems more like the others 

One seemed maybe more simple, like everyone could be a part of it. 

 

• Well, here I feel like this is more high end. it's more exclusive, if I would say. But I 

still think it's very much about female empowerment and very much of confidence 

and Being sure about yourself and secure in your body and that I do think there is 

more exclusivity here. And I also think there is a lot of different models. I can see 

there's different skin colors, but I don't see that much difference in body types. And 

I only see that the one certain kind of look. 

 

• And what do you think is the target audience for this brand? 

 

•  I think you would be older women like maybe already in their 40s, 50s. It's still 

modern. Yeah, like modern, modern kind of style, like a modern view on fashion. 

But for older people, for 40s and 50s, I would take it. 

 

•  And I do you like the image of women promoted by the brand. Yes. Because if I 

were an older lady, I would like to dress like this. 

 

• And does it look out authentic to you? 

 

• Yes. Let's it's some sort of authentic that I could never be a part of.I don't know 

how to say it. It's more like elite and exclusive. You can see I think it's authentic to 

her - olivia palermo - But I think it's very much You know, like, I don't know, it's not 

something I could recognize myself in. I wish I could be like that, but I don't know 

if I could be part of this. 
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• And do you think the Brandi's are clearly promoting female empowerment by the 

content? 

 

• I think they could do a bit better. I think there's not that much. It could be a bit more 

direct. I think it is promoting somehow how to be confident. But I think there could 

be more promoting over First of all, diversity. And second of all I don't know that I 

think female empowerment is also like accepting all types of woman And I don't 

see that here. 

 

•  Do You think is engaging with the user in being like an active part of the band? 

 

• No. It's more about her and her brand and The user has to be this exclusive person, 

very high end person. And no, I don't think it engages too much, but I don't I don't 

know the Brand that well. even the first thing I notice here is that if I go through the 

stories, there is no mention from users and there's no mention from people. And I 

mean, also in the stories and in evidence, I don't see mentions from anyone. So I 

think it doesn't engage them much. 

 

• And would you feel comfortable to interact with a brand? No. 

 

• Do you think is credible in spreading the message of female empowerment? 

 

• Yeah, to some extent, yes. Because I think. It still is kind of it's still like promoting 

confidence, but I think it could do more to be more credible. I think it's still somehow 

somewhat credible to a certain extent, but I think it could do more by being more 

inclusive and by being more diverse for sure. 

 

• Would you feel confident wearing only one platinum collection? 
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• No. Well, I mean, I would I would love to. I think these things are beautiful. And if I 

were skinny and beautiful and pretty I would definitely wear it, but I don't think I like 

I have the body. I don't think I could. No, definitely not. 

 

•  And so, like, you don't identify with the image of women promoted by the brand? 

 

• I wish I could but no I don't 

 

• Now we are switching to the last brand which is called Nasty Gal. 

 

• So take your time and tell me which is the image of women presented by the brand. 

 

•  I think it's fun. And pop and I think it's yeah, fun young pop, confident again. Free, 

colourful enjoying life, you know, being a rule breaker and partying a lot and being 

a free spirit somehow. 

 

• Do you like it?   Yeah, I like it. I think it's fun. 

• And what do you think is a target audience in this case? 

 

• I think it's younger girls, so maybe like fifteen going up until mid 20s. OK, then end 

of 2017. 

 

• And do you think that is clearly promoting female empowerment? 

 

• Yeah, definitely. 

 

• Do you perceive it to be authentic? 

 

• Yeah, I think it's fun. And I think it's very original. 
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• And scrolling at the stories or do you feel is engaging the user in being like an 

active part of a brand? 

 

• Yeah, because I see it makes contacts and he has something called text back. 

 

•  And would interact with a brand giving feedback's. 

 

• Yeah. Because they seem very open 

 

• And would you feel confident wearing it? 

 

• Not all of it, but for the main reason that I think I'm getting too old for. What I think 

and when I was younger, like 16 or 17, definitely, I would have worn this stuff. 

 

• Ok. Sure. And do you identify with the image of women ? 

 

• Yes, definitely. 

 

• So to summarize. Which one of the brands that we talked about. Do you think is 

more authentic in conveying the message of a independent, empowered women? 

 

• I think nasty gal, because I think it's quite fun and it's very I think it's good that they 

start from a young age to the like empowering women. And I like a lot of this stuff 

they post. I think a lot of it like very conveys the fact that You should be your own 

person And diversity is good and you should not just being a free spirit. But it's also 

about being who you want and being authentic to yourself as well. And like being 

empowered and confident about yourself and enjoying the fact that you're diverse 

and that you're weird and that you're different. 

 

• I like that. 
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• So do you believe authenticity is a key element in their branding strategy? 

 

• Yes. 

 
       16 Respondent  

• Do you use Instagram? Yes, I do. 

 

• And how often do you use it? 

 

• Every single day. I would guess that the amount of hours I use daily. Probably like 

two hours. It really depends. I might use more than I'm aware.  

 

• And do you post also like content such as like stories or posts? 

 

• Yes, I do. Not as often as many other people, but I probably post like once, once 

or twice a month, I do a post and I probably do a story like once every week, 

sometimes more, sometimes less. 

 

• And who do you follow on Instagram? 

 

• All sorts of people.I obviously follow my friends, family members if they have it. 

And then other influencers. 

• I also like to follow, like people do art or, you know, people who are interested in 

architecture but I feel like every category on Instagram today can be a part of the 

influencer communities. 

 

• And do you believe that Instagram could be a good marketing tool, especially for 

brands? 

 

• I mean, yes, definitely. I think it's also been proved that it is. But I also think it really 

depends on the product. 
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• So do you follow fashion brands on Instagram? I do. 

 

• And which kind of fashion brands do you follow? Like luxury or more like retail? 

 

• Let me think. I don't follow a lot of like the luxury brands. I don't follow a lot of 

brands. But the ones I follow are probably more like high street brands like 

Genetical, for example. It can be like a web shop that I know often has like offers 

that they will post on the stories. So I actually only follow them to like get the offers. 

It's not the actual content that I'm interested in. Only if I can get stuff like that that. 

If it's eneficial to me. 

 

• And do you feel a closer connection by following them on Instagram? 

 

• No. 

 

• And do you follow brands which are like more similar or different to your style? 

 

• I would say the brands that are most similar to my style And that's because I see 

Instagram as a source of inspiration. So I'm trying to be very rational about choices. 

 

• So do you follow fashion influencers? Yes. Yes. 

 

• And are you engaged by their content? 

 

• Yes, so I would like to say I'm not, but I am. It's like I get inspired. And even though 

I tell myself Like she got paid to do this. And like I can tell, she's not really winning 

this like every day, but it looks good. So I you know, it's so it catches me. I get 

inspired even though, I'm aware that it's kind of a commercial. 

 

• And do you feel a sort of connection to them and their lives? 
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• Yes. I mean, it depends on the content they post. They are very personal and I like 

their personality, like it's hard not to engage, in your head at least with them and 

be like, oh, she's nice. I follow her, of course. And I think that's a nice person and 

I can relate. 

 

• And did you, like start following a brand that we were sponsoring? 

 

• Yes. So when I see someone wearing something that looks good. And I'm like, oh, 

I want this. So I tried to see if the brand is tagged. And if it is, I go to the brand 

Instagram site and I check. Usually I go directly to the shopping feature on the site 

and look what the prices are. And either it's super, super expensive. And I'm like, 

okay, that's I'm not going follow this. Most likely it's expensive, but sometimes it 

can be like something affordable. A Brand I haven't heard about. So instead of 

following the brand, I tend to save the post And in that way I can save the pictures 

that I like with clothes I like all the colors I like. And I can always find it. And so you 

don't have to go through my followed brands and I can remember the name of the 

brand. I can just go to the pictures and visually find it.  So if an influencer have not 

tagged the brand, which many don't either because they are not paid for it, I guess, 

or because they don't want to. I tend to check the comments because I know other 

people will comment like, hey, where's your pants from something like that. And  

most of the time I can find the brands through that, right. 

 

• And have you ever also like use discount code mentioned in their stories or posts? 

 

• Yes I have. I've done it like once or I think. 

 

• And like do you feel or would you feel part of a community wearing brands who are 

active on Instagram?.Not really. I don't know how to phrase it, so like I just buy 

stuff because I like it. And that's like the way I want to express myself.Actually, I 

kind of I think it's annoying if I know there's a whole community really like having 
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the same thing as I have.This gives me a feeling of being basic and like, that's fine, 

but it's not like attractive to me. 

 

• Have you ever commented a post or a story of a brand? 

 

• Yes I have, but I only do it if I can get something out of it. Like if there's a 

competition or something like that, I would do it. Or if I tag a friend, if I don't know 

if I talk with my friend about, oh, I I would really like to find this and this color and I 

randomly see it. I would take my friend and be like, hey, is this what you meant or 

something like that? But I don't comment just to, like, put my name out there. I 

guess. 

 

• And have you ever replied to like a pull, you know, in the stories? 

 

• Yeah, I just do that all the time because. It's so fun also to see, you know, like a 

part of the person. Like how many people replies and to see the answer. 

 

• And have you ever suggested anything to an influencer. 

 

• No. I've actually never been in direct contact with like an influencer. 

 

• And have you ever posted a story and tagged the brand that you were wearing. 

 

• Yes. And a few times. 

 

• Okay. Yeah. And can I ask you why? I mean, would you tag like the brand? 

 

• It's a good question, like, yeah, actually though about myself, like like, why am I 

doing it? I can't remember the last time I did it, but if it's like I wouldn't do it if it was 

like H.M., for example. I tend to do it if it's like a beauty brand and because I like 

the aesthetics of like posting, I guess like beauty stuff. I don't really do it with like 
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clothing. Ok, so the reason is just I follow like pages of posts like aesthetics.And I 

know if they're like my picture, maybe they would repost it and that could be fun. 

 

• And have you ever been reposted them by, like, those brands? 

 

• Someone posted my story once, like once or twice.But it was a brand that was 

reposting all the stories so it was not really special. 

 

• And now we'll talk about female empowerment. So are you concerned about 

feminism? 

 

• Not much, to be honest. 

 

• And do you have some brands in your mind which activity like promote female 

empowerment? 

 

• I think I see it quite often.I can't really think of a specific brand right now. I mean,  

often it could be like like a cancer specific language, it could be like this. It's like if 

it's like a clothing brand that makes like it could be underwear or gym wear.And 

they are very focused on like, oh, you have to be comfortable wearing this type of 

clothes. A brand can do that.Yeah. And. Yeah, that's like some of the things I've 

noticed. 

 

• Ok. And would you feel more attract to the brand attached or like attract by the 

brand because of like this message of empowering women? 

 

• Not like specifically. Like, I definitely I'm like,this is good marketing. And I two years 

ago, I think it made a bigger impact than it does today, because every brand today 

is like we want to make you feel the when to empower. Women like to do good in 

your own skin and all that sort of stuff. And it's it's getting a little bit like controversial 

and mainstream. It's the kind of the setting that you hear over and over again.That 
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just like with sustainability it's also everyone is sustainable now. I like to be at least 

you know because it's a trend and it is a good thing to do. Yeah. 

 

• And do you think that fashion can make like the difference in spreading this 

message of a strong independent women? 

 

• They definitely can. And one of the things that I appreciate, I think when I see 

brands can claim to be like good for all types of women and that everyone can feel 

comfortable using the clothes their brand makes, but then they come back. And I 

see like all the models they use are still typical models. It does not make sense. I 

like when I see brands that just use like normal people or not necessarily famous 

people to promote their brands. Like people of all sizes. Because that's something 

everyone can relate to: she looks like me like physically. So this is probably how. 

 

• Looking at the post, which is like the image of women promoted by this brand? (La 

semaine paris) 

 

• They are obviously all  beautiful. So either o they look like they could be Like 

models of some sort or anything, it's a mix of like models and influencers that are 

already successful. You can just almost tell by the way they look and their pictures. 

 

• And do you think that the brand is clearly promoting female empowerment by its 

content on Instagram? 

 

• So it's kind of the same as what I said before. They're promoting women and, you 

know, that's good. But I think the type of women they are using are not necessarily 

like empowering the ordinary audience. So I can call it that, like. I think I look at it. 

They all look like you can put these women in anything and they will look good, 

you know. And so it's when I'm trying to say it's like it might actually make more 

women more insecure than the opposite. 
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• And would you feel confident weighing like this brand? 

 

• I mean.Yes, I personally would I would say like. I guess like in wearing almost 

whatever. We all have our style. 

 

• Like you like the clothes? 

 

• Yeah, like it's it's kind of like style. Like I am I guess I'm pretty confident myself. 

You know, like I'll be okay.But if I had maybe different. Like I'm skinny myself. So 

yeah, I can wear whatever. But if I wasn't as fortunate, I guess maybe I'll be like, 

okay, you know, I will never be able to wear a dress like that so yeah. Yeah, that's 

how it is for some people. 

 

• And she created like recently this collection Olivia Palermo Collection. And I mean, 

like looking at a post like which is the image of women promoted by her style, her 

brand or page? 

 

• So she's definitely in the luxury part. Like she's she's super pretty, just skinny. Like 

she has this like on Instagram It looks like the perfect life in New York, like all that 

type of stuff. The only thing is like, you know, look at it, I'm like, you know, this 

looks amazing. Like I wouldn't mind having a life like hers, but  she's just super rich 

and everything she wears is like super expensive. And I think I checked her 

clothing line like a few weeks ago. And that's also pretty expensive. Like she's just 

an expensive woman. 

 

 

 

• And I mean, do you like the image of women promoted? 

