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Executive summary 

The purpose of this study was to investigate the effectiveness of the phenomenon online 

brand community on the alignment of the concepts of brand identity and brand image. This 

was explored as a result of branding efforts moving from traditional channels towards digital 

platforms, such as social media, where especially Instagram was an interesting media to look 

at in the context of the beauty industry. The possibilities with Instagram laid mainly in the 

ease of finding and following brands, as well as the opportunities to engage with the brand 

and other consumers, and thereby facilitate an online brand community. Several beauty 

brands have already leveraged on this and by making use of this, brands would be able to 

attract loyal and dedicated consumers, who are engaged in the community. However, it 

appeared that beauty brands still viewed social media platforms as a one-way communication 

instead of taking advantage of the flowing communication between stakeholders that could 

result in alignment of the brand identity and brand image.  

 

The research was investigated through a qualitative, constructivist study with primary and 

secondary data findings to understand the phenomenon of an online brand community, what 

the intended brand identity of two beauty brands on Instagram were and lastly, what the 

perceived brand image was, and how it aligned with the intended brand identity. The research 

took its starting point in the literature which led to the foundation of the secondary and 

primary data collection. The secondary data was collected through information available to 

the researchers, while the primary data collection consisted of six semi-structured interviews 

with a purposive sampling of members of the two brands’ online brand communities. 

 

Lastly, this led to the conclusion that online brand communities are not effective in ensuring 

alignment between intended brand identity and perceived brand image for a beauty brand on 

Instagram. The study came to this conclusion, as there was no significant alignment in 

identity and image, which could potentially have stemmed from the discovery of an overall 

beauty community, rather than brand-specific ones. It could therefore not be determined that 

online brand communities were effective in ensuring alignment.  
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1. Introduction 

In today's world branding efforts can stretch in various ways in an attempt to reach a target 

audience that has shifted from the traditional marketing channels towards digital platforms, 

such as social media (Kumar, Bezawada, Rishika, Janakiraman & Kannan, 2016). Social 

media as a marketing tool provides brands with many opportunities, such as sales and 

branding. However, as social media has become an important part of both the customers and 

the brands daily lives, many marketers still face challenges, when trying to leverage their own 

social media channels in an attempt to create value for the brand (Zhang, Trusov, Stephen & 

Jamal, 2017). Some companies have already used social media networks, like Instagram, 

Facebook, Twitter, and Pinterest among others, to leverage on opportunities in 

communication, engagement, and even collaborations with consumers. Social media 

marketing can be used to create buzz surrounding a brand or a specific product. When 

creating this buzz, attention is expected to be generated among customers and when these 

customers react on social media, other potential consumers become aware of the brand 

(Mathur, 2020). In this digital media landscape social networking sites are the leading 

players, as they can be described as online communities, where users and companies are able 

to share content with people (Zhang, Trusov, Stephen & Jamal, 2017). With these social 

networking sites, the boundaries between the brand and the consumer disappears, as time and 

place no longer plays an important role.  

 

A social networking site that enables a brand to leverage on communication, engagement, 

and collaborations to a great extent is Instagram, as there is a large number of users, who 

already utilizes this platform (AudienceProject, 2019). Furthermore, when it comes to social 

media platforms, statistics show that 42 % of Instagram users, use the social media platform 

to follow brands and companies (AudienceProject, 2019a), which is more than twice as high 

as the Facebook users with this exact intention and four times the amount when it comes to 

Youtube users (AudienceProject, 2019b; AudienceProject, 2019c). The many users therefore 

make Instagram a perfect vehicle to employ marketing efforts. An example of this is how 

Glossier invites their consumers to share product ideas and to share their brand experiences 

with their own followers across Instagram making the consumers some type of spokesperson 

for the brand (Swaminathan, Sorescu, Steenkamp, O’Guinn & Schmitt, 2020). This indicates 

an emergence in brand fan culture, where consumers are more likely to follow and engage 

with brands that they purchase from, which shows the potential of Instagram as a platform to 

develop and nurture online brand communities and potential advocates for the brand.  
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This development of online brand fan culture can especially be seen in the beauty industry, 

where several digitally-native brands have emerged in the last couple of years. These beauty 

brands focus on aspects that sets themselves apart from the more traditional brick-and-mortar 

competitors by making the customers an integral part of the brand experience (Swaminathan, 

Sorescu, Steenkamp, O’Guinn & Schmitt, 2020). This can be seen with Glossier, an 

American beauty company founded in 2014 (Glossier - About, n.d.) and The Ouai, an 

American hair care brand founded in 2016 (Earle, 2018), as they can both be defined as 

digitally-native beauty brands with focus on the online experience and interaction with their 

consumers.  

 

With these digitally-native brands emerging on Instagram new ways of conducting your 

business arises, and opportunities to connect with your consumers increase in a convenient 

space that can offer great value to the brand. Many different approaches can be utilized, but 

Instagram as a platform encourages new types of connections between not only the brand and 

the consumers, but also among the consumers themselves. These social relationships create a 

space, where online brand communities can occur organically without much effort or thought 

from brands. Online brand communities could therefore be an interesting way to look into 

branding efforts and how brands can utilize this phenomenon to ensure that their consumers 

understand their intended brand identity, in an effort to understand the advantages an online 

brand community can provide.  

1.1 Online brand communities and its effect on brand identity and brand image 

Online brand communities as a phenomenon can appear on many different channels in a 

digital world, but an interesting new way to look at them is through social media channels 

such as Instagram, Facebook, and Youtube. These platforms enable people to connect with 

others with similar interests, while sharing and discussing products (Kumar, Bezawada, 

Rishika, Janakiraman & Kannan, 2016). This phenomenon can be described as a natural 

development that follows the emergence and popularity of social media, as brand 

communities are defined as non-geographically bound and therefore exists primarily because 

of the interests shared by people in the community (Hanson, Jian & Dahl, 2018; Muniz & 

O’Guinn, 2001).  
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A brand community can be described as “a specialized, non-geographically bound 

community, based on a structured set of social relationships among admirers of a brand.” 

(Muniz & O’Guinn, 2001). This implies that traditional brand communities are dependent on 

not only a relationship between the brand and the customer, but also amongst other entities 

(McAlexander, Schouten & Koenig, 2002). Muniz and O’Guinn touch upon the development 

of offline brand communities moving to an online sphere, where the face-to-face relationship 

melds with a virtual community in their 2001 article (Muniz & O’Guinn, 2001).  

These online communities open up ways in which people can easily connect with like-

minded consumers, who have the same interest in products or services, and are able to share 

tips or help each other to provide solutions (Hanson, Jian & Dahl, 2018). Furthermore, online 

brand communities play an important part in the post-purchase experience for many 

consumers, as it can facilitate brand relationships and create long-term loyalty (Hanson, Jian 

& Dahl, 2018). 

This evolution has naturally happened as the internet and especially social media have 

blurred the lines between the sender and receiver of communication, while time and space no 

longer play a significant role. This enables a more natural and quick way for online brand 

communities to form, as people all around the world are able to engage with a brand and their 

fellow consumers at any time. Companies have explored this opportunity to build an online 

community (Herhausen, Ludwig, Grewal, Wulf, & Schoegel, 2019), where consumers are 

equally able to contribute, which is especially seen on social media, such as Instagram. 

Companies who seem to have succeeded in building this type of community include: Glossier 

(they make use of two-way conversation to include members as part of the company), The 

Ouai (The Ouai engage with their members by commenting and reposting their content), and 

Tatcha (They are actively engaged with their members through comments on both their own 

profile and the profiles of their consumers). These are only short examples of three beauty 

companies’ efforts in creating online brand communities.  

 

Like many other branding efforts, online brand communities can be said to have both positive 

and negative effects. One of the most important advantages of online brand communities is 

the almost effortless way in which customers can engage with brands of their interest, while 

brands can reciprocate the efforts (Wang, Butt & Wei, 2011). This is a great advantage as the 

point of sharing one's interests with others can be seen as one of the main motives of joining 

an online brand community, as the benefits that the brand offers become a motivational drive 

(Wang, Butt & Wei, 2011). Furthermore, this enhances the relationship not only between the 

brand and the customer, but also customer to customer and thereby leads to potential increase 
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in customer loyalty, whilst growing and maintaining customer engagement (Hanson, Jian & 

Dahl, 2018).  

 

On the other hand, with social media, online brand communities can be defined as largely 

imagined, which can make it difficult to determine whether it can truly be described as an 

online brand community (Muniz & O’Guinn, 2001). This can result from the lack of face-to-

face connection that can make it harder for customers to develop meaningful relationships 

with each other. This is also bound in the trust that the members will have to put in the advice 

that is given, which is vital for an online brand community to strive (Hanson, Jian & Dahl, 

2018). In addition to this, it is easy to share one’s opinion, which can therefore also pose a 

serious threat to brands, as it has become easier to create an online firestorm with just one 

post. This is of greater consequence in a tight and trusted community, as it would be more 

likely that the members believe the negative words of the others (Herhausen et al., 2019).  

 

It is therefore very important to understand the mechanics of online brand communities as a 

phenomenon in terms of the advantages and the possible consequences that could arise 

(Brodie, Illic, Juric, and Hollebeek, 2013). This phenomenon could potentially have an effect 

on several key marketing concepts, such as connection, trust, brand relationship, and 

satisfaction (Brodie et al., 2013; Hanson, Jian & Dahl, 2018; Herhausen et al., 2019). Online 

brand communities enable brands to create connections between themselves and the 

consumers, which can be connected to the concepts of brand identity and brand image, as 

these can be seen as the first steps for brands to communicate their intentions and values in 

their desire to create a strong brand that is easily recognized by consumers and are associated 

with their desired identity (Hanson, Jian & Dahl, 2018; Herhausen et al., 2019; Kapferer, 

1997).  

 

For companies it is important to build strong brands, as it can create value for both the 

consumer and the company. Brands exist in markets, where perceived risk is connected to the 

product, which indicates that brands want to create value for consumers, when there are risks 

(Kapferer, 1997). Strong brands can be created from a strong foundation in knowing who you 

are as a company and what you stand for, which can show your uniqueness compared to other 

competitors (Kapferer, 1997). The identity of the brand sets a clear basis for all strategic 

efforts, as it is important to have a clear and consistent communication of who you are as a 

brand. On the other hand, the brand image helps the brand to understand how consumers 

perceive the communication of the identity (Kapferer, 1997). In doing so, it is important to 
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create an alignment between the two concepts, as this shows the brand, how successful they 

are in communicating their identity. It is essential that they are in harmony, as this creates 

value for the companies, when the consumers are able to understand, but also appreciate the 

message (Nandan, 2005) 

 

By investing in online brand communities, brands are able to develop a brand identity and 

brand image that can be perceived as positive by the consumers, through the trust and 

connection that exists in the community members. If the consumers recognise that their self-

image and the brand identity/brand image is aligned, they are more likely to buy from the 

brand and take part in the online brand community (Wang, Butt & Wei, 2011). In this digital 

age, online brand communities are developing in many different shapes and sizes as can be 

seen on different social media platforms.  

1.2 Research gap 

Brand communities carry an important function on behalf of the brand, such as sharing 

information, telling the history and culture of the brand, and providing assistance to the brand 

itself. The community provides a foundation for a social structure, where the relationship 

between the brand and the consumer can arise (Muniz & O’Guinn, 2001). This is also seen in 

the phenomenon of online brand communities, where social relationships and the sharing of 

information and experiences also happen. This online brand community can aid in building 

brand relationships and trust, which can lead to brand loyalty (Hanson, Jian & Dahl, 2018). 

To understand the impact an online brand community can have on a brand’s branding efforts, 

brand identity and brand image can be researched to better understand if a brand’s 

communication is efficient in communicating an identity, in a way that is easily 

comprehended by the members. When looking into this, there seems to be a gap in the 

branding research of online brand communities and the connection these communities could 

have on the alignment of the intended brand identity and the perceived brand image.  

 

The research of online brand communities and its effect on the alignment of brand identity 

and brand image is especially interesting to look into, when it comes to the social media 

platform of Instagram. As Instagram has such a big potential, it is imperative that brands are 

knowledgeable of this phenomenon, as this could create several positive benefits. However, 

many brands do not seem to be aware of this potential, as they fail to exploit this 

phenomenon as a valuable tool in creating alignment, trust, and loyalty. It seems like most 
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brands still perceive their presence on social media as a traditional one-way communication 

instead of a continuous flowing communication between all stakeholders of the brand.  

 

The research will focus on the beauty industry, where several brands already are leveraging 

on a presence in an online brand community on the social media platform of Instagram. 

However, research has not yet been done in order to investigate the phenomenon of online 

brand communities in this industry in relation to the two concepts. Therefore, research in this 

area would be beneficial for brands already participating in online brand communities and 

brands, who have yet to take on this opportunity, as it would be useful to know if this is 

effective in helping to create alignment between the concepts that results in harmony, which 

can lead to understanding and appreciation of the brand identity. This could potentially lead 

to better brand relationships, brand trust, and brand loyalty. This has therefore led to the 

research question and the following sub questions:  

 

Is an online brand community on Instagram an effective way for a beauty brand to ensure 

alignment between intended brand identity and perceived brand image? 

 

Sub questions: 

 

What is the phenomenon of an online brand community? 

What is the intended brand identity of The Ouai and Glossier on Instagram?  

What is the perceived brand image and how does it align with the intended brand identity? 

 

These questions will be answered through a deductive approach, where the theory is creating 

a foundation for the research of the phenomenon of online brand communities and will gain 

new insights to the already existing literature on brand identity and brand image. The 

research will be based on two qualitative studies, where one study will consist of six semi-

structured interviews with a purposive sampling, to target members of the online brand 

communities. The interviews will help the researchers understand how potential members of 

an online brand community perceive the brand image. As the respondents are considered to 

be members of an online brand community, they will therefore be referred to as members 

throughout the study. The other study will be based on secondary data findings in cooperation 

with marketing intelligence through qualified observations of the social media profiles and 

the brand websites. As primary data from the companies have been regarded as unobtainable, 

marketing intelligence is deemed as a way to provide an understanding of the two brands, 



 12 

when information is not at hand. The point of the study is to find the relationship between the 

theory provided and the research conducted and thereby using the findings in this thesis to 

create an understanding of the effectiveness of online brand communities to ensure alignment 

in brand identity and brand image.  

1.3 Delimitations 

The delimitations of this research will be introduced in the following section. The 

delimitation will have an influence on the research and the knowledge gathered from this 

thesis.  

 

First, the spread of COVID-19 put restrictions on many aspects of this thesis. It limited the 

possibilities of conducting interviews in person, as well as both the respondents’ and the 

companies’ willingness to participate. The lack of companies participating in this research 

resulted in secondary data findings, where the researchers had to decide that based on their 

own branding education, they would be able to gather and interpret the findings based on the 

data available through the brands’ websites and social media profiles. In addition, the virus 

had an impact on the opening of libraries, which limited the literature available to purely 

online resources.  

The limited time and resources provided for this thesis meant that fewer interviews were 

conducted than ideally. The researchers were aware that only conducting six interviews 

would limit the findings and thereby the conclusions that could be drawn from it. The six 

respondents were also limited to this amount, as it was required for participants to be a part of 

the online brand community of the chosen brands. This requirement for the participants and 

the overlapping spread of COVID-19 made it even more difficult to gather participants, who 

were willing and interested in the research.  

 

The research was limited to only two beauty brands, as this would be manageable, while still 

giving the researchers the advantage of comparing the two for a broader understanding of the 

phenomenon. The same can be said for the limitation of a social media platform, where 

Instagram was chosen as the most compelling. The research question and sub-questions were 

kept as a focal point throughout the thesis as to not stray from looking into the phenomenon 

in regard to the two concepts. Overall, the researchers aimed to keep the thesis focused and 

specific instead of attempting to include more than necessary given the limited time.  
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Lastly, this thesis does not try to provide a generalised statement based on the findings and 

the research philosophy chosen. This thesis aims to explore the interrelation between the 

phenomenon and the two concepts, to contribute to the knowledge of these instead of 

providing conclusive findings.  

1.4 Structure of the thesis 

This thesis will be structured as followed: 

 

1. Introduction  

The introduction will provide a foundation for the topic of the research, as well as identifying 

a research gap that will lead to a research question. This chapter will end with a delimitation 

of the research.  

 

2. Methodology  

The methodology chapter shapes the thesis through the choice of research philosophy, 

approach, design, and data collection. This part will also include a discussion of research 

ethics.  

 

3. Literature review 

This chapter will present the foundation of the thesis based on the literature found on the 

phenomenon and the two concepts, as well as the context that the brands are operating within, 

which is the beauty industry.  

 

4. Findings  

The findings chapter will display the findings gathered from both the primary data collection 

of the six conducted interviews and the secondary data collection.  

 

5. Discussion  

The discussion will use the findings as a basis to understand the phenomenon, as well as the 

two concepts. These will then be explored in conjunction to each other and will give insight 

to the effectiveness of the phenomenon in ensuring alignment between the concepts.  
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6. Conclusion  

This chapter will gather the insights collected in the thesis and will provide a conclusion on 

the knowledge acquired throughout the findings and discussion, which will lead to the 

research question being answered.  

 

7. Implications and limitations  

The implications and limitations will be gathered in this chapter. The implications will touch 

upon the managerial and theoretical implications that have come to light throughout the 

research. Furthermore, the limitations of the research will focus on what the researchers 

believed had an effect on the knowledge gathered in this thesis.  

 

8. Further research  

The research conducted has led to ideas for further research and is presented here in this 

chapter as a way to create further knowledge on the chosen subject of this thesis.  
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2. Methodology 

The purpose of this thesis is to study the phenomenon in depth in the context of the two 

concepts. The methodology chapter will describe the nature of knowledge gathering, which 

includes research philosophy, approach, design, data collection, and data analysis. The 

research philosophy will help to bring out new knowledge in the form of philosophical 

concepts, positions, and traditions, while the research approach will uncover how this 

knowledge is brought forward. The research design will then represent the structure that will 

guide the analysis of the data through the use of research methods. The data collection is, 

where the data from the research is gathered and connected to the research question of this 

thesis and lastly, the data analysis will consider the analysis of the primary and secondary 

findings. 

2.1 Research philosophy  

Using research philosophy is made to bring new knowledge forward through basic 

philosophical concepts, positions, and traditions to help in the overall creation of research 

design and strategy. This will set the direction of this thesis from early research, development 

of research questions, to the final conclusion (Eriksson & Kovalainen, 2008). 

 

2.1.1 Ontology 

To answer the research question of the effectiveness of online brand communities to ensure 

alignment between intended brand identity and perceived brand image, the ontological 

position is giving an insight to the fundamental nature of existence. The central point is the 

question of, whether social entities can and should be considered objective entities with a 

reality external to social actors or whether they should be considered to be social 

constructions built up from the perceptions and actions of social actors (Bryman & Bell, 

2011).  

These two positions are referred to as objectivism and constructivism. Where objectivism 

implies that a social phenomenon is an external fact beyond reach and influence and is almost 

a tangible reality on its own, constructivism, also referred to as subjectivism, challenges the 

suggestion that this phenomenon is pre-given and instead suggests that the reality known is 

formed by social practices (Bryman & Bell, 2011). 

 

In this thesis, the ontological orientation is primarily constructivism given the nature of the 

problem statement, as the phenomenon of online brand communities is formed by social 
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practices and not something determined as a phenomenon that exists without any social 

constructions or understandings. Constructivism is also corresponding to the concepts often 

found in branding and marketing theory, as these are created with the concept that reality is 

formed by social practices and social entities.  

 

2.1.2 Epistemology  

The epistemological issue is concerned with answering the questions of what is or should be 

regarded as an acceptable knowledge in a discipline and particularly important is the 

question, whether or not the social world can be studied after the same principles and 

procedures as the natural sciences (Bryman & Bell, 2011). There are two epistemological 

positions: positivism and interpretivism. Positivism advocates the use of the methods used in 

natural sciences to study the social reality and beyond. Interpretivism is instead advocating to 

respect the difference between people and the objects of natural sciences and therefore, 

requires a subjective meaning of the social action. There is a fundamental difference between 

the natural sciences and the social sciences and epistemology is required to reflect upon this 

difference (Bryman & Bell, 2011). 

  

The chosen research philosophy will consist of constructivism and interpretivism, as there is 

a natural link between the two. Interpretivism serves as the epistemological orientation, as 

interpretivism is used to understand the subjective meaning of the phenomenon of online 

brand communities that was formed by social practices as mentioned above. The use of 

interpretivism in this study is to give insights to understanding how to know what we know - 

and as constructivism identifies that the reality is socially constructed, online brand 

communities, brand image and brand identity is determined as subjects determined by social 

understanding (Bryman & Bell, 2011). 

2.2 Research approach  

As the knowledge of the research needs to be brought forward, there are two models of social 

science research; deduction and induction that to a large extent covers the general models 

used to bring scientific knowledge forward (Eriksson & Kovalainen, 2008). The deductive 

theory is the most common view of the relationship between theory and research. Here the 

researcher will deduce a hypothesis in relation to already known theoretical contributions 

(Bryman & Bell, 2011) and is the strongest way to build up the theoretical knowledge base 

(Eriksson & Kovalainen, 2008). Induction on the other hand, is about developing a theory 
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from empirical research, meaning that the research process develops from empirical materials 

– and not theoretical propositions (Eriksson & Kovalainen, 2008). However, a social research 

will often involve both inductive and deductive reasoning processes. This can be referred to 

as abduction; a way to combine the two methods in one project (Eriksson & Kovalainen, 

2008). 

 

In this thesis, a deductive approach is primarily used, as the theory is creating the foundation 

of this research, as the phenomenon of online brand communities is used to gain a new 

perspective on already existing literature on brand identity and brand image. As the theory 

creates the foundation of the research, the research question is becoming a hypothesis that is 

then subjected to an empirical study through the use of a qualitative research (Eriksson & 

Kovalainen, 2008). The point of a deductive approach is to find the nature of the relationship 

between the theory and the research conducted (Bryman & Bell, 2011) and through the data 

collection of this research through the use of both primary and secondary data, the findings 

will either confirm or reject that online brand communities is an effective way to ensure 

alignment between brand image and brand identity. 

2.3 Research design  

A research design represents the structure that will guide the execution of research methods 

and the analysis of the data needed. A research method is the technique applied for collecting 

the important data of the thesis and involves a specific instrument such as a questionnaire or 

an interview.  

 

2.3.1 A qualitative approach 

A quantitative approach will be seen as a research strategy that emphasizes quantification in 

the collection and analysis of the data of that, where a qualitative approach on the other hand 

usually emphasizes words rather than numbers (Bryman & Bell, 2011). When choosing 

whether to go with quantitative research or qualitative research, the main objective and 

problem statement of the research needs to be in focus. However, there are not only contrasts 

between quantitative and qualitative approaches as both are concerned with answering 

research questions and relating data analysis to the research literature (Bryman & Bell, 2011). 

As the research question of this thesis is to investigate the phenomenon of online brand 

communities, qualitative research will be helpful in interpreting how these social constructs, 

as discussed above in previous sections, are understood. Here the emphasis is on words rather 
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than data. This leaves room for interpretation and helps in understanding how individuals are 

perceiving their own social world. Through the use of qualitative research, we embody a view 

of a certain social reality that is constantly shifting through the individuals’ creation (Bryman 

& Bell, 2011). 

As determined in the sections above, this research is primarily focused on understanding the 

subjective meaning of the phenomenon of online brand communities. To understand this 

subjective meaning, the data collected has to be interpreted and understood to give insights to 

the research questions, in comparison to a quantitative research, where the data is collected as 

it is and used for the study directly. In this study, there needs to be a better understanding of 

how social entities affect the phenomenon and two concepts and furthermore, how this should 

be perceived. 

There is a natural correlation between the research philosophy, approach, and design. It is 

also important to remember, that when using a qualitative research design, there should be 

room for deviations and surprises during the research phase as the data collection is being 

analysed and leave room for new changes in the research settings (Eriksson & Kovalainen, 

2008).  

In qualitative research, certain criteria need to be adapted to play down the prominence of 

measurement issues. However, it can also be argued that qualitative research needs to take a 

completely different approach to criteria for evaluation. Such a criterion could be 

trustworthiness, which is actually made up of four different criteria; credibility, 

transferability, dependability, and confirmability (Bryman & Bell, 2011). These are important 

to have in mind when developing a thesis to make sure that the quality of the study is 

evaluated through the analysis.   

 

2.3.1.1 Primary and secondary data 

When using empirical data, it can often be divided into two kinds; primary and secondary 

data. Primary data is the data, the researcher itself collects by interviewing, observing, or 

asking participants to participate in some way or another (Eriksson & Kovalainen, 2008). In 

this thesis, the primary data will be collected through the use of interviews as the qualitative 

research approach should be able to obtain data that can be interpreted and discussed to end 

up with an understanding of the phenomenon of online brand communities and its effect on 
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the alignment of brand image and brand identity. The process of creating and conducting the 

interviews are discussed below.  

 

Already existing empirical data are usually called secondary data. This also includes data that 

may already exist but is used in a different meaning than what it was meant for initially and is 

often data generated within an organization. Online sources can easily be obtained, when it 

comes to secondary data collection – this could for example be a company’s vision, mission 

or an annual report (Malhotra, Birks & Wills, 2012). The secondary data collection in this 

thesis will consist of the data available of two beauty companies, The Ouai and Glossier. In 

cooperation with marketing intelligence, a different type of secondary data, where qualified 

observations of events and developments in the marketing environment is gathered through 

unofficial sources like social media, the secondary data collection is used as a tool to 

understand the companies’ intended brand identity, as this is needed to understand the effect 

the online brand communities as a phenomenon can have on both the brand image and brand 

identity (Malhotra, Birks & Wills, 2012). Marketing intelligence is not as specific as 

quantitative secondary data but can instead provide a better understanding of a company, 

when not a lot of information is public or at hand, which is helpful in this case as primary 

data from the chosen companies has been deemed as unable to obtain. Through the use and 

interpretation of secondary data in this research, it is possible to draw some conclusions from 

the companies’ extensive presence online; it is however even more important to evaluate, 

review, and interpret this data as it is collected from a source that is not directly related to the 

subject of the thesis.  

 

2.3.2 Research strategy 

When it comes to the research strategy, a data collection method needs to be chosen. Each 

data collection method requires specific knowledge and the general purpose of the thesis 

along the research approach is going to be the guideline, when it comes to choosing the 

strategy (Eriksson & Kovalainen, 2008). The research data often used, when doing qualitative 

research are interviews, questionnaires, observations, textual data, and visual materials 

(Eriksson & Kovalainen, 2008). 

 

Since the purpose of this thesis is to understand if online brand communities are effective in 

providing alignment between the intended brand identity and the perceived brand image, the 

empirical data needs to provide an understanding of how both the company communicates 

their intended brand identity, and how the members and customers of the online brand 
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community perceive this. To understand how the company communicates their intended 

brand identity, secondary data and marketing intelligence will be collected to make it possible 

to analyse the company’s intended brand identity. Here data from the companies’ website, 

theouai.com and glossier.com is gathered, along with data from their social media channels 

on platforms, such as Instagram, Facebook, and Twitter. This is done to be able to draw some 

conclusions regarding the brand identity that the companies’ wants to put out into the world - 

or as mentioned above, the intended brand identity. It is however important to remember to 

evaluate and review the data gathered from the companies’ website and social media, as this 

data is not originally meant to be used for the purpose of this thesis. The data is however 

deemed important enough to be a part of this research, as it gives an insight to topics that 

often appears on a company’s website and social media channels, such as statements, visions, 

missions, and tone-of-voice as the primary data collection was unobtainable. The researchers 

took on the approach of collecting this data with their branding education as the foundation, 

to allow as little bias as possible. 

 

It will often make sense to collect secondary data prior to the primary data collection, as it 

can provide valuable insights and the ideas generated in the secondary data collection can be 

used to develop the primary data collection (Malhotra, Birks & Wills, 2012). When using 

mainly qualitative secondary data, it can be harder to evaluate and analyse, but that does not 

necessarily mean that the data has no value – instead it can be used when there is a rapid 

unfolding of events or simply, when there is no way to get access to conduct research with 

internal secondary data. However, secondary data and marketing intelligence should be used 

alongside primary data, as done in this research (Malhotra, Birks & Wills, 2012). 

  

When collection primary data, several approaches can be used in collecting qualitative data. 

Interviews and questionnaires can be helpful in providing empirical data on the effectiveness 

of online brand communities, when it comes to creating alignment between intended brand 

identity and perceived brand image.  

  

Where questionnaires are in a wide sense the same as a structured interview, they can be self-

completed or self-administered, which can make it easier, cheaper and quicker to do – 

however, it also limits the influence the researcher has on the answers, and the researcher 

cannot probe, prompt, or collect any additional data to provide a better understanding of the 

answers given (Bryman & Bell, 2011). Interviews on the other hand, can be easy to conduct, 

but hard to analyse, when you need to collect empirical data (Eriksson & Kovalainen, 2008). 
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However, conducting interviews for this thesis can help create an understanding of how the 

brand identity is perceived by the members of the online brand communities. 

 

There are three types of interview studies: positivist, emotionalist, and constructionist and all 

three focus on different types of research questions and therefore, need different types of 

interview questions (Eriksson & Kovalainen, 2008). The emotionalist interview study is 

where the interview is a pathway to understand the participant’s authentic experience and will 

be able to create an understanding of the perceived brand image by the respondents through 

an interest in ‘what’ questions. According to Eriksson & Kovalainen (2008) there are three 

different types of qualitative interviews: structured, semi-structured, and unstructured. These 

go from following completely standardized questions to an open and informal interview 

(Eriksson & Kovalainen, 2008).  