 

• I don't dislike it. It's just, It's far from the ordinary. It's a it's a good life. Yeah. And 

she's like a mix. She shows her casual life a bit, but it's still  looks nice and she's 
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still wearing nice stuff like. So  you want to relate to her, but, you know, you cannot 

really relate to her, unlike you can really see like there's a relation to it's most likely 

you're never going to have that yourself. 

 

• And do you think she's clearly promoting female empowerment by the content? 

 

• It's not obvious to me and see. 

 

• Would you feel confident wearing her collection? 

 

• Yeah, I'd love to. I mean why not. I would probably never do it. But like, she’s so 

confident. I think her style is great. I love it. So like she's really promoting this. 

She's very confident in her way of presenting herself. So she looks like a really 

confident woman that just has like things under control. And she's doing great 

things for sure. 

 

• Now I tell you to visit the last brand, which is called Nasty Gal and is a little bit 

different from the other ones. 

 

• Yeah, I know the brand. I hate the name. So looking at the posts, which is the 

image of women presented by this brand? 

 

• So bad, I think is. I don't really take it seriously. It's the complete opposite of women 

empowerment- It's definitely relatable. It's funny and it's like, oh, I'm doing this 

because I can, but it's also very attention seeking. It's kind of silly in the way that 

women shouldn't be presenting like this. 

 

• The way that this brand is showing, you know, like kind of female empowerment is 

a authentic to you? 
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• It's not really attractive.  It's like they use a special type of influencers. And like I 

follow some of them who represent the brand. I don't know why. Just because they 

are funny or silly to look at I guess. Yeah. But it's not like I'm not like wow. It's it's 

just a little bit too silly and it's not my style. 

 

• Yeah. Yeah. And I mean would you feel confident wearing it 

 

• I'm sure I would, but it's not my style. Not really my personal style to be honest. It's 

very much what I think of like Californian brand. I always think like L.A., the sun 

and the beach when they see like the clothes. It's very like so I've often showing a 

lot of skin. Not everything, of course, but it's very like show off. In my head in a 

cheap way. Even if It might be not be cheap. 

 

• So I mean, like you don't identify with the image of women promoted by this brand. 

 

• Not really. 

 

• So if you have to choose like one of the 3 brands that I show you. Which one do 

you think is more authentic  in conveying like the message of empowered 

independent women? 

 

• Olivia Palermo is very different from the two others because  it's kind of her 

personal account, but it's also account chooses for branding. And this last one 

uses, I guess, real content from real people. That doesn't mean that the content 

isn't created in a specific way and edited and all that stuff. And the first one is it's 

more like set up, I think. So that's difficult. Because very different one from the 

other one. .So I kinda like the first one actually it just appeals more to me as a 

person.  The content is different.It' s focused and also educating a bit like not 

necessarily very potent things but just like give information, things that people 

everyone can use, like here's like a live session and how to do yoga, here is like 

special bread recipes or tips for your hair. That's something everyone can use and 
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practice and relate to. And obviously they post pictures of pretty girls and stuff, but 

It's still content from those people.  And I think the far I scrolled down like there, of 

course, the people are very different. So it's not just like. I guess one specific style 

only, they are mixed. 

 

         17 Respondent  
 

• so do you use Instagram? Yes. 

 

• And how often do you use it? Everyday.  

• Are you active? Like, do you post content? Yes. 

 

• And which type of content do you consume the most? Like. Who do you follow on 

Instagram? 

 

• Well. Close friends and family. Some fashion brands, some celebrities, some 

influencers. that's pretty much it. And then some food. So food accounts as well. 

Cooking and stuff like that. 

 

• And do you believe that specially for brands Instagram is a good marketing tool? 

 

• Yes. 

 

• Which kind of fashion brands do you follow on Instagram? 

 

• Well, let me check. Well, Nike, Zara, Pull and bear, Sandro Paris, Elie Saab. 

Different types of brands like retails and high end and more luxurious. 

 

• And why do you follow them on Instagram? 
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• Because I want to see their latest collections. And sometimes, for example, the at 

least the high fashion brands have called like behind the scenes. Instagram stories, 

for example, or how they actually get from sketching, let's say, dresses to actually 

making them and the whole process of making them. 

 

• And do you follow brands which are more similar or different to your styles? 

 

• Well, I would say more similar. I mean, Zara  which are the fast fashion brands that 

I follow they are closer  to my style, but also the high fashion icons that I follow or 

something that I get inspired by. 

 

• Okay. Nice. And do you engage with them? Do you comment their post or  stories 

and do you reply to poll on those stories? 

 

• Usually, yeah, yeah. 

 

• And I mean, have you ever posted a story and tagged the brand that you were 

wearing? 

 

•  I don't think so. 

 

• Okay, now we're talking about fashion influencers, so you told me before, but you 

were following fashion influencers, right? Are you engaged by the content? 

 

• Yes. I see, for example, some informative post or story or something like that, ah, 

which is not only saying, OK, you should buy this because I got sponsored by them, 

but they actually give information on why you should buy something I think I can 

really be engaged. But they should be authentic and credible in what they are 

promoting otherwise It can look like fake. 

 

• Are you concerned about feminism? Yes. 
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•  And do you think that fashion could make the difference in conveying like a 

message of a strong and independent woman? 

 

•  Oh, I think so. Empowering women starting from what she looks like I think it could 

be an effective strategy. 

 

• And would you feel more attached to a brand because of a his over empowering 

women? 

 

• Yes.I think i'ts a nice thing to do like social corporate responsibility. It shows that 

the brand also cares about bigger issues and want to make an impact in today's 

society. We are over consumerism. We have so many offers in the market, like the 

market is saturated by the same items. People now wants to buy something which 

can really be distinctive and do something good. 

 

• Looking at the post which is the image of women promoted by La Semaine Paris? 

 

•  Well, I would say empower women. But still kind of using the fact that they are 

women to promote themselves. I mean, it's it's mostly, you know, pretty girls and 

showing their bodies. 

 

• And do you think that the brand is clearly promoting female empowerment by its 

content? 

 

• Well, clearly, I don't think so. 

 

• And I mean, do you like it, like, would you feel confident wearing it? 

 

• So yes and no. I mean, they have some controversial outfits. I would say  or maybe 

just the way they they promote them I wouldn't. Mostly because I see some really 
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short dresses, for example, or very deep v neck and stuff like that's something that 

I don't wear.  But in general. , partially. Yes. I would wear something. 

 

• Do you identify with the image of women promoted this brand? 

 

• Not really. I mean, I don't really identify with animal print and short dresses. Yeah, 

I dont think that this is the way you should be promoting women empowerment in 

general. 

 

• Yeah. Okay. And I mean, like if I could ask you like how for example Would you 

promote female empowerment on a brand like on a fashion brand? 

 

• Well I personally would use maybe a little bit more sophisticated looks. Which 

which are more you know, more simple colors, more clean designs, something 

which doesn't show so much skin. But still it's feminine. 

 

• Okay. Now I'm asking you to visit the second one. 

 

• So looking at the posts, which is the image of women promoted by  feed and like, 

you know, her brand? 

• Well it definitely goes to the more sophisticated part of women empowerment. And 

this is exactly what I meant when I said, you know, more clear designs with simple, 

simple colors new. But still a little bit of color matched like properly in the whole 

outfit. 

 

• And do you think that, like, she's promoting like clearly female empowerment by 

the content on Instagram? 

 

• Well, if if you mean female empowerment, as in successful females, I would say 

so, yeah.Or at least looks like it. Yeah. 
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• And would you feel confident wearing her collection? 

 

• Yes. OK, so you'd identify with the image of women promoted? Yes. 

 

• Now I'm asking you to visit Nasty Gal which is a little bit different. Tell me, which is 

the image of women promoted by this brand. 

 

• Well, first the name doesn't sound very empowering and like successful and 

sophisticated woman, but more like, yeah, I'll wear crop tops and bathing suits and 

I hope for the best. More like showing off what you have. 

 

•  And do you like it? 

 

• Not really. I wouldn't say. I mean this is not definitely not something I would wear 

or I would feel comfortable going out knowing. 

 

• And do you think that's what brand is clearly promoting women empowerment by 

the content that is posting? 

 

• Well, I would say that they're thinking that they are promoting female 

empowerment. But they have the definition of female empowerment wrong 

because I mean, looking at their content, the conclusion that I would have of their 

definition would be: women rule and we can do whatever we want, which I don't 

really agree with this definition. 

 

• And I mean would you feel confident wearing it? No, no, no, no, no, no, not really. 

 

•  I mean unless it's a really special occasion of me going to the club, I would totally 

not go out wearing this. 

 

        18 Respondent  
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• So do you use Instagram? Yes, I do. 

 

• And how often do you use it? 

 

• Every single day. I would like to say that only  you know, during breaks. By this 

precise moment of my life that we are closed in the house to do corona virus I use 

it like every 15 minutes, every 20 minutes. Just going to check random pictures. 

 

• And are you active on Instagram? Like, do you post stories or content? 

 

• Not so much, I have to say. I have to admit that. Compare myself to all the people, 

any who posts Instagram stories like just once in a week and picture once in a 

month something like this. So not so active. 

 

• And which type of content do you consume the most? Like, for example, fashion? 

Or I do not like friends? 

 

• Yeah, of course. And especially because I have many friends around the world. I 

like to dig in and to be curious and to watch what's happening around the world 

through my friends, because I always can just go on the news. I think is also very 

interesting and nice to see what my friends are doing through their point of view 

and Instagram. I also follow many dancers. I watch a lot of dance contents and 

then follow like many fashion brands like fast fashion brands also Haute Couture 

such as Dior or Chanel. And also Comptoir de Cotonnier, Kos, H&M and Zara.  I 

follow them pretty much. And of course, also meme pages.I mean meme content's 

are the most consumed probably because people can be bored or annoyed pretty 

easily in these kind of things can cheer  you up pretty easily. 

 

• And do you believe that Instagram could be a good marketing tool like marketing 

platform? 
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• I believe yes. Though I have to say we've kind of regret that I do not support 100 

percent the way of Instagram communicate sometimes because people use This 

tool in a way that is very tricking in in a bad way sometimes for people who are not 

are who are not a conscious user. But I have to admit that a super powerful 

marketing tool, the many people use it just communicate. Brands use it a lot to 

also sell their products. Chiara Ferragni is the most emblematic figure of how a 

Instagram can be so much powerful. So, yes, I believe it is a marketing tool. 

 

• And do you perceive it as an authentic platform going concerning like fashion 

industry?  could be credible to the user And also for brands like it can help to 

convey like the message, the products? 

 

• I think different level of fashion If you're talking about fashion, they should be able 

to use in a different way. We can see like, for example, normal advertising and 

marketing of Zara or H&M, they use advertising in a very more like direct way. You 

see someone wearing clothes in like a swimming suits in a beach and it's branded 

H&M. If you're watching Chanel Parfum advertising, their focus is not on the 

Perfume is more like how they experience the important figure behind the brand. 

So also on Instagram they should be careful to create these different. I can see for 

example Dior use Instagram to tell and to explain their values and the missions 

behind the brand while H&M using more actually to sell, as a selling platform. So 

it is slightly different. But I agree with this policy. I agree that H&M use it more 

because it's a fast fashion. So you see Instagram as a selling platfrom whereas 

Dior cannot sell, of course, on Instagram their clothes or their products, but they 

use it to communicate to the people, their mission, their vision, also how they 

created their products, which is super interesting. Otherwise you would not see it. 

So I think these kind of different is the most important. 

 

• So before you told me that you are following fashion brands on Instagram. So why 

do you follow them on Instagram? 
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• Mainly because I like clothes. I know they're probably someone especially studying 

creating business processes or management or marketing have a much more 

developed answer to this question. But I I just like clothes. I like also the fashion. 

How  the trends change and how you can see these trends changing through the 

marketing platforms. So I'm just really triggered esthetically talking, visually talking 

by them. 

 

• And do you feel a closer connection by following them on Instagram? 

 

• I don't know because I used to read fashion magazines. And I think like instagram  

can be the modern  fashion magazines in a certain way. So I feel that growing up 

also my way to approach them is also growing up developing. But I don- I don't 

think I have a closer connection with them. 

 

• And do you follow brands which are more like similar to your style or different? 

 

• I follow brands that represent. I hope I feel they represent better what I like or what 

I think It would be nice on me. Besides, h&m, zara and oysho which I like their 

products comptoir de cotonniers, dior and other kind of  high quality brands, highly 

rated brands. I follow those which I think sell the products that In a imaginary world 

I could look nice with their clothes. Something like this. 

 

• What about fashion influencers? Do you follow fashion or influencers in general? 

 

• Well, I mean, not I don't follow many fashion influencers. Sometimes I just like give 

a look to the profile of Chiara Ferragni and all others models or  actors or fashion 

Influencers, but I just like give it a look. I don't actually follow them. 

 

• And why you don't follow them? 
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• No, I don't follow actively them. I just look sometimes where it's happening. If they 

say something about something else, just like random gossip. 

 

• Because you're not interested in like what they post? 

 

• Not so much. And I'm afraid my feed will be like constantly full of their videos. I 

would like to avoid  something like this. 

 

•  So you don't think that they are like really authentic in for example, sponsor a 

product or so? 

 

• I'm not saying that. I'm just saying that I'm not interested, but I think that because 

they're humans and they experiment and they have a  physical body, which they 

try their products. I think the better way to sponsor products is actually  use the 

influencers, who talk about their products, who show people the products. And I 

think they can be Not all, but the most famous, the most rated ones, can be reliable 

under that point of view. Of course, you always need to contextualise the quality 

of the brand, the quality of the influencer. But personally, I'm not just interested. 