 

In this thesis, a semi-structured interview is chosen to allow in-depth questions, while 

following a framework of the topic and issues raised from the research questions. Semi-

structured interviews give the possibility of using ‘how’ and ‘why’ questions and adjust the 

wording and moving of questions for each interview. One of the biggest advantages of the 

semi-structured interview is that the data collected is somewhat comprehensive, while still 

allowing the interview to be somewhat conversational and informal. However, it is important 

to keep focus on covering all the topics while still making room for more in-depth questions 

(Eriksson & Kovalainen, 2008). Also, it is important to take into consideration the types of 

questions in the interview. Open questions will help to encourage more speech, hence, result 

in a flowing conversation, simple questions are easier to understand for the participants, 

neutral questions make it easier for the participants to answer freely, direct questions produce 

more talk as this topic does not lead to sensitive questions, and lastly, both primary and 

secondary questions will be helpful in creating a more complete account (Eriksson & 

Kovalainen, 2008). 

 

2.3.2.1 Interview guide 

To structure and guide the interviewing process, an interview guide was developed and can 

be found in Appendix 1. The interview guide is designed to help create a structure for the 

semi-structured interviews, where a list made of questions covering the general topic is 

developed. Questions may not follow the exact interview guide, but instead leave room for 

follow-up questions, when needed. Overall, as it is a semi-structured interview, the order of 

questions and wording used should be similar from interview to interview to provide useful 
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data (Bryman & Bell, 2011). The interview guide in Appendix 1 outlines the important topics 

and the majority of questions are developed making room for more in-depth questions as the 

interview progresses.  

 

2.3.3 Ethics in research 

The ethical concerns, when doing business research should not be ignored, as there in social 

research often can be questions that go beyond ethics (Eriksson & Kovalainen, 2008). The 

most important dimension is the researcher-participant relationship and is usually centered 

around the informed consent, which is making the basic information of the study available to 

the participants (Eriksson & Kovalainen, 2008). 

  

In this thesis, the respondents were invited to participate in the research through either email 

or direct messages on the social media platform of Instagram. When an agreement to 

participate was confirmed, an email was sent out with a Participant Information Sheet. The 

‘Participant Information Sheet’ can be found in Appendix 2 and includes information, such as 

the purpose of this research, how the participants' privacy will be protected, and who to 

contact if the respondents need more information about the research and its purpose.  

  

As the circumstances made most of the interviews impossible to conduct in person, these 

interviews were conducted through the use of Skype, a video- and voice call system. Before 

the interview began, the participants were asked if they agreed to take part in this interview 

and whether they have understood the ‘Participant Information Sheet’. They were also made 

aware that the interview would be recorded for the use of this thesis only. They were also 

informed that they could withdraw their participation at any point during or after the 

interview. This was done to make sure that the respondents had given their consent to 

participate in the interview in a time, where it was impossible to present a physical consent 

form to sign before the interview began. 

  

All information gathered from these interviews are kept confidential and made anonymous. 

Therefore, only two examples of transcriptions have been included in the appendix to keep 

the anonymity of participants intact. The other transcriptions can be presented on request. 

2.4 Data collection  
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The data collection is the stage in the research, where the data is gathered and connected to 

the research question (Malhotra, Birks & Wills, 2012). The data collected for this thesis will 

consist of both primary and secondary data to answer the research question with credible 

sources.  

 

2.4.1 Practicalities of the research 

The data collection was happening at a time, where most of society was closed down due to 

Covid-19. So, the data collecting had to be done through online channels only with the 

exception of one interview that was conducted in person. This also put a restraint on the data 

collection making it impossible to get interviews from the chosen companies making the 

research rely solely on secondary data from the aspect of the company’s intended brand 

identity.  

  

The data collection was dedicated approximately 2 months’ time including the process of 

finding participants and conducting the interviews, but also the collection of secondary data 

and marketing intelligence from the chosen companies.  

 

2.4.2 Secondary data collection 

The secondary data was collected before the primary data, as it can help in providing valuable 

insights to the approach of the primary data (Malhotra, Birks & Wills, 2012). As secondary 

data offers a relatively easy accessibility it can also be limited in relevance and accuracy, 

making it important to evaluate the secondary data routinely (Malhotra, Birks & Wills, 2012). 

The secondary data collected consists of information gathered from theouai.com, 

glossier.com, and from both companies’ social media channels on Instagram, Facebook and 

Twitter. The secondary data was collected by the researchers from a branding perspective that 

the researchers deemed acceptable given their own education in branding and 

communication.  

  

The secondary data was primarily used to give an understanding of the company’s intended 

brand identity. This consisted of qualitative data collected from the companies’ own websites 

and marketing intelligence collected from their social media accounts. An example of this is 

on glossier.com under “About”, where mission and vision are not clearly stated, but instead 

can be understood from the context of sentences such as “… we’re building the future beauty 

company where everything we make starts with you.” (Glossier - About, n.d.). From the 

companies’ social media channels, data is collected from both the company-owned channels 
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and from posts, where the companies engage with followers through comments and likes. 

This data collection can be seen in Appendix 5-8. 

  

The secondary data collected from the companies’ website will be the most valuable as it 

needs the least interpretation. However, to get a full view of the companies’ brand identities, 

additional data such as marketing intelligence is useful even though it demands more 

interpretation from the researchers.  

 

2.4.3 Primary data collection 

In this thesis, the primary data will consist of data collected from six interviews conducted by 

the researchers. As primary data is collected with this research question in mind, the data will 

provide a helpful insight to the perceived brand identity by members of two chosen online 

brand communities.  

  

To provide useful data for this thesis, a purposive sampling method is used. Purposive 

sampling is a non-probability form of sampling, where the researchers chose specific 

participants that are relevant to the research itself. The purposive sampling is chosen as the 

participants in the study have to be a part of what is determined as an online brand 

community and therefore has to be selected by the researchers to make sure that the data 

collected from the interviews can provide insights to the research question. It will often be 

important to ensure that there is variety between participants in terms of key characteristics, 

which can be difficult in this research, as the participants had to take part in an online brand 

community provided by two different beauty brands. However, the researchers tried to 

include different people from different places to get a broader representation. Their 

characteristics can be seen in Appendix 9. Since this is a non-probability sampling approach 

it cannot be used to generalize a population (Bryman & Bell, 2011). As this thesis wants to 

research online brand communities and its effectiveness on the intended brand identity of two 

particular beauty brands, a specific sample group is required. The sample group should all be 

members of one of the chosen online brand communities. 

  

Given that the participants are not chosen neither random nor from convenience, the 

participants were chosen from their engagement or activity in the online brand community 

first and foremost. There was however some use of convenience sampling as some of the 

participants were found and contacted, because the researchers already had a relationship 

with them on social media and knew that they participated in these online brand 
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communities. As the initial participants were found and contacted, a snowball sampling 

method was put into use as it made it possible to get in contact with other members of the 

specific online brand community (Bryman & Bell, 2011). 

  

The chosen sampling methods have some limitations as it is not possible to generalize the 

results to an entire population, but hopefully it will provide insights to how the specific online 

brand communities appear to affect the alignment of the intended brand identity and the 

perceived brand image of the two chosen brands. It is also important to note that the 

researchers should limit their own bias as much as possible - and only select participants 

through their clear connection to the chosen companies. To ensure representativeness it is 

important to select participants from different parts of the community and not only select 

participants based on the knowledge the researchers already have of those participating in the 

communities, which is why a snowball sampling method is also put into use.  

 

2.4.3.1 Selection of participants  

The participants were chosen from their activity or engagement in the specific online brand 

community, as those were deemed most relevant in relation to the research question. As 

mentioned above, some were initially contacted on the basis of their engagement in the online 

brand community and were helpful in providing additional participants through their contacts 

in the community.  

 

Six different interviews were conducted in July 2020 and most of them lasted around 30 

minutes. The interviews were primarily in Danish, but this was not a chosen criterion, but 

something that came along as four participants were Danish, while the rest of the interviews 

were conducted in English. The common characteristic between all six participants was their 

connection to the online brand community, as they all come from different backgrounds, in 

terms of occupation, and are of different ages (though all in a similar age group).  

 

2.4.3.2 Interview procedure 

The procedure of the interviews followed the interview guide provided in Appendix 1. The 

first step in the interview procedure was for the researchers to thank the participants for 

agreeing to meet and participate in the interview. This was followed by an introduction to the 

researchers, which included restating the names of the researchers and the reasons for 

conducting the interview. The next step was for the researchers to outline the purpose of the 

research and emphasise the fact that there are no wrong answers, as well as restating the 
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respondents’ right to not answer a question and to stop the interview if needed. The time 

frame of the interview was then reconfirmed to be approximately 30 minutes. The researchers 

then restated the procedure of the recording, which will only be used for the sake of 

transcribing the interview and not included in the research itself as to ensure their right to 

anonymity. Lastly, the researchers reiterated the fact that they could always ask questions 

along the way if necessary, as well as reminding them that it is voluntary to participate, and 

they therefore had the right to withdraw their participation at any time. Following this, the 

researchers started the recording.  

 

The interview itself was divided into two overall themes: online brand community and brand 

image, where brand image was divided by the two brands depending on the knowledge that 

the participants had of the brands. Respondents who answered both sets of questions for the 

brand image answered around 36 questions in total, as some required follow up questions. 

The first part comprising the online brand community theme measured their level of 

engagement in the online brand community on Instagram in general and in terms of the two 

brands, while the second part would seek to understand their insight of the brand image of the 

brands, where they participated in the online brand community. At the end of the interview 

before ending the recording the researchers again thanked the respondents for their 

participation.  

 

Once all the interviews had been carried out, all the recordings were transcribed. Two of the 

interviews along with the participant information sheet and interview guide can be found in 

Appendix 1 to 4. The rest of the transcriptions are available upon request.  

2.5 Data analysis 

This part of the methodology chapter will consider the data analysis of the primary and 

secondary findings. First, the interviews will be transcribed manually and will thereafter be 

coded to find themes and labels that will aid the analysis.  

 

2.5.1 Transcription  

As the interviews were all recorded, it was necessary to make a transcript to ensure that the 

information gathered would comply with the promise of anonymity. Though the process of 

transcribing the interviews can be very time-consuming, it provides a set of advantages that 

makes up for it. By transcribing the interviews, it allows the researchers to make a thorough 
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analysis of the responses, to examine the responses repeatedly as needed, and it ensures that 

no information is lost (Bryman & Bell, 2011). In order to allow the best setting for the use of 

these transcripts, the text that is reproduced will reflect exactly what the interviewee has said 

word for word. Though the transcripts might include parts that indicate missing words or 

phrases that might have been difficult to hear in the recordings (Bryman & Bell, 2011).  

 

2.5.2 Coding 

To analyse the data collected from the interviews conducted, a coding process will be the 

starting point (Bryman & Bell, 2011). In this process, the data will be divided into certain 

themes and labels that derive from the transcripts, as this will aid the analysis. As the 

questions for the interviews were formulated in advance to suit the phenomenon of online 

brand communities and the concept of brand image, the questions could be defined as pre-

coded into these two themes. These two themes were thereafter separated into different codes 

that would encompass the varying focus points of the two. In terms of the theme of brand 

image, the codes would be categorised in reference to the different facets of the Kapferer 

‘brand identity model’ (1997). The coding process took its starting point in the transcripts 

following the interviews conducted in order to get acquainted with the information that was 

gathered. This enabled a better understanding of important and interesting parts that could be 

of use in the coding. This will assist in identifying themes and concepts, which would 

eventually lead to the different codes (Bryman & Bell, 2011).  

 

By manually coding the transcripts in this way, the researchers are minimising the concern of 

the reliability of the coding, as the coding should be consistent (Bryman & Bell, 2011). As 

the transcripts were pre-coded in a very specific way into two overall themes and further into 

different codes afterwards, the inter-coder reliability and intra-coder reliability are taken into 

account (Bryman & Bell, 2011).  

2.6 Conclusion 

This chapter elaborated on the methodology that will be used throughout this thesis. The 

methodology had the purpose of outlining the foundation of the thesis and the nature of 

knowledge gathering, using academic research approaches. The research philosophy chosen 

was constructivism and interpretivism, while the research approach was deductive in nature, 

as the researchers strive to explore the relationship between the theory and the research that 

will be conducted. The research was designed as a qualitative study with primary data 
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collected as interviews and secondary data found with the use of marketing intelligence, 

while the data collection in addition would include the selection of participants and the 

purposive sampling method. Lastly, the data would be analysed after manually transcribing 

the interviews and thereafter coding this into themes and labels.  
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3. Literature review 

This chapter will look into the foundation of the academic literature regarding the 

phenomenon of online brand communities and the two concepts of brand identity and brand 

image. The review will be based on the most fundamental literature on the phenomenon of 

online brand communities provided by Muniz and O’Guinn (2001) and Wang, Butt, and Wei 

(2011). The foundation for the two concepts of brand identity and brand image will primarily 

focus on research conducted by Aaker (1996), Kapferer (1997), and Keller (1993). However, 

throughout the literature review several other authors will be mentioned to provide an 

adequate foundation for this thesis.  

 

As this paper aims to understand if online brand communities are effective in ensuring 

alignment between the intended brand identity and the perceived brand image, these concepts 

will be discussed separately, as well as together to understand the relations between them. 

Furthermore, as the focus will be on brands that are operating within the context of the beauty 

industry, this review will therefore include literature on the beauty market and digital beauty 

brands.  

3.1 Brand communities - a place for social relationships among fans of a brand 

The idea of brand communities was introduced by Muniz and O’Guinn (2001) grounded in 

the classic and contemporary sociology and consumer behaviour literature. Their theory has 

been further developed by McAlexander, Schouten, and Koenig (2002) in their paper on 

building brand communities creating the foundation of the research on brand communities. 

What differentiates the literature on brand communities from previous research on topics, 

such as consumption communities described by Schouten and McAlexander (1995) is how 

the brand communities have an active interpretive function and the brand meaning being 

socially negotiated instead of being delivered to the consumers unaltered (Muniz & O’Guinn, 

2001). 

  

Muniz and O’Guinn (2001) introduced the idea of brand communities through their study of 

different communities and presented their definition as “a specialized, non-geographically 

bound community, based on a structured set of social relationships among admirers of a 

brand.” (Muniz & O’Guinn, 2001), which makes it clear that brands are both social objects 

and socially constructed. Muniz and O’Guinn also found evidence of brand communities in 

both face-to-face environments and computer-mediated environments (Muniz & O’Guinn, 
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2001). What differentiate this from previous research is the fact that these brand communities 

represent a form of human associations placed in a consumption context, and the community 

itself is formed around the good or product consumed – in contrast to for example 

homogenous lifestyle segments or consumptions constellations previously researched within 

the field of marketing (Muniz & O’Guinn, 2001). As with other communities, there is a sense 

of shared consciousness, rituals, and traditions, and a sense of moral responsibilities among 

members (Muniz & O’Guinn, 2001). For the implications of branding, this means that the 

thinking moves away from the traditional consumer-brand dyad to a consumer-brand-

consumer triad situated in a commercial and mass-mediated world (Muniz & O’Guinn, 

2001). This new conceptualisation widens the relationship with the brand, as a community is 

formed when consumers are interacting with other consumers making all of these consumers 

actively involved in the creation of brand communities. This movement also includes moving 

to a mass-mediated world, as nearly all geographic communities could be replicated or 

simulated wholly in this mass-mediated world. Muniz and O’Guinn (2001) does not see this 

new computer-mediated communication that at the time was underway would be any 

different in that regard (Muniz & O’Guinn, 2001). Creating a strong brand community could 

lead to a socially embedded and loyal brand commitment making a brand with a powerful 

sense of community a stronger asset to a marketer (Muniz & O’Guinn, 2001). The brand 

community is only a part of the brand’s larger social construction and while it has its own 

particular expression it can be vital in the brand’s ultimate legacy (Muniz & O’Guinn, 2001). 

 

The concept by Muniz and O’Guinn are further developed by McAlexander, Schouten, and 

Koenig (2002) in an effort to find what creates brand loyalty. Their approach to address the 

problem was to study loyal customers and the processes that led to this loyalty 

(McAlexander, Schouten, and Koenig, 2002). This leads to a new broader approach to the 

concept of brand communities with the development of the Customer-Centric Model of 

Brand Community. Here the existence and meaningfulness of the community is ingrained in 

the customer experience, rather than focusing on the brand, who facilitates the experience 

(McAlexander, Schouten, and Koenig, 2002). Their model puts the focal customer in the 

centre of four relationships; customer-product, customer-brand, customer-marketer, and 

customer-customer and together these create a cumulative impact in forming customer 

loyalty (McAlexander, Schouten, and Koenig, 2002). These relationships develop 

interdependently in ways that are mutually reinforcing, as they are connected through the 

focal point of consumer experience, which creates a holistic sense of a surrounding 

community (McAlexander, Schouten, and Koenig, 2002).This research provide opportunities 
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not only for the marketers, but also the consumers  – and consumers who are highly 

integrated in the brand community are also emotionally invested in the company and has a 

desire to contribute to its future success (McAlexander, Schouten, and Koenig, 2002). 

  

In conclusion, these fundamental theories find that brand communities are effective and 

significant, “We believe brand communities to be real, significant, and generally a good 

thing, a democratic thing, and evidence of the persistence of community in consumer 

culture.” (Muniz & O’Guinn, 2001, p. 428).  

  

3.1.1 Definition of a brand community 

Muniz and O’Guinn gives a clear definition of a brand community as “a specialized, non-

geographically bound community, based on a structured set of social relationships among 

admirers of a brand.” (Muniz & O’Guinn, 2001, p. 412) and creates the foundation of the 

definitions of a brand community that does not rely on either geography or other social 

context – but simply are made up of fans of the brand sharing consciousness, rituals, and 

traditions, and a sense of moral responsibility. Muniz and O’Guinn (2001) sees brand 

communities as important in carrying out several branding functions, such as sharing 

information, telling the history and culture of the brand, and providing assistance to the brand 

itself. Furthermore, they also provide a social structure to the relationship that can be found 

between marketer and consumer (Muniz & O’Guinn, 2001). This definition is largely 

accepted by McAlexander, Schouten, and Koenig (2002) along with other work in consumer 

collectives such as Holt (1995) and Schouten and McAlexander (1995) as these indicate an 

intercustomer relationship.  

  

3.2 The phenomenon of online brand communities 

Muniz and O’Guinn’s (2001) definition of brand communities are both focusing on the 

physical face-to-face communities of Saab and Jeep owners, but also investigates 

environments of computer-mediated communication as a sphere, where face-to-face 

relationships melds with a virtual community (Muniz & O’Guinn, 2001). However, since this 

research was done prior to most of the development of branding efforts in the digital world as 

of today, another aspect to consider is the newer way to describe online brand communities.   

  

Hyperconnectivity, a proliferation of networks of people and devices, as well as the 

continuous access to other people, machines and organizations, regardless of time and 
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location, has increased the potential for individuals to join a brand community, whether it is a 

traditional brand community established by a brand or newer ones that appears on social 

networks. No matter the brand community it gives customers a possibility of posting reviews 

and sharing information about brands and new products, and the brand a possibility to act as a 

catalyst for communities (Swaminathan et al., 2020). This indicates that in this digital era the 

online brand communities becomes an important part of the customer’s post-purchase 

experience and therefore, can support many different marketing efforts, such as facilitation of 

brand relationships, brand trust, customer retention, and long-term loyalty as they open up 

ways where admires of a brand easily can connect to like-minded people (Hanson, Jian & 

Dahl, 2018). Understanding how consumers engage in the brand communities and the 

consequences of this engagement is important in understanding what affects loyalty, 

satisfaction, connection, trust, and commitment (Brodie et al., 2013), and can also be 

extremely valuable when it comes to managing potential online firestorms (Herhausen et al., 

2019). The technology also offers online users the freedom of two-way communication and 

online brand community members are therefore becoming voluntary brand ambassadors with 

the power to spread a positive picture of the brand and defend it from critics (Wang, Butt and 

Wei, 2011). Herhausen, Ludwig, Grewal, Wulf, and Schoegel (2019) sees online brand 

community as a way to connect with customers, which achieves performance benefits, such 

as increased brand patronage, online reputation, and customer spending (Herhausen et al., 

2019). This indicates that online brand communities can be of great value to a brand to 

measure important efforts such as brand relationships, brand loyalty and such. However, 

when it comes to the effect online brand communities can have on the intended brand identity 

there seems to be a gap in the relevant literature. 

  

3.2.1 Definition of an online brand community 

Online brand communities are often described in similar or exact ways as the definition from 

Muniz and O’Guinn (2001) seen in articles such as Gruner, Homburg, and Lukas (2014) and 

Adjei, Noble, and Noble (2010). Wang, Butt, and Wei (2011) describes online brand 

communities as a new type of human community, where brand users with similar interests 

and experiences are brought into a social group, where members can share product 

information, knowledge, experience, and identity (Wang, Butt & Wei, 2011). This definition 

is also aligned with the one from Muniz and O’Guinn. 

  

Less specific on online brand communities is the description of the more general online 

community as presented by Park, Rishika, Janakiraman, Houston, and Yoo (2018). They 
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describe it as a dominant platform for people to form social ties with others and share 

information, interests, and ideas. This definition of an online community connects to both 

Wang, Butt and Wei (2011) and Muniz and O’Guinn (2011) as a relationship is formed 

between consumers, but it also connects to one of the four types of relationships presented in 

the customer-centric model by McAlexander, Schouten, and Koenig (2002).  

 

In the branding literature on online brand communities there seems to be a widespread 

acceptance of using the definition created by Muniz and O’Guinn (2001) even when 

describing online brand communities or the further developed model by McAlexander, 

Schouten, and Koenig (2002). The definition of online brand communities brought forth in 

this thesis is from the perspective of Wang, Butt and Wei (2011), as it relates closely to the 

general understanding of brand communities but provides a greater insight to the specific 

actions that take place in online brand communities that can be helpful in determining 

whether an online brand community exist in regard to this research. 

 

3.2.2 Online brand communities on social media 

Where Muniz and O’Guinn (2001) sees the virtual community as taking place on websites, 

the digital landscape has changed a lot since then. Now online brand communities can 

include platforms, where customers can discuss products, share tips, provide solutions, and 

connect with others (Hanson, Jian & Dahl, 2018), which draws many parallels to the 

functions on social media platforms such as Facebook, Instagram, and Twitter. As the media 

landscape changes, firms are embracing social media to engage with customers (Kumar et al., 

2016). Kumar et al. sends a clear message from their 2016-study; social media marketing 

matters and firms should embrace it to both communicate and nurture relationships with 

customers. When developing a social media community with a dedicated fanbase it 

significantly strengthens the customer-firm relationships – much like described above in 

traditional brand communities (Kumar et al., 2016). As a social media community shares 

many similar traits as an online brand community, it can be possible to draw parallels to these 

two kinds of communities – especially on a brand-owned social media profile. 

 

So, these definitions show that an online brand community consists of an online space, where 

people can “meet up”, talk about products, or feel some kind of belonging to a community, 

where people share similar interests. This can happen several places online - for example in a 

company-driven forum like the French brand, Sephora and their Beauty Insider Community, a 

forum on sephora.com, where Sephora melts together several of their online features, such as 
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a forum, a gallery with user-submitted photos, and their review system (Hou, 2017). But 

social media can also create a similar feeling of an online community, as social media allows 

for both users and for brands to share content with other people - and the use of these social 

networks are still increasing (Zhang et al., 2017). In Denmark, statistics show that in 2019, 

99% of people between 16 and 19 years old were on social media and 94% of those between 

20 and 39 years old (Statistics Denmark, 2020), and the same can be seen in other parts of the 

world. As of April 2020, 3.81 billion people are active social media users, which is almost 

49% of the world’s population (We Are Social, DataReportal, and Hootsuite, 2020). So, 

understanding the role social media can have on a brand is critical to understand, to both 

researchers and managers, as social media marketing provides an opportunity to use social 

media to build relationships with customers, communities, and other stakeholders (Felix, 

Rauschnabel & Hinsch, 2017).  

 

3.2.3 Advantages and disadvantages of online brand communities 

Several advantages have already been mentioned in the paragraphs above, such as how the 

technology allowing online users to use two-way communication to get involved in an online 

community of a certain brand and becoming voluntary brand ambassadors, but also how easy 

it is for brands to reciprocate the efforts made by the customers (Wang, Butt and Wei, 2011). 

Using the online brand communities can become an important part of the customer’s post-

purchase experience and be helpful in building brand relationships and trust, which then leads 

to increased customer loyalty, whilst growing and maintaining customer engagement 

(Hanson, Jian & Dahl, 2018). It can also be of great value in the pre-purchase phase to help 

interpret the brand associations and to create brand awareness (Wang, Butt and Wei, 2011). 

Online brand communities can also create value by not only enhancing the overall customer 

experience for the users of the community, but also use it to test new ideas, collect feedback 

on a brand action, and better understand how the brand is consumed (Swaminathan et al., 

2020). Muniz and O’Guinn (2001) concludes that a powerful sense of community will likely 

lead to greater value to a marketer, than a brand with a weak community (Muniz & O’Guinn, 

2001). 

  

There are many advantages of online brand communities, but the disadvantages should not be 

ignored. First of all, it can be difficult to actually determine whether there exists an online 

brand community in the sense of the definition by Muniz and O’Guinn, as consumers easier 

can be an active part of a brand’s social media presence without actually belonging to the 

community, as described by Muniz and O’Guinn (2001). Muniz and O’Guinn (2001) also 
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sees it as a disadvantage that competitors easily can snoop on other brand communities in 

computer-mediated environments and use this information to sabotage competitors through 

misappropriating the community values and interests (Muniz & O’Guinn, 2001). 

When it comes to controlling not only the online brand community, but also the brand 

identity, customers will become a part of the co-creation of the brand value as they informally 

create the social image for the brand. This means that members actually become co-makers of 

the actual branding strategy making it harder for the company to control not only the 

perceived identity of the brand, but also the intended identity (Wang, Butt and Wei, 2011). 

Adding to this, is how easy customers can share their opinions, whether they are positive or 

negative, which can pose a serious threat to brands as online firestorms can be created with 

only one negative post (Herhausen et al., 2019). If managed correctly, these disadvantages 

should not outweigh the advantages of an online brand community that can increase brand 

trust, brand loyalty, and brand relationships among others. 

3.3 Brand image as the perception of brand identity 

Brand image is a necessary part of the strategic management of a brand in order to create 

value, as the value of a brand arises from their proficiency in gaining an exclusive and 

positive meaning in the minds of consumers (Kapferer, 1997), and communicating this brand 

image to the target segment has been regarded as an important marketing activity for many 

decades now (Park, Jaworski & MacInnis, 1986; Keller, 1993). Looking further into the 

literature, brand image also has an important impact on the brand equity (Keller, 1993). 

Creating a sustainable and beneficial brand image consists of selecting a general brand 

concept (functional, symbolic, or experiential), and then making sure that the chosen concept 

is introduced, elaborated, and fortified over time. Doing this means that a brand image can 

have a lasting effect on both the life of the brand and when introducing new products (Park, 

Jaworski & MacInnis, 1986).  

 

Brand image can be managed on its own as a tool to enhance a brand’s market performance 

(Park, Jaworski & MacInnis, 1986), in relation to measuring the brand equity (Keller, 1993), 

or in understanding its relationship with brand identity in an effort to create a congruent 

brand vision. Aaker (1996) and Kapferer (1997) presents their general ideas in their books on 

brand building and strategic brand management.  
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3.3.1 Brand image definition 

Even though brand image has been recognized as an important marketing concept for years, a 

clear definition has been less agreed on. Keller (1993) defines brand image as perceptions 

about a brand as reflected by the brand associations held in consumer memory consistent with 

previous definitions (Keller, 1993). In that sense, brand image is the meaningful organisation 

of the associative memory network (Chan, Boksem & Smidts, 2018). However, in more 

recent times, Aaker (1996) and Kapferer (1997) seem to present the essential definitions to 

understand this concept, which will be explored further in this section.  

 

Aaker (1996) presents brand image as the way in which consumers and others perceive a 

brand (Aaker, 1996). He defines brand image as something that is usually passive, as it looks 

to the past, while it also tends to be tactical as opposed to strategic (Aaker, 1996). This is 

further acknowledged by Kapferer (1997), who defines brand image as the way that certain 

groups perceive products, brands, or companies, “The image refers to the way in which these 

groups decode all of the signals emanating from the products, services and communications 

covered by the brand.” (Kapferer, 1997, p. 94). Furthermore, he describes brand image as 

being on the receiver’s side, as opposed to the sender’s side, which is in relation to his 

definition. In conclusion, these fundamental concepts find that brand image is defined as the 

way that a brand or company is actually perceived by the receivers or consumers. 

3.4 The benefits of a distinct brand identity  

Brand image and brand identity are closely connected in relation to managing brands but are 

still very different from each other. It is therefore very important to make a clear distinction 

between these two concepts. Just like brand image, brand identity is an important part of 

building and managing brands, in order to create value. Furthermore, it is essential to a 

brand’s strategic vision (Aaker, 1996) as well as the goal of the brand that it is different from 

other brands, but also resistant to change (Kapferer, 1997). What gives a brand its uniqueness 

and distinctiveness is both what reflects and defines its identity (Spiggle, Nguyen & 

Caravella, 2012) and helps in creating an illusion of difference between competitors and be 

considered as a part of consumption symbols – a person may know more about a brand and 

product, than what he has actually used (Bogart & Lehman, 1973). A brand identity should be 

allowed to be a dynamic concept that is flexible in responding to market changes and letting 
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the brand evolve with it (Da Silveira, Lages & Simões, 2013). In short, a brand identity is 

what the branded entity really is (Stern, 2006). 

  

A clear brand identity can be an important asset in several branding aspects, such as creating 

a coherent brand identity in plural markets (Ertimur & Coskuner-Balli, 2015), for franchisers 

building a brand identity that differentiates the opportunity and resonates with the target 

market (Zachary, McKenney, Short, Davis & Wu, 2011), and to understand how consumers 

potentially incorporate the attributes of a brand identity into their own self-identity (Lam, 

Ahearne, Mullins, Hayati & Schillewaert, 2013). 