Just talking of a matter of Interesting. 

 

• And I mean, like when you are like what seemed like rarely like was stories or posts 

of influencers or did it ever happen to you to start following a brand that they were 

like, you know, talking about and you, liked it? 

 

• I have to admit that  during the Chiara Ferragni wedding, which her wedding 

wedding dress was made by Dior and I knew Dior was also posting all these 

Instagram stories of how this suited up the dress, how they built, also the concept 

behind the dress. Through Chiara Ferragni I reached out to Diors page and started 

to follow them just because it was curious how to see this dress was me. 
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• But because like this was more related, you know, like the wedding and everything, 

like not like you know herself more. I mean to an experience? Yeah. 

 

• Have you ever commented a post or a story of a brand? 

 

• No. 

 

• Okay. And if you ever replied to a poll, you know that sometimes they put like in 

the stories? 

 

• Yeah. 

 

• Have you ever suggested anything to a brand or an influencer? 

 

• To a brand there is this jewellry which I like very much create like really thin kind 

of earrings and rings and necklace, and she ask through her Instagram pages if 

there were some  figures, designs, materials which we as consumers we would 

like to buy. And I just roll so my ideas to her. She was super nice just like me. And 

we'll see if she will ever produce something like that. 

 

• And have you ever posted a story and tagged like the brand that you were 

wearing?  No,. 

 

• Now we're switching like on female empowerment.  So are you concerned about 

feminism? Yeah. 

 

• And if you can recall it, like, how did he start? You know, like your awareness of 

like on female conditions and female empowerment? 

 

• Well, I came from typical Italian family where  grandmother I usually more 

concerned about the maid grandsons than the females. And so I grow  with this, 



   
 

 265 

seeing this difference of treatment between me and my brother from my 

grandmother. And that makes me super angry. Not saying that she cared less 

about me, but just attentions and treatment were different. And growing up, I also 

heard much more about, especially in Italy, the gender differences between salary 

in Italy, the job opportunities or what people expected from me just because I was 

a woman. I mean, when I said, for example, that I like biology and science People 

were impressed. They thought, oh, well, because you're a girl, I thought you would 

like more law or philosophy, literature or something like this.  That doesn't make 

any sense.  And my grandmother used to say boys are better studying science 

and girls are better studying classical studies. I was like, that doesn't make any 

sense again. And the all these tiny things and reading and studying a school and 

also beginning growing up in a city, Milan, which is in a certain way is multicultural, 

international in other ways is still attached to some of the old rules. Especially when 

you talk about genders. And then what I said, some many friends who were 

traveling abroad are also being always super interested in going abroad and then 

going to Copenhagen, which is a super equal gender city I became much more 

and even more aware of this. Also like even looking how a politician treats their 

wife and other women in politics. How is so easy to just say bad things and discredit 

someone because she's a woman and maybe some people think, maybe she's 

screwing up with someone to get there and still is not fair. 

 

• And do you have like some brands in your mind with within the fashion industry 

that like actively promote female empowerment? 

 

• I believe that, for example Oysho is doing a great thing in not using too much 

Photoshop on the models. So they're wearing underwear and it's still so easy to 

see their imperfections. If you want to call them in that way. They decided not to 

use too much Photoshop to cover it up. So the only bad thing is that only women 

can see that one. And I agree with the fact that women should be more comfortable 

with their body. But very often women are not comfortable because men are 

making them not comfortable sometimes. So this is my opinion. I don't know, but 



   
 

 266 

if also men would start seeing more and more magazines or Instagram girls with 

not too much Photoshop or not super skinny they will start realising that women 

can have imperfection and it is fine like that. Men also are not perfect. You don't 

see six packs guys walking around and for them it's fine. No men would be super 

concerned about their abs. 

 

• And would you feel more attached to a brand because of this message of 

empowering women? 

• Yes 

 

• And do you think that fashion  could make like a difference in conveying like this 

message of strong and independent women? 

 

• I believe yes. But if we're talking about some specific designer, I believe each 

designer design thinking to a certain kind of woman. Dolce and Gabbana, they 

always like more like typical Sicilian women, which is much more curvy. Armani 

always like more like androgynous women with the large shoulders and tiny waist. 

So each designer has his own idea of women. The important things is to 

communicate that each idea it's fine. There are so many designer you can choose 

between and you can choose which one suits you the best.And there is no right or 

wrong is just different kind of woman and designer are actually trying to empower 

all of them in a different way. And of course, we are talking really high level of 

design, which is super expensive as well. But if we tried to adopt this way of 

designing in also all this scale of the fashion getting to Benetton, and whatever I 

think women can also  feel more easy with themselves, more permissive like I don't 

know. I cannot find H&M, a pair of jeans that actually suits me well, while Zara 

have always the perfect Jean for me, which is super difficult to find, but I rather find 

some like shirts from H&M than Zara because the upper body shirts suits me better 

from H&M than Zara. So it's fine. I mean, if if we start using this kind of approach 

that each body is different and it's OK, then we are empowering women also as 

well. 
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• La Semaine Paris 

 

• Did you know about this brand before? 

 

• No, but I can see many of my friends do, because many of my friends are following 

it. 

 

• Yeah. So actually his brand was created by Gabrieea, which is like the wife of 

Ricardo Pozzoli.  And he was created, I think like less than one year ago. And I 

mean, like looking at the post which is the image of women promoted by this 

brand? 

 

• This is just from a first look. I mean, it is very Parisian style. I don't know if you can 

understand because everything seems to be casual, but obviously is not. But it's 

not like Poche, everything is well organized in a way that looks very natural, but at 

the same times super bon ton. And super european-style is not an American one, 

which is maybe sometimes too much is more like Stylish in that way. But 

sometimes it probably is that kind of woman that maybe we that we are Twenty six 

in a certain way We can recognize some our self in this because maybe we don't 

have a family and so we can have our time to use facemask to quit the job and go 

for an happy hour in which friends change our clothes and suits up our mini skirt 

with high heels and whatever. But it's always a very young woman. Already When 

you are 30 35, probably the life is less beautiful as is sold on this page. 

 

• So you think that the target audience is like a people of our age? Like if you have 

to say like a number would be from? 

 

• 25, 30. 
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• And do you think that the brand is clearly promoting female empowerment by the 

content on Instagram? 

 

• I don't know. Because I have to admit that there is not something distinguish. It's 

not imitative. I mean, this page is super similar to other pages. There is not 

something very distinguished from this pages. Let me think. OK, so this is clearly 

La Semaine Paris. Though I can see this force empowered women. So I can see 

that they are trying to push empowerment. And there are so many nice posts and 

There's not something that is strongly communicated. It is more Like a right way to 

communicate. 

 

• So you don't perceive it to be like really Authentic? 

 

• Not. 

 

• And do you feel the brand is engaging the user in being part of a brand also like 

looking at the story in evidence or also in the posts? 

 

• Right now, they're doing a direct show and they're talking with someone, so they're 

doing a yoga class. So right now they're doing the yoga class. Well, sure, because 

of the quarantine. So, yes, probably especially now in this period of time, which is 

not easy. They're trying to involve their users. So which is super nice, I think. And 

also, especially because they've also had this session where you can buy directly 

to them to  pages. I think yes, though maybe about empowerment is not super 

direct to the message when it's talking about engaging the clients, they know how 

to do it and they're doing it because if they have everything working instead, they 

are engaging people. 

 

• And would you feel comfortable interacting with a brand like, commenting on a post 

or just like writing like to the brand? 
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• I was for sure like it.  And maybe I will send the picture as a direct post on Instagram 

to some friends like oh my god we would like to have it some like this, but I will 

never comment. I would never comment an Instagram stories, I'm much more like 

shy. 

 

• Would you feel confident wearing the brand? 

 

• I mean, if I find something that suits me. Yes. Especially after the quarantine, I 

don't know. But yes, there is some things that I would like to have. 

 

• Do you Identify with the needs of women promoted by the brand? 

 

• No. I mean, there's some clothes that I would like to have. They are very nice. But 

all these women are always having like super nice dress in a super fancy houses 

with the high heels on. I cannot rely on that. I cannot only identify myself with them. 

You know what I mean? There's some jackets, some shirts that we would like to 

have, of course. 

 

• Looking at the posts, which is like the image of women promoted by Olivia Palermo 

Collection? 

 

• I don't know it look to me looks more Milanese  type of women. More like someone 

running with thousand of things in her mind Through the city, doing 8 different 

things in just one second, but at the same time being always perfect. Those kind 

of women that Everyone likes to become one day. Yeah, and actually There is also 

a good texture and the drawings explain on the pages to me it's more interesting, 

is more engaging. 

 

• And what do you think is the target audience for his brand? 
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• Is  more 30, 35 and then older. But it's funny, I feel more close to this kind of women 

profile than the other one. 

 

• So it does look like more authentic to you? 

 

• Yes. 

 

• And do you feel like she's clearly promoting female empowerment by the content? 

 

• I still believe that because it's not clear. To the designer I believe.   because also 

the concept of the female empowerment can be so white that sometimes narrowing 

it in a concept and promoting through Instagram pages can be difficult because I 

can still see about promoting the design. This figure of women that is not always 

in high heels. So it's more like really spokeswoman probably compared to the first 

brand. Yeah, probably in some way, yes. Because you can see different kind of 

women. She's not always with a long dress and high heels. It's more of doing 

different kinds of things. Travelling. So in a certain way, maybe Yes, but it's not 

immediate. 

 

• And like scrolling also like the stories. do you feel the Brand is engaging the user 

in being like active? 

 

• Probably. Only compared to the first one. I don't know, because they also have the 

shop online and they have much more clothes. Probably actually they are able to 

send more through the pages. We'll just have to see. There was that newspaper 

also have much more Friend of mine follow me. And I have to say that probably 

they have the same engaging level. The only thing is that Olivia palermo is not 

doing in direct with yoga.  Right at this moment it's the only difference i can see. 

And see the first one probably was more in creating a shared experience with the 

customer. While Olivia is  not doing it. 
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• And would you feel confident wearing OP collection? 

 

• Probably more confident than La semaine. 

 

• Do you identify with the image of women promoted by this brand? 

 

• Some styles Yes. OK. 

 

• Nasty Gal. So looking at the posts like which is famous of women promoted by this 

brand. 

 

• Definitely much more we can say variegate, like there are many different kind of 

women and there's also like famous 90s women examples, we can see Lizzie 

Maguire. There is a freeda post which is reposted. So probably it's communicating 

less about fashion and more about women in general. So maybe there's less 

thinking we less like woman or style in which I can imagine myself or identify myself 

with, but as an Instagram page with all the pictures is more engaging and also 

funny because you can scroll not just the fashion clothes and the fashion picture, 

but also there's still a lot of things about the 90s in the early 2000s, which is super 

close to my growing up culture. For me it's much more engaging. And there's. 

 

• And so like it's more authentic to you because it has like all these like kind of 

different, I would say contain more? 

 

• I think it's engaging, because I'm eager to scroll down and read an associate 

probably to what I'm reading and deal things that remind me about my teenage to 

their fashion, clothing, fashion style. So I'm associating them, which is nice for me. 

Because I know there's like the pictures from TV series and TV shows. I don't 

know. I don't feel like they're more realistic, it's more engaging. I don't know if it's 

more realistic. 
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• And what do you think is the target audience for this brand? 

 

• Yeah, it's more about our age, our generation, so twenty to twenty five, twenty to 

thirty. It was a bit younger, but not much younger because I don't think many 

people around 20s knows who's Lizzi McGuire. 

 

• And do you think that the brand is clearly promoting female empowerment by the 

content? 

 

• More clearly because there are much more different kind of body shape. And there  

are famous women. There's also famous to a given to the figure of the women 

more like seriousness and empowerment. Like Jennifer Aniston or Carrie 

Bradshaw or some like this. And so, yes, probably they're promoting more clearly 

women empowerment. But maybe also reposting a Freeda post is definitely a 

statement. 

 

• But they promote do more about women empowerment to less about fashion. 

Probably. Talking about style and clothes. This pages are more like a mood board 

regarding modern women and fashion is not more specified about this kind of 

brand. This brand not clear what what this brand is selling, but is more like a mood 

board About the trends is trying to give trend of. I don't know if you understand 

what I'm going to say. 

 

• And do you feel the brand is engaging the user and being like active part of it? 

 

• Not me, but probably other people. Yes. Yeah. I can see there like a high number 

of comments. I'm not sure, but it looks like and they have much more like hashtags 

and link to which you can go from their profile. So. Yes. Yeah. He's much more 

engaging than the other two. Less serious because he's more like funny but less 

engaging is in time. 
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• Yeah. And would you feel confident wearing it? 

 

• I don't know exactly where they're wearing, what they are selling because I'm more 

focused on the images. But yet, I mean, there is. It's super nineties and probably 

something. Yes, like some crop tops. Yes. I mean, there are some things that I will 

feel confident in wearing. 

 

• Yeah. So do you identify with the image of women promoted by this brand? 

 

• Yeah, why not? 

 

• And just to summarize which one of it, like the three brands that I show you. 

 

• Do you think is Moral authentic conveying like the message of independent 

empowered women? 

 

• Ok. It's complicated because the last one It's more engaging under this point of 

view, under the point of view of a community gaining empowered Wwomen, NG is 

more engaging. But probably Olivia Palermo is more realistic under my point of 

view of actually what a woman will become when a woman is actually empowered, 

because I understand that at this age we also are empowered or we're just starting 

to catching up and put together every piece of our life. So we empower. But just 

until a certain point around30. When you actually are working and you're building 

properly your future, then you're much more empowered probably as men. I'm not 

doing distinction between women and men at this age. We are just all confused 

about our future and so confusing is not empowering. Olivia Palermo seems more 

realistic. 