 

3.4.1 Brand identity definition 

Like the brand image literature, Aaker (1996) and Kapferer (1997) present fundamental 

definitions for the brand identity literature in order to understand this concept.  

 

Aaker (1996) explains brand identity as something that provides a direction for the brand, but 

also purpose, and meaning, “Brand identity is a unique set of brand associations that the 

brand strategist aspires to create and maintain.” (Aaker, 1996, p. 68). Brand identity is 

therefore defined as what represents the basic characteristics of a brand that will persevere 

over time (Aaker, 1996). For that reason, it is described as a central part of brands’ strategic 

vision, but also as something active that should look to the future, which is the opposite of 

what he presented for brand image (Aaker, 1996). Furthermore, Aaker believes that brand 

identity should help in establishing a relationship between a brand and their consumers 

(Aaker, 1996). This is consistent with the definition presented by Kapferer, who depicts 

brand identity as having a goal that differs from other brands’ that are also resistant to change 

over time (Kapferer, 1997), which mean that brand identity defines what needs to stay the 

same and what is free to be changed (Kapferer, 1997). Kapferer defines brand identity as the 

meaning, aim, and self-image of a brand, and explains that it is necessary to know what to 

project before projecting it (Kapferer, 1997). Kapferer explains that brand identity precedes 

brand image, as the image received by the consumers are based on their interpretation of 

meanings and signs communicated by a brand, where these meanings and signs come from 

the brand identity that a brand is trying to portray. This is why Kapferer defines brand 

identity as being on the sender’s side (Kapferer, 1997). In conclusion, these two fundamental 

concepts find that brand identity is defined as how a brand wants to be perceived by the 

receiver or consumer based on the communication that a brand is sending.  
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3.4.2 The correlation between brand identity and brand image  

Brand identity and brand image is closely connected, but it is important to distinguish 

between the two. As Aaker (1996) and Kapferer (1997) both present brand image as a way, in 

which consumers and others perceive a brand through decoding all the signals coming from 

the products, services, or communications covered by the brand. The brand image also exists 

between the perceived brand image and one’s own personal identity making the perceived 

brand image different from person to person (Stern, 2006).  

  

Brand identity on the other hand, is defined as how the brand wants to be perceived by the 

consumers or others through different associations the brand aspires to create – for example 

through their communication (Kapferer, 1997; Aaker, 1996). This can also be referred to as 

the intended brand identity, as it is what the brand intends for the identity to be. 

 

In other words, the intended brand identity is what the brand aspires to communicate to 

consumers and others, who come across the brand. It is the brand identity that brands have 

created for themselves and the identity that they want people to experience. On the other 

hand, the perceived brand image is how people understand this intended brand identity. It is 

the image that they have of the brand, based on what the brand is trying to convey. The 

intended brand identity is what brands want to send out to people, while the perceived brand 

image is how the brand identity is perceived and how every person understands this intended 

brand identity.  

  

The brand image can provide an existing brand with useful and necessary information and 

help them to understand how the brand is actually perceived. This can be used in their own 

development of their brand identity, which will be the intended identity (Aaker, 1996). In 

situations where the brand has not developed an intended brand identity, a perceived brand 

image will still exist, as this is created in the minds of the consumers. A brand should 

however always be careful not to use the perceived brand image as the intended brand 

identity, also referred to as the brand image trap. The brand image should instead give 

insights to be considered, when creating and maintaining an intended brand identity (Aaker, 

1996).  
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As the brand image and brand identity show two different sides of a brand’s identity, the 

perceived and the intended, they become helpful when used together to get a better 

understanding of how a company can build or maintain a strong brand.   

 

3.4.3 Importance of brand identity and brand image for companies 

As mentioned in the definition of brand identity, it is an integral part in a brand’s strategic 

vision (Aaker, 1996), as many brands are unaware of who they are and what they stand for, 

which makes it difficult to define their uniqueness compared to other brands (Kapferer, 

1997). It is therefore important to define the identity of the brand, as this makes it possible to 

answer strategic questions such as, “Does the advertising campaign suit the brand? Is the 

opportunity for launching a new product inside the brand’s boundaries or outside? How can 

the brand change its communication style, yet remain true to itself?” (Kapferer, 1997, p. 90), 

which are essential requirements to efficient brand management of a company (Kapferer, 

1997). This further relates to the importance of brand identity, in order to differentiate the 

brand from others, as well as managing the brand effectively (Da Silveira, Lages & Simões, 

2013).  

 

As brand image refers to the perceived image of brands (Nandan, 2005), it is said to be on the 

receiver’s side of communication, as this is the image that the consumers interpret the brand 

to represent. It is therefore an important aspect for companies to understand, as this will show 

whether their communication efforts are working in their favour or displaying something that 

is far away from their intentions. Furthermore, it is important for brands as they are able to 

shape the way that the brand is being perceived, if they manage to communicate a coherent 

message in all their branding and marketing efforts.  

 

As brand identity and brand image are two concepts that are very closely related, it is 

important to consider both of them together, as they are essential in order to create strong 

brands that are successful in communicating their identity in order to create understanding 

and appreciation from the consumers (Nandan, 2005). Furthermore, these two concepts are 

integral parts in ensuring value creation for both the company and the consumers, as a 

congruence between them can differentiate the brand from competitors and thereby lead to 

greater brand loyalty “Congruency between image and identity implies that the consumer has 

great understanding of (and agreement with) the brand message and is, therefore, likely to be 

loyal to the brand” (Nandan, 2005, p. 271). It is therefore important for brands to create 
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congruence between brand identity and brand image in order to build and also maintain brand 

loyalty (Nandan, 2005).  

3.5 Presentation of brand identity models and theories 

To understand the alignment of the intended brand identity and the perceived brand image for 

the two chosen beauty brands, different brand identity models must be considered before 

choosing a specific model that will assist in answering the research question, as it should be 

able to touch upon the connection between the two concepts.  

 

The first model to be considered is the ‘Four brand identity perspectives’ introduced by 

Aaker (1996). Aaker presents four brand identity perspectives that can help to ensure that a 

brand identity has depth and texture. The four perspectives include brand as: a product, an 

organization, a person, and a symbol. These four perspectives can assist in clarifying and 

differentiating the identity, as they are able to consider different elements and patterns to the 

brand (Aaker, 1996). In terms of brand identity, it is not necessarily essential to employ all or 

some of the perspectives, as one alone could be effective for some brands “Each brand 

should, however, consider all of the perspectives and use those that are helpful in articulating 

what the brand should stand for in the customer’s mind” (Aaker, 1996, p. 78). Each of these 

four perspectives: brand as product, brand as organization, brand as person, and brand as 

symbol consists of different brand elements that make up that perspective (Aaker, 1996).  

Aaker’s ‘Four brand identity perspectives’ is a very intricate model that considers many 

different ways of branding your identity. It is very beneficial, when a brand wants to build 

their identity around a particular part of the brand. This can be beneficial, when consumers 

need to distinguish between many brands offering the same product/service, as it creates a 

very specific recall in the mind of the consumer. This enables brands to mold their identity to 

their individual preference, which distinguishes this model from others in the same field. 

However, this model does not take the consumer into consideration, when developing the 

brand identity - and that can cause a disruption in the alignment between the brand’s identity 

and image. 

 

Another model to consider, when researching brand identity is the ‘brand identity prism’ 

presented by Kapferer (1997) that represents six different facets of brand identity shown in a 

hexagonal prism. The six facets illustrate the perspective of the sender and receiver, as well 

as the internalisation and externalisation of a brand. All these different facets should be 
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connected to create a structured and consistent brand. The six facets reflect the brand’s 

physique, personality, culture, relationship, reflection, and self-image (Kapferer, 1997). 

Kapferer (2012) argues that to become an engaging brand, a brand must not be hollow, but 

have inner inspiration, while also having character and their own beliefs, and as result of this 

help consumers discover their own identity (Kapferer, 2012). In comparison to the model 

presented by Aaker, the ‘brand identity prism’ does not take specific factors like product and 

symbols into consideration, as it focuses more on the general sense of the brand, as well as 

the receivers’ side (the consumers side). Kapferer’s ‘brand identity prism’ has a strong 

advantage in focusing on both external and internal perspectives, while also having both the 

sender and receiver in mind. This gives a good picture of the overall brand identity that the 

brand is trying to project, as well as the brand image that the receiver will experience. 

However, this model was originally developed in 1986, which was a very different marketing 

environment than today and was therefore not developed with the knowledge of the digital 

sphere that many brands are focusing on nowadays.  

 

De Chernatony (1999) also conceptualizes a model, where the brand’s identity in terms of the 

vision and culture is central, and is the driver behind the desired positioning, personality, and 

the subsequent relationships which then all are presented to reflect stakeholders’ actual and 

aspirational self-images (De Chernatony, 1999). Compared to the previously presented 

models this model sees the employees as an important part of the brand building process, as 

they through their roles are delivering the brand’s identity, which is essential in physical 

settings, for example if the brand has their own stores. As this thesis touches on the online 

development of the brand’s identity through online brand communities, very few employees 

are actually a part of this development of identity and therefore, this model is not taken into 

consideration.  

 

Others have also touched on the brand identity through various frameworks, such as an 

identity-based brand equity model by Burmann, Jost-Benz and Riley (2009), where an 

integrated approach is used to include the employees as an important source for brand equity 

(Burmann, Jost-Benz and Riley, 2009), a model by Orazi, Spry, Theilacker and Vredenburg 

(2016) mapping the complex network of multi-stakeholder interactions that can threaten the 

alignment of brand identity and brand image (Orazi et. al, 2016), and a reconceptualisation of 

the brand identity in a dynamic environment by da Silveira, Lages and Simões (2013), where 

consumers are taken into context as they along other influencing inputs make a dynamic and 

constructed over time brand identity (da Silveira, Lages & Simões, 2013). These models or 
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frameworks all touch upon the importance of alignment of the brand identity and brand 

image, however their findings lack influence in the world of marketing and therefore are not 

used in this thesis.  

 

After considering multiple models, frameworks, and theories it has led to the conclusion that 

the ‘brand identity prism’ by Kapferer from his 1986, but found in this research found in the 

1997 publishing, is the most relevant model to make use of in this thesis, as it includes both a 

picture of the sender and the receivers’ side of the brand identity, and it gives a good 

understanding of the overall brand identity. Additionally, it displays a good distinction 

between different facets of a brand, which can provide an understanding of the most 

important facets to consider, when trying to create a brand image that is aligned with the 

brand identity. Furthermore, Kapferer (1997) is widely accepted as the main source, when it 

comes to understanding the brand identity and brand image (de Chernatony, 1999; da 

Silveira, Lages & Simões, 2013; Robichaud, Richelieu & Kozak, 2012). Though the model 

originates from 1986, it is still widely used today and can easily be adapted to the digital 

environment, as the facets are very general, and therefore are able to include the digital parts 

of the facets. As the ‘brand identity prism’ has been chosen as the fundamental model in this 

thesis, it will be further discussed in the following section.  

 

3.5.1 The Brand identity prism presented by Kapferer  

Kapferer (1997) presents six different facets of identity, in order to become or stay a strong 

brand. These facets are shown in a hexagonal prism, which represents brand identity, and 

forms the ‘brand identity prism’ (Kapferer, 1997). These six facets in the brand identity prism 

shows the internalisation and externalisation of the brand from both the senders’ and 

receivers’ perspectives (Kapferer, 1997). Internalisation refers to the characteristics that 

describe facets, which makes up the brand from within. It is something that consumers might 

not know from just looking or seeing a brand for the first time, but these are the facets that 

make up the core of the brand. Externalisation on the other hand, is the facets that are directly 

visible to the consumers and what they try to project. The six facets include: physique, 

personality, culture, relationship, reflection, and self-image (Kapferer, 1997). All these facets 

are interrelated and play a part in creating a well-structured entity. The prism is visualized 

below in figure 1. 
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  Figure 1: ‘Brand identity prism’ presented by Kapferer (1997) 

 

The first facet describes the ‘physique’ of a brand, which include the physical qualities like 

the ‘salient objective features’ and ‘tangible added values’ (Kapferer, 1997). According to 

Kapferer (1997), the physique is essential to a brand, but not everything. It is the first step 

that must be considered, where questions like “What is it concretely? What does it do? What 

does it look like?” should be asked when a brand is developed, as they must define their 

physical appearance (Kapferer, 1997).  

 

The second brand identity facet is the ‘personality’. This describes how a brand essentially 

has a personality that is built through their communication about their products, as this shows 

people what kind of personality it would have if it was a real person (Kapferer, 1997). This 

facet has mainly been focused on in advertising, where the simplest way is to acquire a 

spokesperson, whether this be symbolic or real, as it instantly gives a brand some personality 

(Kapferer, 1997).  

 

The third facet describes how a brand has its own culture that sets the basis for every product 

that is developed. This refers to their set of values that provide inspiration for a brand, but 

also the principles that determine the outward signs in their products and communication 

(Kapferer, 1997). Furthermore, this facet is at the core of the brand, as this is what separates 

brands that operate in the same industry and market (Kapferer, 1997). It refers to the values 

that shine through in the products and how these values differentiate themselves from brands 

that have similar physiques in terms of their products (Kapferer, 1997).  

 

The fourth facet in the ‘brand identity prism’ describes brands, as being relationships. This 

stems from the fact that brands are at the core of transactions and interactions between 

people. This facet refers to the type of relationships that brands can represent with their 
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products and advertisements (Kapferer, 1997). A brand should therefore be easily connected 

to what they are trying to represent and should be able to convey this relationship to the 

consumers, so that they feel the relationship with the brand. 

 

The fifth facet in the prism refers to brands as a reflection. Through communication and the 

products that a brand has to offer, a reflection or image will be constructed over time as to 

reflect the consumer “Because its communication and its most striking products build up 

over time, a brand will always tend to build a reflection or an image of the buyer or user 

which it seems to be addressing.” (Kapferer, 1997, p. 103). Because of this, this facet is often 

mixed together with a target audience, but should definitely be separated, as “the customer 

should be reflected as he/she wishes to be seen as a result of using a brand. It provides a 

model with which to identify.” (Kapferer, 1997, p. 103). As such, the consumers will make 

use of brands to build their own identity, which is why it is important for brands to control 

their reflection and to portray their consumers in a flattering way (Kapferer, 1997).  

 

The sixth and last facet describes how a brand speaks to the self-image of the consumer. It 

refers to the consumers’ internal image, and how they would identify themselves because of 

the brand (Kapferer, 1997). Furthermore, they develop a certain type of inner relationship 

with themselves that also plays a part, when they meet other consumers “In promoting a 

brand, one pledges allegiance, demonstrating both a community of thought and of self-image, 

which facilitates or even stimulates communication.” (Kapferer, 1997, p. 104).  

 

In conclusion, the brand identity prism is made up of six facets that define the identity of a 

brand. It is represented by external and internal factors, as well as both a sender and a 

receiver. It is said that there is a sender behind any type of communication that can be real or 

made up, as the communication creates an image of the speaker or sender that conveys it to 

the consumers (Kapferer, 1997). In this case both physique and personality is what helps to 

define the sender. Furthermore, a recipient or receiver is developed through every form of 

communication, as the communication will make it seem like a certain type of person or 

audience is being addressed (Kapferer, 1997). In this case, it is the reflection and self-image 

that helps to describe this receiver. And lastly, relationship and culture are the facets that help 

to bridge the gap between the sender and the receiver (Kapferer, 1997).  
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3.6 The link between online brand community, brand identity and brand image 

Brand identity and brand image can be said to be very closely connected, as they both 

describe the representation of the brand. Brand identity describes the perception of the brand 

that they want to reflect, while brand image is connected to the perceived image of the brand 

from the consumers’ perspective (Kapferer, 1997; Aaker, 1996). They can therefore be 

defined as important brand management parts that not only affect each other, but other 

aspects of a company. Consequently, these two concepts can be connected to the 

phenomenon of online brand communities, as this creates the opportunity to establish a close 

connection between brand and consumer (Hanson, Jian & Dahl, 2018; Herhausen et al., 

2019). This close connection can become an important part of the consumer’s post-purchase 

consumption journey, as brand relationships and brand loyalty are built online in these times 

(Hanson, Jian & Dahl, 2018) and hopefully provide a better connection for the alignment of 

the intended brand identity and the perceived brand image. An alignment of the intended 

brand identity and perceived brand image will likely lead to stronger brands that are able to 

differentiate themselves from their competitors and create brand loyalty (Nandan, 2005). As a 

result of this potential alignment between brand identity and brand image through online 

brand communities, it is possible to create a better understanding of the brand identity, as 

well as brand relationships, brand trust, brand patronage, online reputation, and satisfaction. 

(Hanson, Jian & Dahl, 2018; Brodie et al., 2013; Herhausen et al., 2019). Furthermore, 

brands are able to create a connection to their consumer in such a way that they become 

invested in the brand. This can result in different scenarios such as creating consumers, who 

act as ambassadors, who recommend the brand at any time to people they know, as well as in 

the community, or on the internet.  

 

However, as online brand communities and its effect on consumer engagement is still an 

emerging area of research in the marketing literature (Hanson, Jian & Dahl, 2018) and a lack 

of research has been done on the connection between the phenomenon and the two concepts, 

this thesis will try to provide an understanding of the effect online brand communities can 

have on creating alignment between brand identity and brand image. Hopefully by being a 

part of an online brand community, community members will have a better relationship with 

the brand leading to alignment between the concepts and therefore, brand loyalty (Hanson, 

Jian & Dahl, 2018), which creates overall value for the company (Nandan, 2005).  
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3.7 The growth of the beauty industry 

The beauty industry is a multi-billion industry worldwide consisting of products in different 

categories such as fragrances, cosmetics, and toiletries. This includes products ranging from 

haircare, skincare, sun care, makeup, bath, and shower products to men’s grooming products 

(Jones, 2011a). The beauty industry alone has gone from a retail market of $382 billion in 

2010 to $532 billon in 2019 (Jones, 2011a; Yau, 2019), and as an industry is it one of the 

most profitable in America – only behind pharmaceuticals and software and far above the 

average of all industries (Jones, 2011a).The five biggest beauty manufacturers globally are 

L’Oréal, Unilever, Estée Lauder, Procter & Gamble, and Shiseido (Beauty Packaging, 2019).  

 

Traditional beauty products were created from local knowledge and said to have healing 

properties made from plants, flowers, and herbs – today this has grown into a global industry 

that in many instances is first-movers – such as having celebrities as spokes-people and 

advertisements focused on technological breakthroughs, such as having the one face cream 

that can make all your wrinkles disappear (Jones, 2011a). Women are still by far the most 

important consumers of the beauty industry and while that can lead to discussions and 

critique of an industry, based on how people and particular women should look (Jones, 

2011a). But overall the beauty industry is based on aspiration and giving individuals a chance 

to change the look and feel of themselves in a world with relatively homogenous features 

(Jones, 2011b). 

  

As the beauty industry has seen such a massive growth over only a decade, many things have 

also changed in the markets available. An example is how a couple of decades ago practically 

no cosmetic products were available in China – today China is the second largest market for 

beauty products in the world and Chinese people are just as interested in the latest trends, as 

their peers in the Western world. In fact, three of the top five markets today are not even 

Western, consisting of China, Japan and Brazil (Jones, 2011a; Cosmetics Business, 2018). 

Today, especially the growth of direct-to-consumer beauty brands, such as Glossier and 

millennials dominating the target market is having an impact on the continuous growth of the 

beauty industry (Yau, 2019).  

 

3.7.1 Digitally-native beauty brands and online brand communities 

One of the reasons that the beauty industry is still growing continuously can be related to 

both new platform entities for brands, such as direct-to-consumer and digitally native brands, 
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where information and products are available through digital and mobile channels 

(Swaminathan et al., 2020). Especially the digitally native brands are appealing to 

millennials, who’s purchasing power is one of the factors of the growing beauty industry 

(Park et al, 2018; Yau, 2019). The direct-to-consumer brands leverage hyperconnectivity by 

not only selling their products online, but actually trying to provide a distinct brand 

experience that sets the brand apart from their brick-and-mortar competitors. A great example 

of this is Glossier that aims to make customers an integral part of the buying experience, by 

incentivising the customers to share their Glossier brand experiences with their own followers 

across social media channels, such as Instagram – in doing that, the network of customers 

become evangelists for the brand (Swaminathan et al., 2020). Branded communities also 

create a platform, where information and positive word-of-mouth about new products or 

other brand related activities can spread much quicker through social media and buying 

platforms, where it can reach the world in minutes (Swaminathan et al., 2020). 

  

Digitally-native beauty brands also have the potential of leveraging on the easy established 

online brand communities, as mentioned previously in this chapter. As 37% of global beauty 

buyers discovered a new beauty brand or product through ads on social media and 33% 

through recommendations or comments on social media (GlobalWebIndex, 2019), a new type 

of brand community appears on social networks, such as Instagram. On Instagram digitally-

native beauty brands can create platforms, where brand experience is enhanced but also a 

digital place, where brand relationships are built (Hanson, Jian & Dahl, 2018), brand 

awareness is created (Wang, Butt & Wei, 2011) and in the end create a greater value of the 

brand in a marketer’s understanding (Muniz & O’Guinn, 2001).  

 

In short, Instagram can be defined as a platform with many opportunities for beauty brands to 

establish their own online brand community. It can already be seen that some brands leverage 

on this community presence, but research has yet to be done in order to investigate this 

phenomenon in regard to the beauty industry and the relation to the concepts. Furthermore, 

research in this area would benefit both brands already making use of the phenomenon and 

brands, who might be looking into this. It would therefore be useful for these brands to 

actually know whether or not the phenomenon can be effective in helping to create alignment 

between brand identity and brand image.  
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3.8 Conclusion of the literature review  

The purpose of this chapter was to create a foundation for the understanding of the 

phenomenon of online brand communities and the concepts of brand identity and brand 

image. This chapter was divided into sections to present each of the previously mentioned 

topics, as well as including the beauty industry. The sections were divided into brand 

community, online brand community, brand image, brand identity, the link between the three 

and lastly, the beauty industry as a choice of topic for this thesis. The most important findings 

are provided in table 1 to give a quick overview of what the researchers intend to use 

primarily throughout the thesis.  
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Authors Titel Findings 

Brand community 

 

 
 
 
Muniz & O’Guinn (2001) 

 

 
 
 
Brand community  

Introduced the idea of brand 

communities and presented a 
definition: “a specialized, non-
geographically bound community, 
based on a structured set of social 
relationships among admirers of a 

brand.”. 
 
In addition they presented the 
consumer-brand-consumer triad.  

Online brand community 

 

 
 
 
Wang, Butt & Wei (2011) 

 

 
My identity is my membership: A 
longitudinal explanation of online 
brand community members’ 

behavioral characteristics 
 

Focus on the online brand 

community and defines it as: a new 
type of human community, where 
brand users with similar interests 
and experiences are brought into a 

social group, where members can 
share product information, 
knowledge, experience, and 
identity.  

Brand identity  

 

Aaker (1996) 

 

Building Strong Brands 

Defines brand identity as something 

that provides a direction for the 
brand, as well as purpose and 
meaning.  

 
 

Kapferer (1997)  

 
 

Strategic Brand Management 

Defines brand identity as the 
meaning, aim, and self-image of a 

brand and explains that it is 
necessary to know what you want to 
project before projecting it.  

Brand image 
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Keller (1993)  

Conceptualizing, Measuring, and 
Managing Customer-Based Brand 
Equity. 

Defines brand image as the 
perceptions about a brand reflected 
by the brand associations held in the 

consumer memory.  

Brand identity prism  

 
Kapferer (1997) 

 
Strategic Brand Management 

Presents a brand identity prism that 
includes six facets that describes 
brand identity. 

Table 1: Overview of definitions used in this thesis   
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4. Findings 

These secondary data findings will consist of two main parts that will be based on the ‘brand 

identity prism’ by Kapferer (1997) presented in a previous section. Before the actual findings, 

Instagram as a social media platform and the two chosen brands, Glossier and The Ouai are 

introduced to understand, whether or not these online brand communities form on Instagram 

and more concretely, if they form through the online channels of Glossier and The Ouai. 

Then the secondary data findings will look into the brand identity of the two chosen brands 

through the use of Kapferer’s ‘brand identity prism’ to understand how Glossier and The 

Ouai want their brands to be perceived. Lastly, the primary data findings will be brought 

forth to investigate the members participation in the online brand communities, and their 

understanding of the brand identity of Glossier and The Ouai.  

4.1 Online brand communities on Instagram 

This section will look into the existence of online brand communities on Instagram, in an 

attempt to determine whether or not these communities exist on the social media platform. 

The two brands chosen for this thesis are also introduced through secondary data findings and 

marketing intelligence on their publicly available data collected from their social media 

profiles and websites.  

 

4.1.1 The existence of online brand communities on Instagram 

Online brand communities on social media and their importance on building relationships 

with both customers and communities have previously been described in this thesis. But 

social media comes in many different forms, and it can be complicated and costly for a brand 

to navigate them all. For the purpose of this research a single social media platform is chosen 

to make the results more concrete and easier to interpret. 

 

The three most popular social media platforms in Denmark in 2019 were Facebook, Youtube, 

and Instagram (AudienceProject, 2019). Instagram is different from other platforms as many 

people on there are open to follow brands (42% of users) compared to Facebook, where 86% 

of users use the platform to follow the lives of their friends and family and Youtube where 

90% use it as an entertainment platform (AudienceProject, 2019a; AudienceProject, 2019b; 

AudienceProject, 2019c). When users are more open to use the platform to follow and engage 

with brands, it indicates an emergence of a brand fan culture, where users can connect with 

brands that they purchase from. Brands that easily can leverage from this are digitally-native 
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beauty brands that use the social media platform, as a way to create a more distinct brand 

experience (Swaminathan et al., 2020). Therefore, Instagram has been chosen as the most 

relevant social media platform for this study, as the researchers want to discover how users of 

a social media platform relates to a brand through the use of brand identity and brand image.  

 

To determine if there actually exist online brand communities on Instagram, the definition of 

an online brand community, and the more general definition of a brand community are taken 

into consideration. Wang, Butt, and Wei (2011) describes online brand communities as a new 

type of human community, where brand users with similar interests and experiences are 

brought into a social group, where members can share product information, knowledge, 

experience, and identity (Wang, Butt & Wei, 2011), while Muniz and O’Guinn (2001) has a 

broader definition, where the brand community is bounded in social relationships among 

admires of a brand and is specialized, because it is centered around a specific brand or 

product (Muniz & O’Guinn, 2001). So, to determine if there is an online brand community, 

there needs to be some sort of social group, where members share these conditions facilitated 

to at least some extent by the brand itself.  

 

The engagement that happens between both the fans of the brand, and between the brand and 

the consumers are important factors in determining this relationship. A relationship demands 

that the fan at least follows the brand on Instagram and shows some engagement in either the 

form of likes, comments, or both. However, the fan also needs to have a relationship with 

other fans of the brand – again, either through likes, comments, or both. In doing so, they are 

able to share product information, knowledge, and experience (Wang, Butt & Wei, 2011).  

A way to determine if a brand potentially has an online brand community is through their 

amount of followers, how many times their products have been “tagged” with the hashtag of 

the brand, and if the fans feel like there is a connection to other fans. The brand does not 

necessarily have to be the facilitator of the community, but they have to take part in it to 

some extent. For example, by answering comments from their fans or liking content produced 

by the fans. Where some of it is easy to find and analyse - for example a comment on a 

brand’s Instagram profile, others are harder - for example, to determine if a member feels like 

a part of the community.  

The type of engagement that exists in an online brand community can vary in importance. 

Therefore, table 2 provides an overview of the different types of engagement, a definition, 

and how the level of engagement is perceived by the researchers. This is helpful in evaluating 

the six interviews conducted with what the researchers see as members of an online brand 
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community. 

 

Type of engagement Definition Level of engagement 

Likes Liking a picture from a brand 
profile or another member’s 

personal profile. 

Low 

Comments / tagging Commenting / tagging friends on 
posts by brand or fellow members.  

Medium - High  

Sharing of content Sharing content with a brand on a 
personal profile. 

High 

Table 2: Overview of the types of engagement that exists in an online brand community and their importance.  

 

4.1.1.1 Online brand communities for Glossier and The Ouai 

The focus of this thesis is on two brands, where the researchers saw a potential of an already 

existing online brand community. Both belong to the digitally-native beauty brands 

introduced in the literature review and both have the potential to leverage on easy established 

online brand communities. 

 

The first brand chosen is Glossier, an American beauty company founded in 2014 with the 

primary focus of putting their customers first by creating the products people ask for 

(Glossier - About, n.d.). They have a strong Instagram following of 2.8 million people, an 

average of around 560 comments on their posts, and over 600.000 posts with their hashtag 

#Glossier used by fans and consumers. On the posts, Glossier shares, many actions take 

place. From followers writing comments directly targeted at Glossier and Glossier answering 

them, whether the question is about delivery issues or choosing the right product, followers 

reaching out to other followers asking them to recommend a product or a certain colour 

choice and lastly, followers “tagging” their friends in the post to show the products to them. 

Glossier also has posts encouraging a conversation with their followers - for example using a 

picture that says “Question: have you been getting stress pimples? Thoughts/stories/advice?” 

(Appendix 5), where the followers engage directly with Glossier. In general, there seems to 

be a sort of community on the Instagram profile of Glossier. Examples of these actions are 

shown in Appendix 5.  

Looking further into the community away from the brand owned Instagram profile, it is clear 

that there is some sort of relationship between fans of the brand. Two examples are provided 
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in Appendix 5, where two profiles share their new Glossier products - one specific to the Boy 

Brow and one just showing off their newest purchase. Both provide examples of fans 

engaging with each other through comments such as “I need to try this brow gel”, “I love 

boy brow !! So easy to use”, and “Love glossier! These look great”. These examples can 

easily be found through the use of the #glossier hashtag and shows a quite developed online 

brand community with the definition in mind.  