 

19 Respondent  

• So do you use Instagram? 

• Yes. I do. 



   
 

 274 

 

• How often do you use it? 

 

 

• Very often, I would say two hours per day. 

 

• Okay. And are you active? Like do you post content? 

 

• I mean, I used to post more often. Now I post less because I have less to post. 

 

• I post a lot of my stories.  More that on the Instagram wall. I guess was always and 

I do post at least one or two stories per day. 

• And who do you follow on Instagram? 

 

• I follow my friends. But I also follow mainly brands and institutions. Like for 

instance, I follow fashion brands or  music labels. I follow a lot of institutions like 

museums and theatres and theatre companies and also the news like magazines 

and stuff like Corriere della Sera or television broadcaster such as   

 

• According to these brands do you think that Instagram is good at like for the 

marketing of like their products or service? 

 

• Yeah, I think it's good for segments such as young people because I think  it allows 

people to be updated about the new stuff. So it's good if you want to be updated 

about for instance fashion brands like new clothes or like new trends and stuff. And 

yeah, I think it's quite useful to reach young people segment. Also in a creative 

way because it really changes the way you approach people because they might 

create stories, videos and new media content, which is different from the like 

advertisement that say on magazines and stuff, which is more static. On 

Instagram, you can use different mediums like videos, and it is more dynamic and 

creative. 
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• And like in regards of like fashion industry do you think is like an authentic platform 

to like sponsor to show how customers are like giving users the product? 

 

• What do you mean by authentic? 

 

• I mean, like credible. 

 

• Would you buy something for example, if you like something on Instagram like, 

would you buy it? Or you prefer to like, you know, see it in real life also? 

 

• I think it depends on what your interest into because if if it's something that I'm very 

much interested into, I would dig more into it. Like for instance, I really love music, 

and I would not just not rely on Instagram, so I would rely on other platforms to 

understand what is good. I would use all the kind of instruments but for fashion 

that I like it, but I'm not that much into it, For me, it's enough like, I see something 

on Instagram And for instance, if I see that someone that I kind of trust, like, 

celebrities that I like, and so I know it's stupid, but it is what happens most of the 

times. So if I see that is wore by someone or that I like, I might say, Okay, yeah, 

it's nice and this person uses it. So, I really know it's stupid, but it happens. I think 

it really influences the minds of people. Even if you consider yourself not influenced 

by this, like I do not consider myself a person that is like, Oh, yeah, Brad Pitt wore 

it or Angelina Jolie wore it, I'm gonna buy but in the end, I do it.  

• And which kind of fashion brands do you follow on Instagram? 

 

• Nike,  because I like the fact that it has a universe behind it so there is a lot in that 

here almost like workouts and stuff like. 

 

• Yes, exactly. So I mostly follow brands like this that have behind a community and 

to follow Nike. I also follow  Like other sports fashion brands, because in this period 

of my life, I am kind of interested into that. I also follow brands like diesel like more 
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under grond, sort of. And also some brands are not very well known. Like for 

instance, this brand that is created by some friends of friends is called hot horse 

or something like that. They sell t shirts and stuff that they do. So we like to follow 

brands that are like home stuff, they do homemade stuff and I think this is the only 

way they have to show it because first instance some of them, they don't have 

physical shops. They just market their products on Instagram. So it's the only way 

that I have to get to know them and to. Yeah, I mean, I discovered them with 

Instagram. Like a lot of brands I didn't know them because I saw them in a shop. I 

just like, for instance, so that some of my friends who enlightened it, so I was like, 

Oh, yeah, that's interesting, because they're not very well known, the usual well 

known brands. So it's the only way you have to, but also like, I don't know, like, for 

instance, if I see some musicians that I like, and they are wearing this T shirt, and 

I'm like, Oh, yeah, that's nice. And then I go on the page of Instagram and I might 

buy it. I mean, I'm not a compulsive shopper, so I don't buy that much. But it might 

happen. Yeah, like it happened for me with more than with fashion with the 

cosmetics. I don't know if you know Estetiista Cinica. And I discover her on 

Instagram because I saw a friend of mine that was publishing a story, the products 

that she bought, and I got curious. And then I went on the website and I saw the 

comments, opinions, and I was like, yeah, I'm gonna buy so I order online. It was 

like one week ago. I mean, I don't I don't buy that much on. Yeah, to be honest, 

because I don't spend a lot of money in clothes and cosmetics. It  happen because 

I sometimes happens. I'm like, yeah, it seems nice. I'm gonna buy it suppose. 

Yeah, I guess it's quite common. Mm hmm. 

 

• Why do you follow us brands  on Instagram? 

 

• I like the content like I have to say  I'm not a very compulsive buyer, I mostly enjoy 

the content. I like to see some videos and I just, I don't know I just like the content 

that they publish.  And I might sometimes also considered to buy it depends, as I 

said with Nike for instances because they publish also all this stuff. All the products.  

So I think that in the future maybe like there's something that I'm thinking right now, 
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if I go to the shop, and I remember that, I mean, I spent three weeks following the 

Nike tutorials for the workout and I enter into a shop. This has been the first thing 

that I noticed like among all the other brands, I might be like, yeah, Nike, I know 

that brand. I trust them because I publish all these stuff and I rely on them. So in 

my gear, way that they have To push you to buy something like instead of Adidas 

or other brands. 

• And so like, do you feel a closer connection by following like was brands on 

Instagram?  

 

• Yeah, also because I think when your identity, online identity,  is kind of also related 

to the things you're following. So something that happens to me is that if I go to a 

page, and I see that some of the friends that I trust and I consider more similar to 

me, they're also following this page. I feel more pushed into following them. And 

I'm like, Yeah, they are following it. So it must be something interesting. It's It must 

be something that is similar to me and I might, I might find something in the future 

that interests me. So I think that when you're following a brand and that's The 

things that you're seeing every day. So it's some somehow, like comes through 

your head, like it gets into your head and it sticks into your brain somehow. So, I 

mean, when you're looking through your newsfeed on Instagram, the things that 

you see are the thing that you're following. So, in a way or another, that's 

something that you chose to follow. But then that's the only portion of history that 

you're gonna see. So it really influences your idea of the world and how if you use 

Instagram a lot and you might miss out a lot of stuff, but then you're gonna 

concentrate on what you think. 

• And do you follow brands which are like more similar or also like a different to your 

style? 

 

• Well Yeah, but that's because I, I don't feel very bounded to one particular time. 

As I said I do follows sporty brands but also, like very underground  brands and 

like related to techno and stuff. But I also like to see a bit of material. Sometimes, 

like, I enjoy seeing that. And I and it also depends on like what I've been into, if in 
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the different periods of my life. Like for instance, when I was younger, I was a huge 

fan of Victoria's Secret like now I don't like Victoria Secret anymore, but I still keep 

seeing that content because I used to like it. So I still like look at it, and I still follow 

it and sometimes I find something that I interested in too much. Like for instance, 

now I'm looking again at it because I, I also used to look at their workouts. So now 

I'm like, look at that it might be interesting. So I really follow different kinds of stuff. 

It really depends on what you've been interested into during the different phases 

of your life.  

 

• Do you follow fashion influencers? Orinfluencers in general? 

 

• Ah, yeah. I mean, I have to be honest, but I've I have unfollowed them. Like I've 

been unfollowing a lot of fashion influences recently. For instance, I've unfollowed 

Chiara Ferragni. Because I got really annoyed by her stories and I was looking at 

the stories every day and every time I saw her talking to the son and stuff like that. 

this is very annoying. I don't want to see it anymore. So I just unfollowed her. So I 

am thinking about fashion influences. Yeah, I yeah, I do follow some of them. 

Mostly because, yeah, it's, of course, a way of being kind of updated, I guess. 

Because somehow you can see what Italy is up to one way or another. So, for 

instance, I follow Tommaso Zorzi, but I'm not sure that he can be considered a 

fashion ingluencer. He is super funny.  So that's why I like to see his stories, but 

it's also a I think it's also like something that gives you something to talk about, 

like, I don't know, you see something and you're like, sending it to a friend that you 

know that he or she likes this person, also. And then it's a like a way you're starting 

a conversation with a friend. Yeah i follow some influencers, mostly Italians. 

 

• . And do you feel a sort of connection to their lives, because, you know, like, they're 

showing off a lot of their everyday life, especially now? 

 

• I don't care. Like I used to care a lot. I used to be when I was 16, or 17, like 

obsessed with some celebrities and stuff. Now, I think I'm using them like in a more 
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functional way. Like, if I see something that I like, or that I think it's useful, like, for 

instance, in this period, I'm following a lot, Michelle Hunziker. And her daughter, 

and I didn't care at all like, I mean, like a few months ago, I would not even know 

anything about Aurora Ramazzotti like, not at all, but then I discovered she was 

doing workout everyday. So I was like, Okay, this is something very motivating, 

very inspiring. So I started to follow them and I kind of feel a connection because 

especially in this period, we are in the same situation some people are more 

human. But in my normal life, I wouldn't care that much like not at all because I, I 

think I have I think I do have sort of healthy relationship with Instagram because I 

I know a lot of my friends that when they use Instagram, they're like, frustrated and 

they're like, angry and they're like, sad and like, for instance, one of my best friends 

she had to unfollow a lot of top models because every time she entered into 

Instagram, she was like, Oh my gosh, like, this is not my life. My life is not that 

perfect  and I don't understand it because i think that at my age like 25 years old 

You should be happy about your life and like, if you're not that, that there is a 

problem, but, and it's normal when you're 17, but when you're 25, you should have 

reached some of your objectives. So you shouldn't be and you should also know 

that what they are showing in their stories is not the real life. Also, because I also 

do that, like I post a lot and I, I mean, I it happened to me that a lot of people 

thought things about me that I'm not and they were saying to me, oh my god, you're 

always going there and they always around. And sometimes I was just going to a 

place and just taking a picture and then leaving. so I was like I I know that it's not 

true because I also do it so I'm not that's like jealous. I mean  I don't care that much 

about what they are posting. I might feel a connection in this particular, time of my 

life, but that's only because I think it's very special because then we are all on the 

same boat. 

• And did you ever like started following a brand sponsored by an influencer, if you 

like, we're liking the product?  

• Yeah, I think it happened  with Cami Hoke. But I'm thinking not with a brand but 

like, it didn't have a brand but it happened with, like, for instance, music like she 

was saying, go listen to my playlists, blah, blah, blah. So I went to the playlists and 
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I discovered like, some artists. , Of course happened, because sometimes I see 

that they post stuff and they put the hashtag or the page and then yeah, I mean, I 

follow like, more than 3000 accounts so of course it follows a lot of, but it also 

happened with, like ordinary people like friends that were just saying, Oh, yeah, I 

just bought this, really suggest this and that since I use it a lot. I mean, I I'm thinking 

if I ever like with a brand I mean, of course it happened. I don't have a clear idea 

in my mind but I'm pretty sure I'm pretty sure it happened. 

 

• Is important that like the influencer is, you know, credible when it's kinda like 

sponsoring this product,? 

 

• Yeah, totally because I think it's also a matter of age, because some years ago I 

would have been just like blindly following it. Now a more like ok he might be paid 

by them. Also because I studied marketing so I mean also as you when you study 

marketing and stuff, you are less naive with this kind of things because you know 

what's behind and you're like, Okay, they might have like being paid by them or, 

like, for instance with Camille, she was always posting stuff like I'm not paid to do 

that. And sometimes you think like, okay, even if, even if they're paid, there are so 

many products right now that they couldn't market all of them. So if they're 

promoting them, okay, they might be paid but they also might think that they are 

good products because  There are a lot of products there are a lot of influencers, 

So if you choose like a special one to focus on that, and you do that for like a lot 

of years. like I remember for instance that I mean, but then she was, you know, 

like Miranda (VS angels) but she is a top model, she was marketing her products, 

not someone else's products but still she was like always like talking about these . 

And then if you commit so much to something, and I kind of like your character, 

like the person that you're representing, I might be more keen into thinking that you 

might think that it's a good product. 

• And I mean, it is important for you that a brand like involves you also like in being 

like active on Instagram, for example. replying to polls ? you can suggest 

something like you are super like you can engage with a brand on Instagram? 
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• It might be a plus. I think it's a plus, because it makes you feel important. But 

personally, I it's not that crucial. Like, it might be something like oh yeah, I might 

have an impact on that. But it's not crucial, not very much crucial. I might be into 

that, even if they're not that much involved with me, also, because I think everyone 

has to do their job. So I don't know anything about how good cosmetic should be. 

I might, I might give my feedback. So for instance, I really like when brands are 

active in Answering the feedbacks, so when they ask, did you like this product and 

then you answer and then the post replies itself and I like it because it makes you 

feel like you can talk with them and you can get like a, an explanation. So if for 

instance something is not okay, and also that they're not hiding that they have 

some drop backs, but the fact that they are like involving me in other kind of 

activities is not that important to me.  Now as we have seen, I feel a bit forced, like, 

I feel like it's a trend, this thing of like engagement, involvement of customers. So 

I see that like, everyone does it, so I would feel like oh again. 

 

• Okay, now we're switching like on female empowerment. So are you  concerned 

about feminism? 

 

• Yeah, um, I have to be honest, I used to be more when I was in denmark. 

 

• Like, no, I'm a bit les because I guess here, it's less easy to talk about that with 

people. So I was talking about this with one of my friends like two  days ago. They 

were saying that like in Italy when you talk about feminists, a lot of people will be 

like, Oh, you're so annoying. The thing is that like, here, I do care when it is When 

people are lshow you more with facts, then we've worse. So if I see like respect for 

we I'm okay with that. Even if they are then making like sexist jokes. Yeah, it might 

feel a bit contradictory but it you know, Italian culture you might understand it but 

yeah, in general I do care about I'm not an activist was  

• And do you have like some brands in mind that are promoting female 

empowerment in their strategy? 
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• I think Nike and then because they're also showing a lot of these women that are 

strong and then they get what they want, but also I think like L'oreal mostly because 

they supported that because they are just promoting it, but also because I know 

that they Practically support some initiatives for women all around the world. And 

well, I mean, I know it's kind of mainstream but Dove they are supporting like body 

positive movements and I think mostly the feminine brands they have to do that. 

Because that's what we women. Like right now. They would never I mean not they 

would never but they would better use something that is marketing this way, like 

contemporary mean. 

 

• And do you feel more attracted to a brand because of like this, you know, because 

they combined like this message of strong and independent women? 

 

• Yeah, because I think that's As I said before, I'm more attracted by brands that 

have a universe behind. So not just the community but also like a strong message, 

but also like something different from the others. So if there is some content 

behind, so like in nowadays, we're, like, there's so many products and so many 

things that are like, very similar one to each other. So you need to choose 

somehow, and a way of differentiating yourself and also way like when you're 

buying I think you're also shaping your identity. Like not just what other people will 

see of you like, especially with fashion, like it's not just about what other people 

would think about me, but also what am I gonna think about myself? Because it 

really announces the idea that I have on myself. If I am buying something, I'm like, 

Okay, I'm this kind of person or these kinds of persons. Because you can buy 

different styles and stuff. So I think it's really relevant that you find a brand or 

someone that it's like, not just in line with your style or your tastes or whatever, but 

also with your thoughts. It's like the step after, like right after. I mean, like in the 

60s, or in the 70s people were buying clothes because Mick Jagger was buying 

those clothes. And because they were feeling like rock and roll and stuff. Like I 

think nowadays, it's less about the styles but more about individual persons. 
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Because you can follow more styles. So it's hard to like, find one person to just one 

style. So you're not just punk or rock and roll but you're like a lot of things. So what 

is really representing you is your ideas. So if a brand is very representing my ideas, 

I would also feel like I'm supporting something that I believe into. And as I said, I'm 

not an activist, but I think it's important. So if I know that they support it, I'm like, 

okay, that's a blast to do. It. also makes me look like a person that cares about it 

in the eyes of other people. Like to be honest. Like, it makes you it makes you feel 

engaged. Like sometimes I'm just like, posting some stuff on Instagram, that I not 

that even interesting to that that much. But I like other people to think that I'm 

engaged into that.  And people do think that I'm engaged into that. Like, I know 

that a lot of people think that I am like a feminist or super activist. I'm not.  

 

• Do you think that fashion could make like the difference in like conveying this 

message over Independent Women? 

 

• Totally, they can do a lot of stuff. Have you seen what they did with the donations 

for the hospitals like, it's crazy how they are influencing people, especially young 

people, like they would never give money to a politician. They will never trust and 

of course, it's the same with fashion brands but like the idea behind this is the 

same. So I think that they have a lot of influence with young people, fashion brands, 

and also music artists, and they are more popular than feminist activists. So if I 

don't know like, if I don't know any name of it, see, I don't know any name of any 

feminist activist. I just know name. So. I mean, I know that Emily ratajkowski was 

striking for femiminist , but I don't know any name of any feminist activist.  because 

like a lot of people like would follow actresses, they would stay stand up with Emma 

Watson but they will never say like, maybe the girls there are so much into that, 

like normal people that are supporting that, but not that much into that. They don't 

even know like 2 feminists, so I think that it's a good way for reaching out. Not just 

obsessed people, but the normal people that would support it wouldn't give their 

life for that. 
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• Looking at the posts which is the image promoted by the brand? 

 

• Very elegant women.That's not the kind of feminists that I like, but it'ss very 

immediate. Like, they just put some positive just empowered women stronger 

together.  Well, it's very obvious that it is super focused on empowerment. But to 

be honest, I don't see how it is focused on that, except for the fact that there is 

thinking it. 

 

• So you don't think like he's really authentic in like conveying this message? 

• No, because I don't think it's enough to say I'm feminist to be feminist. Maybe it's 

just a prejudice, but like, I don't think I mean, maybe it's because I don't know the 

brand, but I don't I don't see how they are.I mean, it's also okay to promote it as a 

message. But in our like, I mean nowadays I think it's kind of obvious that we are, 

I mean that we can drive in there we are strong and blah blah. So I think that the 

problems that they should be concerned on other things. Yeah, I mean, they're 

promoting they're also promoting like a super perfect type of women or like, type 

of girl like I wouldn't say that this is very much something that every girl could relate 

to. Like I would say yeah, I mean also  here: more pasta less drama and there is 

like a super in model eating pasta. And I will be like, yeah, if I was like you. Yeah, 

I think it's nice because for instance, I'm looking here that I mean, what I was saying 

before is was just mainly first impression. Yeah, like they are putting some videos 

with, like, explaining some prejudice on women like the people like women are 

believed to be crazy when they have their period. And they explaining that this is 

a prejudice. So I think this is nice, but I think it strikes a bit with the pictures that 

they're posting. So like we're not really like, you know, credible because like they 

say something but then like, what we represent by like, the content is not really 

reflecting. Like not to me, like maybe some of the girls will be like, super like, Yeah, 

well, that's amazing. But for me, it would be a bit like, it would be the same as 

victoria secret promoting empowerment. I would be like, yeah, it's nice of you. But 

you're not doing that that much. Like for instance, I saw that Victoria's Secret 

changed a bit their way of communicating stuff because they're using, of course, 
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always the same. Very good models, but they you think a bit of different models 

with different body types.  So I think it's, it's a way of changing a bit, but still, I don't 

know. It doesn't convince me that much. I know. Could be, you know, like a 

marketing strategy. And yeah. Because now it's a trend, like I guess it's, I mean, I 

used to say that is VS in order to make a conference popular, you should write 

feminist gap, or change.  

 

• Olivia Palermo collection. Looking at, like the post, which is the image of women 

promoted by a brand. And by her page?  

• I like this more. I mean, it's always like a very elegant, fancy. But it's a bit more. I 

mean, it gives me more the impression, maybe because it's more focused on just 

her. Um, that it's more of a like, I don't know if it's Correct the like a intrapreneurial 

type of woman, New York ish type of woman that it's like yeah. self made and she's 

like struggling for her Like ideas somehow.Yeah, I'm looking I'm looking at the 

profile. Oh, yeah. I know. But still I don't see. I mean, I if I knew more about what 

they're doing as activists I believed them more but Like he's not like really evident 

by posts on Instagram.  

 

• And I mean like what would you like do you identify with the image of women 

promoted by this brand? Like would do you like to identify? 

 

• No 

• Can I ask you why? 

 

• I mean, maybe it's also, I mean, I would love to be that elegant, but I'm not. So I. 

And I don't see that. They I mean, I know it's hard to see someone human on 

Instagram, but I don't see it at all. Like, I know Instagram is very much about 

images and stuff. But, I mean, it looks like again, like women I strictly related to the 

images, and that's what we want to change. So I don't see the point of like 

empowering our images again. And I don't know if you get the point like I, I would. 

I would rathrt like, I mean, I know that fashion is about images. But if you want to 
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promote a message that goes beyond your products, you should give content to 

that. You shouldn't just say: Yeah, you're strong. They that's what it is. I mean I 

maybe other people think in different ways and so they are successful. But 

personally, I don't believe them. Like I'm because I don't see any reason to believe. 

 

• Which type of content would you like for example from them to post? like more 

natural women? 

• Yeah, first of all, yes. Like I mean I I was also kind of in doubt  about. For instance 

Cami Hoke she's posting a lot of pictures of herself with dark circles. I also 

appreciated that like even if I was a bit skeptical I was again like yeah, I mean she's 

showing something different that we usually don't see and we don't want to show 

like, but also I know about some artists and stuff that they paint. I don't know the 

name in English but Mark stretches, they paint  those signs in order to make them 

like art somehow. So it's a way of like allowing a part of your body that you usually 

ashamed of beautiful so of course it we are still far away from saying that. Yeah, 

we're proud of this because of course you are not like you would be like hiding that 

but it makes it feel more Norma, so if you start seeing more about that you will be 

like, less ashamed of like that. But also some other content that I would like to see 

would be like, okay, like, if you are that feminist and stuff like to see what you're 

actually doing. So I don't know, like, for instance, like posting a book that I might 

read to understand more.  Like some suggestions: you should read this. It's very 

good way of understanding more about feminism. Or we went to this conference, 

and that's where we got from there. And, I mean, I would in that way, I would be 

like, more convinced that you're actually caring about or not just pretending that 

you care.  It's vmoreery convincing to me, Emily ratajkowski. Because she was 

actually, like striking, like, Uh huh. I mean, even she might have just done it 

because she wanted to show off, but it's still more convincing to me. Because, I 

mean, she was actually there So, I mean, but I think it's also good just to convey 

the message but if you ask me, are you convinced about that? Not that much.  I'm 

also like, what I mean about feminist  brands are for instance, also those like, home 

sort of like artisanals brands that makes like women work, women that are like in 
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weak positions, like for instance, women that are coming from poor situations are 

like immigrants. They make them work and like that's what I mean about a like 

more feminist somehow. 

 

• And looking at the posts, which is like the image of women promoted by this brand? 

 

 

• Well this is out of the 3, This is the one that I like more but I think it's because the 

image that they give is a bit more it's a bit closer to what I like. Well, it's more that 

the use to post some vintage like pictures. It's cooler than the others like in the 

sense that they want to appear more cool. So like pictures that are sort of trendy 

right now so with these sort of quotes and I really love the Mean Girls picture. 

Yeah, like a woman that is independent that mostly what it comes out for me in this 

profile is like, I don't give a shit about anyone. 

 

• Yeah, but do you like this message? 

 

• Yes. Even if it's not, okay, like 100% I have to admit that I like it more Then  the 

girl like posing with the sunglasses. I like more the idea of like, I don't care about 

anyone, and then also posting the pictures from that Freeda that I think she's really 

funny.. I like it. Like, 

 

• And so like, do you think that this brand is like promoting like clearly promoting 

female empowerment by the content that is posting? 

 

• Yeah, again, they're not like doing something concretely but it's more closer to just 

conveying the message of like, you don't have to give a shit about other people 

are thinking about,  and what is the traditional conception of women. Tge Good. 

conception of women's like, for instance, saying can you see? She's not crazy. 

He's just an asshole it's like, yeah, we're not all like completely fucked up like, we 

sometimes, like we know what we're saying. Or like I'm in love I'm having a 
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relationship with my pizza is like, I don't need a man in my life. I can be independent 

and you know, like I can live without anyone.  Yeah, we're like tell these girls they 

don't need men to feed like women's. True. I think it appeals I think this brand 

appeals single women a lot. . I mean, the style of the page. I like it more you 

probably that's why. But I also think that it gives some more messages than the 

others. Like maybe And like more the also the like it's more hipsterish even in the 

way that they present content. Maybe I'm a bit biased I'm a bit biased by that but 

also like I want to enjoy my success not apologize for it. Like I am I don't want to 

be like feared by my partner because I'm successful. So yeah, this might be a good 

way of doing it. Yeah conveying a message. And is still being a fashion brand 

because of course you're not a NGO so yeah, you shouldn't like commit 100% but 

it's so still nice to convey your message. 

 
20 Respondent  

• How often do you use Instagram? 

 

• I use it every day. 

• And, like, are you active like do you post a lot of content, like post stories? 

 

• I'm more active when I'm on vacation.  

 

• I think generally I'm not that active. 

• And who do you follow on Instagram? 

 

• I follow a lot of people, a lot of influencers like I follow both my friends but also 

influencers. Yeah, both like local influencers and, but also International. 

• . And do you believe that Instagram is a good marketing tool for brands or like 

influencer? 

• Um, yes I do. I'm also a bit biased here I don't know if I should mention that but I 

do work with influencer marketing. I definitely think that influencers are a very good 

tool for brands because they you know they can create these stories which are 
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very like strong and storytelling. Because you know when we follow an influencer 

we want to hear what they have to say. And with brands it just becomes very like 

we know that they're selling a product and we also know that influencers are selling 

a product, they're also a brand. And they're also doing these paid collaborations, 

but I think I don't know like they just the fact that you're following them already is 

because you also have like you, you trust them and you. You have you you believe 

that, you know, even though it's a paid collaboration, they will just say they 

acknowledge that brand that they're promoting.  

• And do you follow fashion brands on Instagram? 

• Yes, I do. 

• Which kind of fashion brands do you follow? 

 

• I follow let me think I follow both some Danish high end fashion brands like Ganni.  

I also follow some smaller brands, I'm actually in relation, you know, like smaller 

brands that I've discovered along the way that might not be that big but then they 

communicate a lot on their Instagram so like small sustainable fashion brands that 

are like up and coming. Let me know something also follow. It's not a brand but 

crew 88 is like the owner of all the luxury brands in Denmark so they will post 

products from like, No, I don't know if I'm saying it right but Bottega Veneta And 

Balenciaga and those kind of products and I also follow, Marc Jacobs as well. So 

yeah, so it's like very mixed.  

 

 

• And, I mean, like, why do we follow them on Instagram? 

 

• That's a good question. I think they're different motives. I think some of them I 

started following because there was a competition on influences profile like if you 

follow me and you follow this brand and you can win something. Some of it is 

actually related to our thesis, because we are doing a thesis where we also look 

into sustainable fashion brands so I started following them on Instagram to see 

what they communicate. And some of it is like yeah just, you know, when an 
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influencer posts something that I find nice, and like what is this brand, and then to 

not forget them to forget that they exist because they might not be in the store that 

I go to whatever then I follow them to also be able to follow their latest. . 