 

The second brand is The Ouai, a haircare brand founded in 2016 (Earle, 2018). The Ouai 

wants to give realistic goals that the average woman can achieve, while looking good enough 

for Instagram (The Ouai - About, n.d.). They currently have 1.1 million followers, an average 

of around 110 comments on their more recent posts, and around 73.000 posts with their 

hashtag #Ouai and 31.000 posts with #TheOuai that are used by their fans, followers, and 

consumers. The posts The Ouai share on their brand profile often consists of content created 

by followers or consumers of the brand, which is often appreciated by the fan, for example by 

replying to their own picture with “Faves ever” or “omg!! thank you for sharing!!”, as seen in 

Appendix 7. So, for fans or followers creating content with The Ouai products there is an 

added bonus in potentially being reposted on the brand’s profile, which seems to be valued as 

a positive outcome. The Ouai also engage a lot with comments – replying to followers on 

their own page, where they answer their followers’ questions regarding restocking of 

products, but also sometimes just leave a heart-emoji as a reply. The Ouai also engage with 

content shared on the followers' own profiles and in many cases leave a comment such as 

“OUAI grateful for your [heart-emojis]'' or “Yay! We’re so happy you’re loving it” often 

resulting in a reply from the follower appreciating their comment. Examples of these actions 

The Ouai take on Instagram can be found in Appendix 6. When looking into the community 

feeling of The Ouai fans and followers, there seems to be a great interest in sharing opinions 

and desires surrounding The Ouai products. Comments like “I need them” or “Such a god set. 

I need to try more Ouai products!!” shows that there definitely is some sort of community 

feeling, where people following each other on social media take part in different 

conversations about the products. Examples of this can also be found in Appendix 7. 

  

Through these findings of the two brands, the brands are considered to be at least some sort 

of elicitors of an online brand community surrounding their brand in regard to the definition 

provided by Wang, Butt, and Wei (2011). There is an engagement between both fans of the 

brand and between the fan and the brand itself, eliciting a sort of relationship through likes, 

comments, and even content creation. It does not only take place on their own brand profiles 
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but can be seen all throughout Instagram and especially through their respective hashtags, 

#theouai (#ouai) and #glossier. This correlates very well with the description of an online 

brand community, where brand users share similar interests and experiences through the 

sharing of product information, knowledge, experience, and identity (Wang, Butt & Wei, 

2011).  

4.2 Secondary findings of the brand identity of Glossier and The Ouai 

The findings of the brand identity of Glossier and The Ouai will be based on the ‘brand 

identity prism’ presented by Kapferer (1997). All the information will be found through the 

two brands’ websites and their different social media channels and put into the model of the 

‘brand identity prism’. The secondary findings will be explored first to create a foundation 

and understanding of the two brands identity, while avoiding bias from the primary findings, 

as they consist of interviews with members of the online brand community.  

 

4.2.1 Glossier  

4.2.1.1 Physique  

In order to understand the brand identity of Glossier, the first facet of the brand identity prism 

‘Physique’ will be analysed. According to Kapferer (1997) this facet is described as the 

physical qualities that a brand possesses, as well as answering the questions of “What is it 

concretely? What does it do? What does it look like?” (Kapferer, 1997). The physique of a 

brand is what immediately comes to mind, when you think of a certain brand and is both the 

backbone and a tangible added value (Kapferer, 1997). So, the physical qualities of Glossier’s 

products have to be determined in a way to see the brand’s aspirations and how it wishes to 

be perceived as a part of the intended brand identity. When looking at the physical aspects of 

Glossier and their offerings, it is more about standing out and being able to differentiate a 

product from Glossier from its competitors.  

  

Glossier has a very minimalistic approach to their products’ packaging with most of them 

being in pastel-coloured packaging and include the brand name written in a minimalistic font. 

Glossier seems to value their brand name, as the strongest physical feature, when it comes to 

the recognition of the brand’s products. The logo of Glossier is such a strong asset that they 

even use it to create merchandise products, such as baseball caps, sweatshirts, and a water 

bottle.  
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A part of the brand identity is using minimalistic packaging in soft pastel colours, as an 

approach to capture the eye of the typical young woman and can be seen as the brand’s 

aspirations as something soft and feminine. An example of this is their mascara, “Lash 

Slick”, that in an atypical way is their signature soft bubblegum pink colour compared to 

other offerings on the market that most often are in black packaging to fit the colour of the 

actual product inside (Appendix 7). This signature soft pink colour is visual on their website, 

social media, and even in the packaging they sent orders out in – where the inside of the card 

box is pink, and the products arrive in a pink Ziploc bag. Along with the use of the soft pink 

colour, all the products have soft, organic forms giving a very feminine look to the products. 

 

It seems however, that Glossier is moving towards a bit more adventurous makeup with more 

colours that they are showcasing on the frontpage of glossier.com and on their Instagram 

profile. So, they may be moving towards a more colourful universe than the very minimalistic 

pink, white and black that most of their products are based on. But overall, the soft pink is 

still the most important colour in their identity. For an overview see Appendix 7. 

 

4.2.1.2 Personality  

The personality of the brand is built by the communications that gradually build a character, 

the customer can relate to in some way or another. The easiest way to create a personality is 

by using a spokesperson or figurehead that people can relate to instantly (Kapferer, 1997).  

  

Glossier is not making use of any spokesperson – maybe with the exception of the founder, 

Emily Weiss with over 500.000 followers on Instagram that to some extent has been the 

“cool girl” spokesperson of the brand (Emily Weiss - Instagram, n.d.). Instead of a 

spokesperson, Glossier has relied heavily on social media with an extensive presence on both 

Instagram and Twitter. Glossier has used these channels to build their own personality 

through a more relaxed and casual tone of voice giving the impression that Glossier is one of 

your friends that both help you in finding the right products – but also shares funny stories or 

“memes”, as a friend would on social media. An example of this is a video of a baby goat on 

their Instagram profile, where Glossier asks their followers what they want to see in the 

future, which resulted in almost a thousand comments. This casual tone-of-voice is actually 

used throughout all their platforms from their email subscription widget on their website to 

the “About” page on glossier.com, where the message is personalized to the reader with ‘It’s 

nice to meet you!’ (Glossier - About, n.d.).  
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Glossier like to underline the message, that they in fact are your friend – for example by not 

only recommending or writing about their own products, as seen on their blog 

intothegloss.com, which is closely connected to glossier.com through several links on both 

sites, as they have a monthly blog post about “Our Favorite Products” (Into The Gloss, 2020). 

This creates a personality for Glossier, where they appear more as a friend to the consumer 

than an actual brand. 

 

4.2.1.3 Culture  

The culture of a brand is a set of values that are feeding the brand’s inspiration – but a 

company can also both be driving the culture and conveying it. This means that a leading 

brand not only focuses heavily on the personality, but also knows the value of a culture 

within and outside the company (Kapferer, 1997). The culture of a brand can also be what 

sets them apart from competitors with similar offerings (Kapferer, 1997). 

  

Glossier has the consumer as a fundamental part of the culture, as they themselves describe it 

on their About web page, ‘Glossier, Inc. was founded in 2014 on the belief that beauty isn’t 

built in a boardroom—it happens when you’re a part of the process.’ (Glossier - About, n.d.). 

Their products are built through a collaboration between the company and the consumers and 

in that process, Glossier wants to become the future beauty company, where everything starts 

with the consumer (or you, as Glossier puts it) (Glossier - About, n.d.). This culture is also 

apparent in their job advertising at life.glossier.com, where a quote by the founder, Emily 

Weiss is presented at the top of the page, “In the end you have to give your customers a 

voice, you have to truly listen to them and not just make them feel heard. You have to treat 

them with the respect that they deserve because after all in this world where there is no 

scarcity of choice, you have to give them a reason to keep choosing you." (Life.Glossier, 

2020). This underlines well with their personality as appearing as their consumers’ friends as 

the consumers are always the main focus of their values.  

  

Glossier’s cultural system shows them as an innovative brand – both when it comes to the 

actual products, but also within the culture of the company. The customer is in focus, but 

other aspects such as three weeks paid time off every year, paid maternity and paternity 

leave, and a mission to democratise a beauty industry they express has always been top-down 

(Life.Glossier, n.d.). For an American company, this creates a culture, where the employee is 

a valued asset compared to how other competitors hire employees.  
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4.2.1.4 Relationship  

The relationship between the brand and people is an important one, as brands both can have a 

relationship with people, but also among people (Kapferer, 1997). The relationship is 

founded on the interactions between the brand and for example the followers on a social 

media channel, like Instagram. The interactions are what customers are getting from the 

brand that is not the product itself – whether that is a physical product or a service. 

  

When it comes to Glossier, they have a quite developed relationship with their followers and 

customers. As mentioned in a previous section, Glossier wants to portray themselves as a 

friend of their customers. The building of that relationship is maintained mainly on social 

media, where Glossier on Twitter uses their platform as a form of customer service along 

with sharing customers' content shared on the platform. Instagram is also a mixture of brand 

produced content and content gathered from customers, and employees. On Mother’s Day, 

Glossier shared three different videos on their Instagram account of an employee, model of 

the brand, and a customer – all featuring their moms while showing off Glossier products on 

their skin (Glossier - Instagram, 2020). It is also on Instagram, where Glossier has a lot of 

direct conversations with their followers – for example if a customer is looking for a 

recommendation of a product or simply just has a question regarding their order. Glossier 

also has a whole webpage dedicated to “free stuff” – if you sign up with an account. Here you 

can find items such as wallpapers for your phone, mixtapes shared on Spotify, and recipes 

based on their products. Everything you would normally share with your friends online 

(Glossier - Free Stuff, 2020). Glossier is working hard to create a relationship that goes way 

beyond the products themselves, in trying to create a sort of friendship with their followers – 

while still making sure that the products are present in some way.  

 

4.2.1.5 Reflection  

The reflection of the brand is what a potential customer immediately will view as the brand’s 

perceived client type – a sort of reflection of the buyer, customers imagine the brand to cater 

to specifically (Kapferer, 1997). In shorter terms, it describes the way that the brand creates a 

reflection or an image that reflects the consumers through their communication and products 

(Kapferer, 1997).  

  

From both glossier.com and their presence on social media channels, such as Instagram and 

Twitter, they reflect a very specific kind of customer – a young woman with a natural look 

that is drawn to soft pastel colours and pink packaged products. All the models used on 
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glossier.com are young, natural looking women. They are reflecting this natural everyday 

beauty, which can also be read from their mission on the front page: ”Beauty inspired by real 

life. Glossier is a new approach to beauty. It’s about fun and freedom and being OK with 

yourself today. We make intuitive, uncomplicated products designed to live with you.” 

(Glossier - Home page, n.d.). The same can be said for their social media channels, where a 

broader mix of models are being shown – but all with the same natural look and minimalistic 

approach to wearing makeup. But here Glossier is trying to create a more diverse culture with 

people with different skin tones and different genders. But they still embrace similar people 

with perfect skin and therefore have a very specific appeal to their target group being young 

women wanting their makeup and skincare to be about showing off individuality, instead of 

covering the face with makeup to look like others. However, it is also interesting to note that 

Glossier mainly goes with models that in beauty standards already look perfect without the 

need of makeup – which can be a reflection very few customers actually can see themselves 

in. So, potential customers will most likely see Glossier as not only a brand for young people 

– but a brand for young people, that already feel secure in their own skin.  

  

This is a more generalized approach to the optimal customer of Glossier – which can be 

necessary to build effective marketing campaigns. However, this doesn’t mean that the self-

image of the customer is exactly the same.  

  

4.2.1.6 Self-image 

The self-image is the customer’s own internal mirror – that through different thoughts and 

attitude towards a brand builds an inner relationship within the customer. The ideal identity 

that the customer may strive to become and something that the brand can use in their 

targeting and communication (Kapferer, 1997).  

  

To get an idea of a customer's self-image, when using Glossier, social media and tagged posts 

with Glossier is helpful. The #glossier-hashtag has almost 600.000 posts and many also tag 

the Glossier account in their pictures (Glossier - Instagram, n.d.). The fact that so many 

customers choose to share their Glossier products with the world already gives the indication 

that Glossier as a brand is cool and trendy – as people want to share with the world that they 

use this brand and want to be associated with it. Looking through these posts created by 

customers, its mainly young women showing off their makeup of the day or sharing posts 

containing products from Glossier. The posts are a lot more diverse, than what is seen at 

Glossier’s own channels, but still embraces that individuality, which Glossier wants to 
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reflect. They also seem to embrace some sort of “coolness”, whether it is simply owning the 

newest Glossier product or showing off your makeup giving the brand a “cool girl” 

trademark, while giving the customer’s a chance to express their individualism while still 

feeling cool.  

 

A summary of the secondary findings regarding the brand identity of Glossier can be seen in 

figure 2.  

 
Figure 2: Glossier’s brand identity summarized in the brand identity prism 
 

4.2.2 The Ouai  

4.2.2.1 Physique 

As mentioned in the analysis above, the first facet of the model is the ‘Physique’ of a brand. 

The physique of ‘The Ouai’ can be described through their logo, their main products, and the 

attributes that are connected to the brand. In this case, The Ouai is very simplistic in both 

their logo and their product packaging, as they focus on minimal design. Their logo is very 

simple as it contains only a white background with bold black letters that spell ‘OUAI’ (The 

Ouai - Home page, n.d.). Additionally, their product packaging can be said to be simple, as it 

corresponds to the design of the logo, and consists of cylinder-shaped bottles, the logo, and 

minimal black writing to describe the product and the amount of it (The Ouai - Shop, n.d.). 

This shows that they make use of a very simple and minimalistic, yet stylish colour scheme 

that consist of neutral colours in design, but also the product itself (the content). Overall, The 

Ouai has a very simplistic, minimalistic, and stylish physique, which can be seen through 

their logo, product and design, website design, and colour scheme. Examples of these can be 
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seen in Appendix 8. This ensures that The Ouai can fit most preferences and most homes and 

bathrooms, which also creates an opportunity to reach a larger audience.  

 

4.2.2.2 Personality 

The second facet ‘Personality’ represents the type of personality that The Ouai has built 

through their various communications about themselves as a brand and their products 

(Kapferer, 1997). In order to understand their personality, it is important to especially look at 

their social media communication, as The Ouai can be described as a brand that has emerged 

and grown with their foundation in social media. In line with this, their personality can be 

said to be a combination of young, hip/trendy, and professional, where the combination of 

these characteristics can be seen being combined on their website and social media platforms 

(The Ouai - Instagram, n.d.; The Ouai - Facebook, n.d.; The Ouai - About, n.d.).  

This can be seen in the way that they describe themselves on their websites, as they make use 

of a hashtag in their text “#HAIRGOALS” and young and hip/trendy terminology “No glam 

squad needed”, while also describing in a professional way the benefits and attributes of their 

products; “Our shampoos, conditioners are sulphate-free and employ smart keratin to repair 

and improve hair strength” (The Ouai - About, n.d.). Additionally, this can also be seen in 

their “how to’s” section on their website and YouTube channel, where they publish content 

that can be defined as both trendy and professional, with tips and advice from their team (The 

Ouai - How to’s, n.d.; The Ouai - YouTube, n.d.).  