• And do you feel a closer connection with like those brands by following them on 

Instagram? 

 

• I think some of them are better at connecting with their followers than others, like, 

some of it is, you know, it depends on their brand communication. So, some brands 

it just becomes very commercial and very product focused, which makes sense 

but for example I saw Ganni the other day they posted that they're launching this 

competition where you can win a gift certificate for getting of like 1500 dollars if 

you, if you participate with an art piece, which I thought was really nice. So you 

could like, do whatever kind of art piece like a sculpture or painting or drawing or 

whatever. So I think that's, they're probably trying to make this like an art 

association with their brand, and I just really liked it because it was you know of 

course there's a gift certificate involved, but it's not like look at our product it's 

actually like okay we want to see something that you can contribute with. And, 

yeah, I thought that was, that was really nice. 

• and do you follow brands which are like more similar or different to your style? 

 

• I think in general it is similar to my style, because I also do have a very diverse 

style. Let me just think I do also follow some brands that are maybe over the top 

like I would never buy something of theirs either because it's way too, like price 

range is just way too high in terms of what I would spend on it or it's like you know 

it's so over the top that even though it's beautiful I would never wear those. I use, 

like I also follow Aqua Sula. I think it's called Colombian shoe designer, and I really 

like to shoes but I would never like this so expensive and they're also like high 

heels are impractical. When they're a Danish student biking around.  

 

• Okay, and now we're talking about fashion influencers so Clara whatever like you 

have to say.  
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• Yeah. If I get if they engage me. Yeah. Yeah, I mean, I follow them because I you 

know I have an interest in what they have to say so, I might not always answer 

when they ask, I don't know, like they might put, you know, a lot of them they put 

a question to engage their followers so they post something and then they're like 

what are you going to do today. And then I might not spend the time to answer but 

if there's something that I find like a little extra relevant or. I mean I would also 

comment if there are usually like I would engage with their content if they're doing 

something a bit out of the ordinary or like you know if they're doing something really 

cool, then I might be you know like wow that is really awesome where they're like, 

Yeah, I don't know maybe they're answering to some criticism and then I'm like 

damn girl you know I want to support them something like that. 

 

• And do they influence your purchases, like on for example like clothing or also like 

beauty products? 

• I think definitely if it's like a new product that I haven't heard about and it awakens 

my interest for sure. So if it's a new product or like, I like all of that dress is nice, 

where's that dress from and then I'm like, boom, I don't know that brand. Okay, I'll 

check them out and then I'll probably check their profile out and that's how I even 

you know sometimes end up calling a fashion brand. So, for sure. Yeah but i mean 

i don't know if i if there has been a directly.  I can recall at least one purchase that 

I did because of an influencer she posted something that was actually not a paid 

collaboration, but she posted these really cool sneakers boots from h&m. With the 

link, and then I thought: whoa really cool. I'm gonna buy them, but I mean she 

didn't say was an ad I don't think it was, but if they're you know I think it wouldn't 

matter if it was an ad like if they post something that I really like and it's within my 

price range as range. Yeah, I think that's the issue most of the times. A lot of the 

followers that I follow they use like very high end luxury brands that I would never 

spend my money on. 

 

• And do you feel a sort of a connection to them and their lives by following them on 

Instagram? 
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• Yeah, I guess, I think, again, it depends on like what degree because some of them 

that you know they do have a reality which is very different from mine. Yeah, again 

because I follow these like high end influencers who, you know, some of them it's 

like the only thing they wear is like Chanel and Gucci, but it's, I guess, you know, 

that's also partly why I follow them because it's so glamorous and different. Yeah, 

I would, I would say that I connect with them because their reality is just so like, I 

don't know, out of my league. Yeah, but I, I think, um, yeah I mean some I can, I 

can recall like one that I follow and I really. She's really cool and she's like wow I 

like them, you know she's just too cool but I think I identify myself with her because 

she she's actually from Scandinavia, but she's bilingual and now she lives in New 

York, and has this marketing agency so even though she's an influencer she has 

her own brand agency. So she's like you know she has a business background, 

and so she's very similar to me. And then at the same time she has all the things I 

want :she is She lives in New York, she has a cute dog she has a Chanel bag. But 

she's definitely I think the influencers that I identify myself most with and that I 

idolized the most. So very like approachable like she does a lot of Q and A's, okay, 

which I would, you know, I haven't asked her, because I don't know what to ask 

her, but I love to follow that she was like see what she answers, and I even bought 

a book actually I bought a book. Yeah, because I mean, she's like, authentic to you 

like she's really credible and which is exactly yeah i think that's that's a that's a 

good word she's authentic, and you know it's not that I think the others are fake 

but it's just, I don't think I I don't connect with them the same way because I don't 

know if she has that like humble Scandinavia vibe and I agree with a lot of things 

she says and she's also not afraid of being like, you know, saying, like it's not all 

about beauty and fashion, you know there's a depth to it, which I like.  

 

• Have you ever commented like a post or a story of a brand or like a fashion 

influencer? 

 

• Yes, I have, I think mostly when there's a competition and mode. 
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• And have you ever replied to a poll on a story? 

 

• Um, yeah, I do that a lot because it's so quick so when you're bored and it's like. 

• Have you ever suggested, anything to an influencer? 

 

• I think I can't remember if I did it but I remember that I like that I answered some 

of these when they're asking for suggestions I think I did, because I just remember, 

at least you know sometimes I really want to asnwer something but I don't want to 

answer but I do remember that your friends asking for, like, oh what movie should 

I see, or. Oh, how do I get in a Spanish mood. It was, it was this actually the wall 

gets complicated but Gabrielle Cauneil but yeah she, she was in Argentina with 

Riccardo Pozzoli. She was asking like oh what I really want to get into this, South 

American mood. What kind of music should I listen to? What book should I read 

and I can't remember if I answered it but I remember that I want it to. 

 

• And have you ever post a story, and tagged, a brand that you were wearing? 

• I don't think so. No. 

• Okay, now we're talking about female empowerment. Are you concerned about 

feminism. 

 

• Yes. 

• Okay. Yeah, and I mean like how did it start? 

• Yeah, I think, actually. I have not always been concerned. I've not always been 

interested or found the necessity, at least not in in a Scandinavian setting. I've 

always been very aware and always but for a long time I've been aware of how it's 

it's different  in Brazil for example like, you know, there's just, it's very different in 

in Brazil. So there I was like okay here there's a lot of inequality when it comes to 

women like in the rush hour the metro has like a carriage only for women because 

experienced so many, you know, men who can't keep their hands to themselves. 

So from an early age I like learned that whoa okay here, you know, you have to 

actually consider like that men are pigs. Yeah. But in Scandinavia I always thought 



   
 

 294 

you know oh here it's so equal and we're like known for being equal, but then I 

think actually was because I feel like there's been like a new wave of feminism. 

like you had the wave back in the 70s with like the at least here in Denmark. I don't 

know about the rest of the world but here we had a movement which I assume 

which was influenced by an international movement where women would not wear 

bras and not shave, stuff like that. So, but that was back in the 70s and then when 

this kind of new wave came, which I think also with the "me to movement." . That 

made me and my girlfriend's discuss a lot on feminism and like the female role and 

it made me a lot. Like, it definitely enhanced my awareness. And I have to say that 

I'm a lot more critical today than I was maybe five years ago. Yeah, so I think 

actually it was that, I think, yeah, I don't know if it was me too or just a lot of things 

around that because I don't know if need to was the first thing. I guess the whole 

Weinstein case you know that was like the How to say the cherry on the cake. And, 

but like you know as a became a topic in society, then I think I was just Yeah, I just 

became a little more critical and then information just turns turns up, you know, just 

also on social media and then it just become really aware that we're not. I mean, 

we're not equal today. Even I thought five years ago and actually also that 

influencer that I mentioned before, as a brand agency she's also. She also talks a 

lot about that. So other stories and so I mean again just another person influencing 

me.  

 

• And do you think that fashion could make the difference in conveying over 

message over strong, independent women? 

• I think they want to and I think there's definitely something I like the idea of the 

woman feeling empowered when she feels good in her outfit and that whole thing 

and it's all about attitude and. But I think, I don't know, like, I don't know how you 

feel about brands like Dior they had these t shirts, a couple of seasons back where 

I think it was like it was like these feminine messages on the T shirts, something 

about like female rules the world or something like that. I meani t's a cute message 

to send out, but I don't know if I also think it's a bit of a, like, I don't know really I 

don't think that's, I think it's without substance, you know like yeah okay nice  print 
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a nice t shirt. That said, females rule the world but what's that going to change I 

mean it's not a man who's going to wear that T shirt so it's not going to change the 

perception or change anything in society. 

 

• And do you have like some other brands fashion brands that use like like they 

promote female empowerment or like they use like some female empowerment 

teams in their like branding  strategies? 

 

• Not female empowerment, but I think it still has to do with gender roles as Gucci, 

they, they have done a lot of like androgynous. You know, I don't know if you call 

it androgynous but they have these campaigns where it's like, the man is wearing 

something very feminine like you can you can hardly tell who's the woman and 

Who's the man. And I think, I mean that I think is really nice because you're kind 

of in a way you're provoking a little bit like oh what a man is supposed to wear, 

which I think automatically pushes you know, just like gender roles as, you know, 

that that pushes into femininity and like the man can also wear a pink diamond suit 

or whatever. And the woman can wear a masculine suit. So it's very subtle.  but I 

like that.  

 

• And would you feel more attracted to a brand because of like his message to 

empower women? 

• I would I feel like there's a substance like I don't you know if it's empty words, then 

it's just I think they call it pink washing these days right you know we have rainbow 

wash, we have green washing This is pink washing like if you're just gonna say, 

Oh yeah, female empowerment, okay, right but i mean it's, I don't know, it's hard 

to explain and know how much you can actually do as a fashion brand like actively. 

I think maybe, and maybe it's just like if it's. This is also weird but you know if it's a 

woman saying it then it's okay if it's a man I would be like,: mmmm not really sure.  

 

• La semaine Paris 
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• Are you aware of who created it? 

• Yeah Gabrielle Caunesil? 

 

• Looking at the post, which is the image of women promoted by this brand? 

 

• Yeah, I mean, women who look very similar to Gabrielle in terms  of body, how you 

say like their body is very similar to her like this perfect slim. And it's also like there's 

a lot of focus on the female curves. So like, which is something because I know 

the brand right, so I looked into their clothes and it's it's a lot like short dresses and 

like short dresses with the chest is very visible. So for me for example when I see 

this I'm like, I would, you know, if I would be too conscious, if I walked in this is I 

wouldn't be afraid that someone would see my, my butt or my boobs. 

 

• And do you like it? 

 

• Yeah, I mean, I do follow it and I think it's cool i like i like their style it's just I just, 

it's just because for me it's not very practical. It's just very, like, I mean it looks 

good, but, you know, it doesn't look comfortable.  and I don't know like for me that's 

also part of I mean it's just it depends on what what you want to be. I mean I think 

some, some people just some women just feel more comfortable being in a short 

tight dress. And I'm over it.  So I don't know like I've been following it because it's 

like a new brand so I think it's interesting to yeah to follow it, I just, yeah, I think it's 

a, it's nice it's just, I wouldn't say it's my style. 

 

• And do you think that your brand is clearly promoting female empowerment by its 

content? 

 

• I just in a way because it's it's you know promoting that female should be able to 

go in a short skirt and have her chest visible and, you know, still be confident. I 

mean, We'd be nice to have the confidence to do that so yeah I think it's like it's all 
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about self love they have all these messages of empower women and stronger 

together. 

 

• Also scrolling  at the stories in evidence Do you feel the brand is engaging the user 

in being like an active part? 

 

• Oh yes, I mean they do that a lot you know especially here in these times they 

have all these cooking classes and meditation classes and they It was also a 

beautiful tutorial with Gabrielle and yeah I think the fact that they have this persona, 

who started the brand and who's very much involved really allows them to like 

there's like a brand representative who can directly communicate with the, with the 

followers. Yeah, so definitely. 

 

• Yeah. And do you identify with the image of women promoted by this brand? 

• No. That's just based on the fact that I wouldn't wear that like as I said I'm kind of 

over like when I was in high school I would wear short tight dresses and I don't 

have anything against people to do but I just, I just, I'm at the point in life where I 

want to I want to wear something where I'm not worried that I'm showing my butt 

or showing, anything that I don't want to show and I want to feel comfortable and 

want to be able to bike in it and I also think that this kind of clothes draws a lot of 

attention from the opposite sex, which is not negative necessarily but it's just not 

something I'm interested in. Like whether they want it or not, I mean with this whole 

feminism agenda, you are going to draw attention from, you know, others and  

other women, right, they're going to 

 

• So, do you know Olivia Palermo? Yeah, she's also an influencer  

• yeah okay so I asked you to visit her page. Yeah. And she created like a brand, 

like a whole collection which is called like Olivia Palermo collection.  So, looking at 

the posts first like she has on her profile, which is the image of women promoted? 
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• I mean here it's way different like this is, I would say more in line of. Yeah, like it's 

just very select more like anything with words I can use to think it's a bit more 

business formal and informal in another way. I mean, the other thing was very like 

party but it wasn't, I wouldn't say like, use the word formal here it's, it's very decent. 

Maybe that's the word.  And like business and. 

• And do you like the image of women promoted by her brand? 

 

• I would say this is more me, because there's not, I don't know, like, again I love the 

female body but I love that it's, it's, I don't know I just I like it looks comfortable, it 

looks like something that I would, you know, be able to to wear. 

  

• And do you think that like her, and her brand are like literally promoting female 

empowerment by the content on Instagram? 

 

• I don't think it's as loud as La Semaine Paris because, I mean, there's not like this 

Feminism definition and. It's more in between the lines here because you know it's 

it's a big contrast, the other, the other one for like some of the, you know, either it 

was either it was short, or it was a low chested. I don't know how you call it, yeah, 

it's fine. Yeah, or, or both. And here it's actually not, it's like yeah you show your 

arms or maybe you show a bit of your chest, but it's not the main focus so it's like, 

I don't know, it's more like, I feel this woman. She wants to be taken seriously. 

Yeah, she will be taking sera taken seriously. Unfortunately, the other one will not 

I mean I would love to live in a world where she will, but I don't think she will not 

even by other women.  

 

• Yeah. And like scrolling was like the stories. Do you feel that Olivia Palermo is  

engaging the user? 

 

• Um, I mean, she only has one story on right now which is just telling about these 

products that are available. It doesn't seem as engaging. Yeah, I just like browsing 
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through it's, it's not like she's asking the followers. Any questions and it's more like 

look at it, look at this.  

 

• And I mean like, what do you prefer like in a brand that is like engaging you a lo? 

• Yeah, yeah, I think I prefer the other I prefer that it's engaging. Yeah, I would say 

so because, and I think most my buddies actually. It seems to me that they're really 

building a strong community. And I think that's very powerful for a brand. Like I 

think there are some girls out there who are really like generally fans, because 

they're also fans of Gabrielle. And that creates the sense of community like they 

will, you know, they will engage with the brand, like, if the brand gives them 

anything they will participate in that cooking class they will participate and then do 

a class and go, like I'm not that kind of follower, but I think it's very. I think it says 

something about the brand like it's like they want to give something back to their 

community. 

 

• Now I'll ask you one last brand, which is called Nasty Gal.  

 

• I think the reason why I known as to go is because they use a lot of influencers. 

 

 

• Okay, so looking at the post, which is the image of woman promoted by his brand? 

 

• This is like the classic, classic influencer I see on Instagram it's just it's just like, 

how do you say like a prototype.  Is like especially I've seen a lot of Norwegian and 

Swedish and Danish influencers, who like wearing exact the same style like crop 

tops and like a cardigan without a top underneath like who would do that 

intentionally. It sounds like I don't like it, I like it but it's just very, like, general and 

mainstream.   

 

• And, I mean, do you think that the brand is clearly promoting female 

empowerment? 
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• I think my issue with like this kind of, like, you know, those influencers that I'm 

associating this with is, you know, these kind of influencers that I feel like is in the 

universe of Nasty Gal it's like, oh, I'm just gonna post a picture of me in my 

underwear sitting here casually my bed, or like taking a mirror selfie and, and I just, 

I just think it's I mean that's maybe I sound like a, an old conservative, but I just, I 

don't know, like, I guess it's one type of female empowerment, but I just always 

think it's a bit of a shame that, you know, these young girls can they do something 

else to get followers or likes, then, you know, showing off their body in this way. 

Yeah, so I don't know I just feel like, you know, it would be cool if this was just, 

yeah I don't know, it's just it's a little bit hard for me to, to put words on but I think 

it's just, um, like we're using like their bodies like to get attention, and it's like, yeah, 

see, I one video with a plus size, black woman and I'm like, hella fucking luja, you 

know, the rest is just like skinny. Pretty girls who are gonna make other girls feel 

bad about themselves. And, you know, and then they get like social, you know 

support like you know it's like you know it's what we all want to look at we'll look at 

these females. I don't know, skinny body but it's also like why should they. Why 

should they, they're gonna get a lot of likes, they know that they're gonna get a lot 

of likes and Nasti Gals we get a lot of likes when they're post pictures of girls who 

are wearing almost nothing and they're just wearing jeans and you see their perfect 

bodies. And, I mean, I also like these kind of, like, I will put a like on them but i 

don't know if i i think it is become very. I don't know if I don't think it has a positive 

influence on like young teenage girls. 

• Yeah, of course. I mean like the last question for a brand like to be authentic in the 

you know combined like this message of female empowerment, what do you think 

it would do like it should do. 

• Like I think some red thread throughout throughout all these three brands, is the 

lack of representation. So even though i think that LSP are very great at 

communicating with their followers and I think that they do have some cool like a 

cool message and it's just like why are we only seeing skinny tall girls in this, these 

outfits, it's like are you saying that, you know, other type of other body types could 
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not carry it as well. I mean, they're not saying that of course but you know I think 

that's just my, my problem that you know in the end, even though they are all 

probably saying that in some sort of way that they want to contribute, that they are 

contributing to female empowerment I'm just like, it's just all skinny tall girls like, I 

think there is so brands have started to use other kind of body types, but it could 

just be a lot more, and I think these three use like, you know, Nasty Gal I see 

there's like one. As I said one plus size model who like a single couple of pictures. 

One, and the rest is just like you know hourglass figure, which is nice but it's just 

you know, I don't think, I don't know. Yeah, they're like authentic to the user. Yeah. 

I just think that if you like authentic about you know female empowerment and 

female empowerment in is also about women supporting each other and that's also 

about showing how, you know, women can look like many different things, 

especially in this context of social media but it's probably because you know, in the 

end, you know, they want attention and they want legs, and maybe that's not what 

gets the most likes.  

 

21 Respondent  

 

• Do you use Instagram. Yes, and often do you use it. 

 

• Actually not not that much. I mean I spend like 30 minutes per day on it. Usually, I 

mean this time, I think more, because I'm home and doing actually nothing. 

 

• Yeah. And do you post content such as like stories or post? I guess stories more 

frequently and post like one per month. I think like that. 

 

• Who do you follow? I think 60% friends, and 40% like celebrities. 

 

• And do you follow also brands like fashion brands? Not actually.  

 

• Do you believe that Instagram could be a good marketing tool for brands? 
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• Absolutely.  Instagram and tik tok right now. I think that they are the most important 

advertising means we can say. 

 

• .And I mean, you told me that you don't follow like any fashion brand. Why? 

 

• Yeah, because I'm not very active on Instagram so I don't follow brands but usually 

I just search for brands that I'm interested in. But i still prefer internet as other other 

kind of information. 

 

• Why for example do you follow celebrities on Instagram? 

• It depends. because they do a lot of cool things, not only in the in their daily lives. 

But also, like, I don't know maybe with the environment and their stuff for instance 

Leonardo DiCaprio, or the, they propose different activities that are fine. And I will 

say 50% of the celebrity I follow, while the other 50% because usually are a 

woman. Beautiful and i take inspiration from them. 

• And do you follow like influencers? No. No. 

 

• Why don't follow influencers? 

 

• Because I don't like  actually how they talk to people, I think that id a tool like the 

influencer from a company perspective I would say that is a tool of the past.  

 

• but I mean like would you follow someone if like their content is authentic, like 

they're credible. Would you do that or also like if I didn't know in some way interact 

with you, making you part of, you know, their life? 

 

• Yeah, I think that's the most interesting part actually. I mean, I started to follow, not 

officially I would say I don't have to follow tag on Instagram. But I'm starting to 

follow Chiara Ferragni for example, because she gives you an insight of her daily 

lives with our son and their husband. And I think that's, that's funny actually. 
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• Yeah, okay. And I mean you feel kind of a connection with their life? 

 

• Right, yeah. It's just not an advertising. That it's more like daily life, blog. And I 

think it's more interesting. 

 

• And what do you think of like the tools that Instagram provides such as you know 

like polls, or like tweets, like to find it like engaging  entertaining to you. 

 

• Yeah. I usually don't answer to them.  They can be useful. I use the light guns, I 

made a quest, some questions. Two years ago, for, for an assignment at university. 

And a lot of people answered me more. I mean it's more useful to post something 

on Instagram and see the reactions there on social network in general more than, 

rather than doing a questionnaire or something like that, I think, because people 

are more involved in social network. 

 

• And so do you think that it could be also useful for brands to engage more people, 

you know, in being like part of you know the brand? 

 

• Absolutely. I think Gucci has made something similar.  And thet are trying to involve 

more people on tik tok as well.  they are the first two have official official account 

on tik tok, and also on Instagram, they, they created a very connected network, 

and they are making like challenges, and stuff like that for the followers, and they 

can post followers things, and other stuff so I think that's fine also with memes. So 

I think that's a good, good strategy. 

 

• Yeah, so I mean like the brand could be like more authentic to the consumers also? 

• Yeah, I mean, it depends what, what is your image. What do you want the 

customers takes with them. But anyway, social network so right now the most 

important tools for advertising, also because they are completely free. So you don't 
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have to pay for a page on on a newspaper, but it's free I mean you take the photo 

you take the picture you take the deal. And you can upload it. 

 

• Yeah. And. Okay, now we're talking about female empowerment. Are you 

concerned about feminism? 

 

• more or less, I would say yes 

 

• And like how did you start your concern? 

 

• For me, it started from my family because I live with three women  in my family and 

the men are only two.  So I think that the first unconscious experience that you 

have with your new family. That's why I'm not Very into it, because I've always 

been, I mean, I always lived with  women and I know what what they want, how 

they think and stuff like that. But I think that's a very important topic right now. In 

the business world, I would say, not in the fashion one I think actually but, you 

know, the others.  

• And do you think that actually fashion could make a difference in promoting this 

idea of strong and independent women? 

 

• I mean, if you consider this the story of fashion. They have always made something 

like that although I've always tried to do it. If you think of Coco Chanel, Elisa 

Schiapparelli. They were the first one to start these families movement. But I think 

that now it's, it's more a matter of salary and first into business- 

 

• And do you have like some brands in mind which are using like female 

empowerment in their like core mission? 

 

• Right now, modern feminism, people and brands are trying  to interpret these new 

trends that is like gender fluid, or something like that more than feminism itself. So, 

making you believe that genders does not count anymore.  More than feminism 
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and less rights than men or stuff like that or paid less. They're trying more to, to 

not consider these again anymore, like saying we are all the same and don't 

matter. Doesn't matter how you are, but because we are all the same. 

 

• La semaine Paris: looking at the post, which is the image of women promoted by 

this brand?  

 

• Well, I would say that it's, it's a lifestyle brand, rather than a pure fashion brand. All 

the models here are wearing. Not very, I would say, clothes that you wear every 

day  to go to work, because they're very fashionable and  unconventional I mean 

for a worker, I would say, yeah. 

 

• And do you think that the brand is clearly promoting female empowerment, by the 

content? No  

 

• Why? 

• Because they look like every every other brand online. maybe there is like these 

exception that. It seems like the pictures are taken, not on purpose. Like, they're 

like, pictures of people randomly, that they can randomly like I take a picture dish 

or in a restaurant and then I posted.  but nothing more than that. 

 

• And Which do you think is the target target audience for this brand like who is 

addressing? 

 

• People like women in their 30s, maybe also 25 who want to be elegant, But they 

are not very, like, I don't know it seems to me that they aren't they aren't working. 

They're just enjoying their lives. 

 

• Yeah. And also like scrolling through the stories. Do you feel that the brand is 

engaging the user in being like an active part of the brand? 

• Yes. They have some cooking classes, yoga classes.  
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• Okay. And, I mean, how would you be like would you like to be involved with this 

brand for example? Or I mean in general also like with fashion brands? 

 

• maybe using different kind of models, I would say, like, not. I mean, like fat models. 

Okay, I mean fat. Yes, like the standard model. That could be a very. I mean, it 

would it would keep my attention on the brand I would say okay there's not the 

typical brands that offer dresses and everything for models, but they are very 

focused on differences and acceptance of their body and everything that will be 

the first the first things I mean the first visual, it will, it would have a big visual 

impact on me I would say. 

• okay, and I mean also like in the CO creating you know like a brand, for example, 

like, which interaction would you like or I mean, to feel part of a brand, like, would 

you like to see for example behind the scenes like how a product is made? 

 

• maybe also choosing models that have a story, and try to tell this story. In order to 

be evolved on also in line to see like to involve the customer also in empahtic way. 

Yeah, stuff like that or maybe also we have events that promote the fifure of the 

women. 

 

• Yeah. Yeah, and I mean also like not feminism like related? 

 

• Nowadays it's all about storytelling. You need something to say. And if you don't 

have anything to say I mean, customers are not interested anymore. You have to 

tell a story. And this story can be one of women can be the one of gender, 

genderless people, or I mean there are a lot of stories. You can actually  use like 

different story themes. And in parallel used like these new trends like sustainability 

and stuff, but you have something , you need something to tell.  in terms of 

interactions i think that i don't know i think creating events connected also to For 

example, music, or, I don't know, events that are not strictly connected to fashion, 

like to see their customers are not a part of a big of a bigger world. Okay, so they 
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can be your network that is made of different people. Okay, this is a good 

beginning. 

 

Olivia Palermo 

 

• Looking at the post, which is the image of women promoted by his brand? 

 

• I would say is more classical, more casual. I mean, see that they're selling pants 

and stuff like that, more professional, actually. So, the image of the of the of the 

woman is professional woman. Let me pass like the the metaphor that is wearing 

pants and not dresses. more dynamic. . Also the features that he that she takes 

are more dynamic like she's walking on the street. She's not standing up and doing 

nothing. It reminds me of the non equal woman who is very focused on their 

objectives. 

 

• Yeah. And do you think that Olivia Palermo is clearly promoting female 

empowerment by the content but she posts on Instagram. 

 

• I would say more than the brand you showed me before. I would say yes actually. 

Yeah.  because of the image but like she sponsor. yeah, it's a very masculine 

image.  in the picture  there are  some common features with images of male 

influencers. Like doing your own business.  

 

• And what do you think is the target audience for this brand. In terms of age and 

women, type 

 

• in terms of age, the same as the one before, but also older women, . There's the 

image is very different. I mean it's. As I said before it's, like, give me the idea of of 

a worker, I see that there are some pictures of Olivia with her computer, and like 

she's working in order she's going to a meeting or stuff like that. 
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• And so do you, do you think that like this brand is credible in spreading like the 

message of female empowerment? 

 

• Yeah, I will say yes. It shows a woman who is self made and she is actively shaping 

her life doing different stuff.  

 

 

• Nasty Gal., which is the image of women promoted by this brand? 

 

• I mean, I really don't like just like things like these, but I can understand that. They 

involve a lot of people like comparing yourselves  with other women When they 

don't have makeup on their face or just when they are relaxing  and taking a nap.  

I'm seeing a picture of Bridget Jones with the ice cream. But I think that it's a very 

effective way to communicate.  Because you're using like images that everyone 

knows, like picture on everyday life, because everyone,  does these things. Yeah. 

I wouldn't say that it's very connected with women empowerment.  

 

• But do you think that this is like a way to do female empowerment like an effective 

way to do female empowerment? Posting some quotes and so on? 

 

• In a distracted away. Because, it creates a competition. That is not what feminism 

is about. I think it's not about being better than men. But, it's about being 

considered at the same level.  So I think thatintelligent people, of course, 

understand that this is not a way to create competition, or fights between men and 

women. but sometimes people think that feminism is about being better than the 

other sex older men in this case, but it's not like that. It's creating a change, where 

people, man, recognize the capabilities of all the women.  and making men stop 

thinking that they are better than women. Yeah, I think it's about that, not about 

being better than the other, but about recognization. 
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• And then the last question. Oh, like, in your opinion, like how fashion would like 

promote human empowerment like, how could be like the effective way of 

promoting female empowerment in general, being like authentic to like the user? 

 

• Fashion companies have to create a different imaginary. They  they are doing it 

right now.  because fashion was always  women driven and everything. But at first 

they considered women not the same as man, while now I think the gender is not 

so important.  What companies can do inside them like hiring women but I think 

that they are already doing it because I think that in the fashion industry there is 

the opposite problem, that there are too many women and not enough man. While 

they but they have. I think they must I think that also luxury is very exclusive, and 

it must be, of course, otherwise it wouldn't be luxury, but they have to give a 

different imaginary not that luxuries is for people in good shade or fit people or stuff 

like that. but it is for everything for everyone. I think that it's also a matter of what  

you produce. If you think about Hermes, for example, I mean they're selling bags 

that are luxury bags that are, that can be wore by everyone. Like if you're fat, if 

you're like very, very thin, if you're tall if you're short, it doesn't matter. But 

sometimes, the exclusivity of fashion is a problem. 

 

• So for you would be know how to make it like accessible to, like, a wider audience 

of, you know, women? 

 

• I think that's, it's not about accessibility, but it's about, people think that some 

products are not accessible, while they are because they think that only a kind of 

person  could buy it while it's not like that.  because fashion is all about being part 

of a society.  But I think that nowadays, these different these group are not so 

separated. But they are  connecting each other. And so we are waiting for you to 

see the intersection of them and to create a to try to a large intersection, not only 

to involve more customers, but also to mean to give a different imaginary of the 

brand. And with feminism it's the  same.  
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   22 Respondent  

 

• Do you use Instagram? Yes I do.  

 

• How often do you use it?  

 

• I use it ad every day. When I have nothing to do just scroll.  

 

• And are you active on Instagram? Like do you post content? Like stories or posts? 

 

• I do not so much. I would say once every two three months a post. Okay, and 

stories when I have something to post.  

 

• And which type of content Do you consume the most on Instagram? Like what do 

you like to watch like on stories and posts. 

 

• I have a lot of museums. And a lot of theaters that I follow. I follow my friends, and 

then have some fashion brands and fitness girls and I Have them all meme pages 

as well.  

 

• And do you believe that Instagram is a good marketing platform? Yes. I think 

influences us all a lot.  

 

• And do you believe it's could be like an authentic platform in regards of like fashion 

industry? 

 

• Yeah, I think fashion industries can be very strong on Instagram. 
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So, do you follow fashion brands on Instagram? Yeah, I do. And so many 

• And what type of what kind of fashion brands do you follow?  

 

• Adidas Nike.  Also  some Danish brands and more like luxury or retail. 

 

• And why do you follow them? Yeah, it's nice. It's pictures are well taken the it's a 

lot of inspiration good colors, good combination, you can totally see that there is 

like, a huge effort behind and a team of professionals that make it so is 

aesthetically pleasing. It's very unlikely I'm gonna buy them but I am so brand 

aware.y. And maybe one day I could buy. 

• And do you feel a sort of closer connection by following them on Instagram?  

 

• Yes. Because i dont have to buy a magazine to be informed about, or also actively 

look for them. They appear just in my feed without looking for them.  

 

• And do you follow brands which are like more similar or different to your style? 

 

• Some of them are very similar or there are not not that much, but I would say I'm 

usually more similar but then as I said before, if they have photo shooting which is 

amazing. They have a super nice that is that big I would follow them just as a piece 

of art almost. 

 

• Do you follow fashion influencers?  

 

• No, not so much but then who is an influencer nowadays? I feel that it's been 

everybody is influencing each other. But like the big big ones now I sometimes  I 

see Chiara Ferragni. because of the beautiful child. 

• are you engaged by their content? 

 

• Chiara ferragni is entertaining. she has a very funny life but all the other fashion 

bloggers not so much and i think is a bit nowadays they don't really stand out that 
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much I feel they are offering almost the same content the same products and 

presented in the same way. So I don't so this is the reason why like you're not like 

really engaged by.  

• Okay. And for example like regarding Chiara ferragni like do you feel a sort of 

connection to her life 

• Yeah, it's it's almost like knowing her right, it's not only just about the clothes she 

has but it's all the package. So she's good at communicating what she's doing 

what's her in her mind- Um, and yeah, so I can feel connected somehow. Yeah.  

 

• And why do you think like she's credible and like kind of authentic when like she's 

doing what she's doing ? 

 

• think it's now she reached a point where she's everywhere. So she doesn't only 

have credibility from the audience, or the followers but it's she has credibility in 

general. Also in the industry, professional, she's attending all the fashion shows 

she's always present and gets a sign also for key audience, right? When you see 

that somebody is in the first line for that Chanel event, then maybe it's not the first 

one or like a random one.  

 

• And did you start following a brand that she was sponsoring for example? 

 

• No, not not that much. I would say.  

 

• have you bought something by the swipe up function on Instagram? 

 

• I think I did, but I did more with jewelry. So I don't really buy clothes on Instagram, 

but for me it's more accessory  

 

• And would you feel part of, you know, like a community if like purchasing a brand 

with like a strong community awareness such as like Nike or Adidas? 
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• Um, I think so,  if you are committed, I think for me, for instance, like nike are very 

good at making that community feeling because of all the apps and stuff for runners 

and events. So I guess yeah, for them, it's for sure. Also, the way they use 

Instagram. It's It's authentic like yeah, it's very good at engaging because 

everybody wants to be fit everybody shares the same value or the same goals. It's 

kind of an inspiration as well to see their posts or stuff like that.  

 

• Have you ever commented or like a post or a story of a brand? Yes. 

 

• And why? If I can ask um. I don't know it's sometimes you're asking being already 

posting super cute things and then it's supernatural to put you know hearts or 

Okay, so you do that when like, it's kind of you know, like the brand is  engaging 

you and so like, it's natural to you right so what I wouldn't start If not, you know, 

asked to be on is not catchy.  

 

• Have you ever replied to a poll, on a on a story by brand? yes  

 

• And have you ever posted a story and target the brand that you were wearing? No,  

 

• So are you concerned about feminism?  it's something I am interested in and I like  

it a lot.   

• And can I ask you like, how did you start like, you know, this concern? I think it was 

a natural thing that came during  18 years. I don't know, at school, for example, 

with history and philosophy. It's a lot about thinking and getting awareness of what 

happens around you. So these critical thinking that you develop during high school 

was kind of very useful also to analyze things that were happening around me. 

 

• .And do you have some brands in mind, like regarding fashion industry that use 

like female empowerment is like a main theme? 
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• And would you feel more attract like attached to the brand because of like this 

message of empowering women like making women independent. 

 

• I mean, I think when you buy something, it's also what they communicate the 

message itself Still packet kind of. . So of course, if they are spreading a riight  

message, yes, I would feel more connected and I think it would do something good 

in general.  

 

• And do you think that fashion could make like the difference in conveying like this 

message of strong and independent women? Yes, indeed.  

 

• so looking at the posts and like the page in general, which is the image of women 

promoted by this brand? 

 

• beautiful women  with fancy style. It's not so casual and not for everyday. And 

classy. 

 

• but do you like it?No, not so much. Okay.  

 

• And what do you think is the target audience for this brand? Woman between 20 

and 35? 

 

• And do you think that the brand is clearly promoting female empowerment by the 

content on Instagram? No, I wouldn't say so. It doesn't look like why empowerment. 

I don't get this message anywhere. It's just pretty ladies with skinny legs and in 

front of a coffee or having the best life so don't really get the message of 

empowerment or Yeah, I can totally understand is like the audience is woman. 

That is all very beautiful and  that fit in well in the industry from what I see. I don't 

see, like, real representation of female or empowerment.  

 

• And do you proceed so to be authentic? No. 



   
 

 315 

 

Do you think like the brand is engaging the user in being like an active part of a 

brand also like scrolling through the stories in evidence ? 

 

• Yeah, for sure. It's just not fashion. It's more about Yeah, they're all through content 

and give advices for sure.  

 

• .And would you feel comfortable to, for example, interact with this brand, like 

writing comments?  

 

• Yeah, from what I've seen, I didn't know them before, but they seems quite open.  

 

• And would you feel confident wearing this brand? No. I don't I don't think it would 

suit me anyhow. And I also don't think I like it so much.  one. 

 

• Olivia Palermo. 

 

• ,Looking at like the post, which is the image of women promoted? Here I feel more 

connection to what she's posting. Not just, of course, super fancy one, but in also 

normal situations. Like I really I do identify more with this one. . She's a real woman. 

She's stunning. She's and her collection is really classy. I don't know. It's classy 

elegance.  

 

• And which is like the target audience? 

 

• think it's a bit higher, so we'll be around 30 of course, there will be some 25 years 

old that would even identify with that. I would think more. Yeah. Mm. 28 to 45 fine.  

 

• And do you like the image of women promoted? Yes.  
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•  So it does look authentic to you? Yes, it does look authentic.  

 

• And do you think the brand is clearly promoting female empowerment? 

 

• I feel like more empowered now. I feel that the image is about like a woman that 

works and has a career and also love fashions and has felt like is driven by 

passion. So yeah, here I feel more he message and although it's not As promoting 

as the other one before, so also in the description before it was like for bold woman, 

or some type remember exactly, but here is less. I prefer this type of empowering 

because it's credible. It comes naturally, like t doesnt need explanations to justify 

it.  

 

• And do you feel the brand is engaging the user in being active as part of a brand?  

 

• A bit less t's not really asking for an active participation of the user. Yeah, they do 

ask some question at the end. But it's, I think LSL was doing a bit more from this 

point of view. 

 

• Do you have a preference? I don't really mind. But she could for sure entertain 

more. 

 

• Would you feel comfortable interacting with her, like giving her feedback? Yes. 

 

• And would you feel confident wearing Olivia Palermo collection? yes 

 

• So you doing identify with an image of women promote? Yes 

 

• Okay. Now we'll return to the last one, which is a bit different and it's called Nasty 

Gal.  
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• Okay, so here which is the image of women promoted by his brand? A bit like free,  

do what the fuck you want, doesn't matter and pinkish, mean girls. 

 

• . And do you like it?  it's not mine, but I don't mind it. It's still something authentic, 

I would say. 

 

 

• And what do you think is the target audience in this case? I think it's between 15 

and 28.  

 

• And do you think the brand is clearly promoting female empowerment? By the 

content? Yeah. Yeah. I it's hard to say search. It's more feel free, like be free don't 

follow the social construct standards  

 

• And so do you perceive it to be authentic? Okay. 

 

• Scrolling down to the stories do you think is engaging the user in being active? 

Yes. Yeah. I think the strength of these pages, that one being like engaging the 

audience Mm hmm. Because they have of interactive content today. They dont 

have a lot fo own content tho.  it's more like reposting and yeah, reposting things 

and screenshot from movies.  

 

• But do you perceive it as like, like, do you like this way of posting like his way of 

creating the brand?  I wouldn't follow this page to be fair, but I think that maybe I 

would have five years ago, 10 years ago. Maybe 10 years ago, it could have been 

something for me. And then they have Yeah, quizzes, books, movies. So it's also 

nice to have an Instagram I guess, just you know, just Yeah, yeah.  

 

• And would you feel confident wearing it? Probably not. 

• Do you identify with the image of women? No, but I don't mind it.  Is just because 

of you know, of age and also, I think maybe prototypes. 
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• And okay, so last last questions, which one of his brands do you think is more 

authentic and convey like the message over independent and empowered 

women? 

• I think Olivia palermo is most effective on my point of view, young real woman. 

Natural beauty that has a normal life with a husband while normal, but I still get a 

message of somebody busy with work. And that she puts her face there for the 

brand.i really like it. and i believe that authenticity is a key element in the strategy. 
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