 

The characteristics of their personality can especially be seen in their social media 

communication, as they, like the communication on their website, make use of informal 

diction, in the form of emoji’s, and include informal posts that are not directly related to their 

products. Furthermore, they continue to be professional in their tips and advice on different 

posts (The Ouai - Instagram, n.d.; The Ouai - Facebook, n.d.).  

 

By creating a personality that seems hip/trendy as well as professional, The Ouai establishes 

a very informal setting that seems comfortable for a larger audience to engage with. They are 

thereby able to cater to most age groups, as they appear to be very friendly, while giving 

useful tips that could come from a personal hairstylist (The Ouai - Instagram, n.d.; The Ouai - 

Facebook, n.d.; The Ouai - About, n.d.).  
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4.2.2.3 Culture 

Another facet to analyse is the ‘Culture’, which describes the values that inspires the brand, 

as well as the principles that determine how they design their products, and how they 

formulate their communication (Kapferer, 1997). For The Ouai, it can be seen that their 

culture is based on their principle of, “We believe that life is hard and looking good should be 

easy. We’re giving you realistic goals that you can actually achieve (...)” (The Ouai - About, 

n.d.). This shines through especially in their product design, as their products are focused on 

simple, but effective and luxurious ingredients. Furthermore, they focus on creating products 

that are easy to use, but also easy to identify according to the personal needs of the consumers 

(The Ouai - Shop, n.d.). This is very obvious in the way that they communicate on their 

website and social media, as they make sure to create content that can be helpful and easy to 

follow for all of their consumers, no matter the level of proficiency in hair care (The Ouai - 

Instagram, n.d.; The Ouai - Facebook, n.d.).   

 

Overall the culture of The Ouai is derived from their need to make hair care easy for 

everybody, by producing products that are not complicated, but still very effective. In 

conclusion, their culture is inspired by their need to make sure that everybody looks good 

(has great hair) even if they are not the most followed social media influencer, or if they are 

having a rough time.   

 

4.2.2.4 Relationship 

The fourth facet ‘Relationship’ represents the interaction between the brand and the 

consumers and the type of relationship that The Ouai illustrate through their product, as well 

as their communication (Kapferer, 1997). The relationship that The Ouai are trying to convey 

to the consumers can be defined as being a personal hair stylist that is easily accessible and 

available all day every day. They establish this kind of relationship by creating content that 

includes tips and advice on hair care, as well as hair styles (The Ouai - Instagram, n.d.; The 

Ouai - Facebook, n.d.; The Ouai - How to’s, n.d.). Furthermore, they also provide tutorials 

and how-to videos that are available on multiple platforms, which include their own website 

and YouTube (The Ouai - How to’s, n.d.; The Ouai - YouTube, n.d.). This creates a 

relationship where the consumers can feel that The Ouai is their own personal and on hand 

hair stylist that helps not just with the care of their hair, but also in times when they need to 

style their hair for selfies, special occasions, or just everyday life, “We’re giving you realistic 

goals that you can actually achieve—with quick how-to videos, so you’re always ready for 

that selfie situation. Luxury is accessibility.” (The Ouai - About, n.d.). Furthermore, they also 
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engage in direct relationships with their consumers, as they actively answer questions on their 

own content, as well as leaving comments on consumer created content, as mentioned in the 

previous section regarding the online brand communities of The Ouai (section 4.1.1.1).  

 

4.2.2.5 Reflection  

The fifth facet of the brand identity prism is the ‘Reflection’ that describes the way in which 

the brand through their communication and products create a reflection or an image that 

reflects the consumers (Kapferer, 1997). When analysing the reflection of The Ouai, it is 

important to mostly focus on their products and what they can offer with these, as these are 

heavily based on social media, and the demands that come from brands that have a strong 

social media foundation. It can therefore be said that the reflection that The Ouai are trying to 

produce through mostly their products are that of people who are trying to look their best in 

real life, but also on social media as seen in Appendix 8 (The Ouai - About, n.d.). 

Furthermore, The Ouai are creating an image that they are not just there to make the 

consumers’ selfies on social media look good, but will also create a beautiful aesthetic, when 

taking pictures of their decor in the bathroom (The Ouai - About, n.d.). The outward 

reflection of The Ouai is therefore representing a consumer that is looking to show their best 

sides in all situations.  

 

4.2.2.6 Self-image 

The last facet ‘Self-image’ describes how a brand can produce an internal image in their 

consumers, which they can identify with as a result of the brand (Kapferer, 1997). 

Additionally, this self-image plays an important part in connecting to other consumers, as the 

consumers can meet with common grounds (Kapferer, 1997). The internal self-image that 

The Ouai bring about in their consumers can be said to have its roots in the intentions of the 

products and the communication that they present on social media (The Ouai - Instagram, 

n.d.; The Ouai - Facebook, n.d.; The Ouai - About, n.d.). The self-image that The Ouai are 

attempting to convey with their brand is that of self-love and confidence through hair care. 

They want their consumers to feel good about themselves by using their products, either by 

improving their current state or enhancing and maintaining great hair care (The Ouai - About, 

n.d.). The Ouai are therefore trying to help bring out the internal image of being confident 

and loving oneself, so that the consumers are able to identify themselves as people, who 

possess these characteristics on the outside as well as on the inside. 
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To summarize the secondary data findings regarding The Ouai, figure 3 shows the brand 

identity in the brand identity prism.  

 
Figure 3: The Ouai’s brand identity summarized in the brand identity prism 

 

4.2.3 Conclusion on secondary data findings 

The secondary data findings provided an overview of the brands’ identities through the 

findings provided by marketing intelligence and the secondary data available to the 

researchers. It was then presented using the brand identity model provided by Kapferer 

(1997). The findings were summarized in figure 2 and 3 to provide a clear and simple 

overview.  

4.3 Primary findings on online brand communities and the brand image of 

Glossier and The Ouai 

The findings from the six conducted interviews will be structured as follows; first, the online 

brand communities are discovered through the answers from the respondents, which includes 

foundation for a community feeling, fascination for brands and companies, engagement in the 

online beauty community, motivation for the engagement in the online community, and the 

online community feeling. Following this, the brand image of The Ouai and Glossier are 

presented as the respondents’ perception of these two brands through the specific facets of the 

‘brand identity prism’ by Kapferer (1997). The findings will be aligned with the six facets; 

physique, personality, culture, relationship, reflection, and self-image.  
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4.3.1 The findings on online brand communities 

The six respondents were all deemed as being a part of the beauty community on Instagram 

and through the interview their participation was further rediscovered. The characteristics of 

the respondents can be found in Appendix 9, to provide a clear portrayal of the sampling. As 

the interviews are extensive in information, the main findings will be brought forth to keep 

the focus on the most important pieces of information. The transcriptions of two interviews 

can be found in Appendix 3 and 4 and the rest of the transcriptions can be provided by 

request.   

 

4.3.1.1 Foundation for a community feeling 

To get a sense of the foundation of their community connection, questions regarding their 

daily use of Instagram and their extent of following brands were asked to determine the 

respondents’ intentions for their use of Instagram. All respondents used Instagram daily and 

most of them used it several times a day, where one respondent mentioned that they use it, 

when they are travelling back and forth from school, and that it might be their most used app 

(T3, 6-8). 

 

The respondents all used Instagram for different purposes. One respondent makes use of 

Instagram as a creative outlet through photography and also to follow their friends to a 

certain extent, as they want to keep it professional, without actually being a professional (T3, 

11-15). Another respondent answered in a similar way, where their account has become more 

professional without it being the intention. This respondent does not think that there 

necessarily is a divide between the personal and the professional, as they follow friends, 

brands, and influencers (T4, 14-18). While most of the respondents used Instagram for 

different purposes, all used their profile to follow both friends, family, and brands. The 

reasoning for following brands differed as one respondent gave the reasoning for following 

brands on Instagram as to get inspired or if they like or use their products (T2, 20-22), while 

another did not give it much thought, whether they followed a brand or a person - as long as 

they found the content exciting (T5, 9-11). All but one respondent answered that they 

followed more than 10 different brands.  

 

4.3.1.2 Fascination for brands and companies  

The definition of online brand communities found through Wang, Butt, and Wei (2011) 

shows the importance of brand users and their enthusiasm for their chosen brands, as 

described above as a fascination for brands and companies (Wang, Butt, & Wei, 2011). This 
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can be seen in the respondents’ involvement with brands on Instagram, as some find the 

content to be inspiring in terms of learning something new, whether it be for their profession, 

a hair stylist or for their hobbies, such as photography (T2, 15; T3, 18-19). Others find the 

content to be aesthetically pleasing and beautiful, when it comes to both their content and 

their products (T1, 35-36; T3, 89), where one respondent went as far as mentioning not 

following brands, which they actually might like, as they find their content to be not pleasing 

aesthetically (T1, 40-41). Moreover, it can be said that their enthusiasm for the brands comes 

from their desire to experience the products, either for the first time or again after having 

tried them already (T1, 36-37; T3, 46-48; T5, 23). Finally, it can be seen that respondents not 

only follow brands that they have tried, but their fascination can span over things, such as the 

aesthetics of a brand and their content, brands that provide some kind of inspiration, and 

brands that provide more than just sales talk, but something akin to be a person rather than a 

brand or company.  

 

“I enjoy seeing inspiring things on my Instagram feed - and I feel that they both bring 

something visually beautiful … Maybe I forget that they are actually companies, as I just find 

it beautiful and pleasing to look at.” (T3, 33-36).  

 

4.3.1.3 Engagement in the online beauty community  

An important part of an online brand community stems from the engagement that happens 

within the community (Wang, Butt, & Wei, 2011). This engagement refers to the 

participation between the community members and the brand, but also the engagement 

amongst the members of the community, as was brought forth in the definition by Muniz and 

O’Guinn (2001), who presented it as the consumer-brand-consumer-triad (Muniz & O’Guinn, 

2001). This engagement in the community encompasses the sharing of information, 

knowledge, experience, and identity (Wang, Butt, & Wei, 2011).  

The findings show that all the respondents are engaged with the brands, in terms of liking and 

commenting on their content, one respondent mentioned that it is always easy to “like” a 

picture, but with even more compelling content they will not only “like”, but also “comment” 

to show support for the brand (T3, 25-28). Most respondents leave comments that are 

targeted towards their friends instead of the brand itself, to show the friend a previously 

mentioned product or maybe enter a competition (T1, 30-32; T3, 30-31; T5, 20-21; T6, 33-

36). Furthermore, all respondents have participated in the online brand community by sharing 

their own content with products from Glossier and/or The Ouai at some point. Some of them 

made it clear that they are more likely to share content than not (T3, 39-40; T5, 25; T6, 46-
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47), while most of them have at some point shared a picture because of the way the product 

looks (T1, 44-45; T2, 38-40; T3, 38-40; T4, 41-42; T6, 46-47). The engagement from the 

brands towards the members is not very clear among the six respondents, as only one 

respondent has experienced a direct involvement with The Ouai as they commented on the 

respondent’s content shared on their personal profile on Instagram (T6, 58-59). 

 

The findings show that the online brand community members not only engage with the brand, 

but also amongst each other, where the respondents have received support from others in the 

community on the content that they have shared. This support has come in the form of 

comments that includes personal opinions on products, recommendations, and general 

support of the aesthetics of the content (T1, 54-60; T2, 52-55; T3, 43-44; T4, 45-47; T5, 28; 

T6, 55-57). One respondent said that they often have a few people that often leave comments 

to support their account (T4, 45-46), while another respondent mentioned that there is some 

sort of relationship between the people they know and follow, and that those people often 

engage with anything new the respondent shares (T2, 52-55). Followers also express their 

own opinion on the respondent’s content as one said that people often engage if they have 

tried or maybe want to try the product shown in the picture (T1, 58-60). Additionally, all the 

respondents have given the same kind of support to others in the community, by “liking” 

and/or “commenting” on the content that they have shared as well. One respondent 

specifically said that they like to share their own knowledge with others, as it might be of use 

to them (T3, 64-65), while another respondent mentioned that they are the type to seek others 

for advice or ask about the products that others have purchased to get their opinions on them 

(T6, 65-66; T2, 73-75).  

 

“It is nice to know what other ‘beauty-junkies’ think about a product before you buy it 

yourself. And it is quite cool being able to share your own knowledge with others, who might 

need your help.” (T3, 63-65).  

 

Generally, it can be seen that the engagement from the respondents are more focused on the 

“liking” and “commenting” both towards the brands and amongst the members, rather than 

the actual sharing of content on their own profiles. This matches the definition of what an 

online brand community consists of in terms of the engagement between the members, as 

defined by Wang, Butt, and Wei (2011), as mentioned above in terms of the sharing that 

happens.  
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4.3.1.4 Motivation for the engagement in the online community  

As it can be seen through the six respondents, members of the online brand community are 

motivated to engage with one another. This motivation can stem from the feeling of being 

supported and supportive, where one respondent mentions that they of course want to support 

others as they are being supported, since they believe that it is common to lift each other up 

in the Instagram community (T2, 68-69). A second respondent mentions that they are 

motivated to support their friends, as they like to listen to advice from people they trust (T4, 

55-57; T4, 62-63). Furthermore, this respondent also mentions that it would be boring if no 

one interacted with each other (T4, 55-57). Another respondent mentions their opinion on it 

being a great culture in the community to support each other but puts importance on the fact 

that you should respect others' content as well through engagement (T3, 52-54).  

 

4.3.1.5 The online community feeling 

The community feeling itself is the foundation of the online brand community, as Muniz and 

O’Guinn (2001) defined it as a community, where social relationships are established among 

the admirers of the brand (Muniz & O’Guinn, 2001; Wang, Butt, & Wei, 2011). Overall, 

there seems to be a community feeling among the respondents. Some of them have not given 

much thought to the community feeling before the interview but seemed to acknowledge that 

there was in fact the feeling of a community (T3, 68-72; T5, 41-42), while other respondents 

had a better sense of being a part of the community. Two respondents believed that there 

definitely is a community that might not be brand specific, but in the beauty world on 

Instagram in general. Though they do not necessarily know all those people, they still feel 

like they are a part of some sort of community (T2, 85-87; T3, 68-72). Another respondent 

believed that beauty is a community, where people really support each other. It is something 

that this respondent has felt even though they are somewhat new to the beauty community, 

but they still felt a great sense of support through “comments” and “shoutouts” (T1, 87-92). 

Respondent 6 also felt that there is a community, when it comes to people, who are engaged 

in the beauty world, as they are great at supporting one another. They along with respondent 

3 felt that it happens through “likes” and “comments”, which they find pretty nice, as it gives 

a sense of unity (T6, 69-71; T3, 68-72).  

The community itself may not be brand specific but instead there seems to be a consensus 

about the existence of a bigger and broader beauty community. However, the respondents had 

similar feelings of being part of the community, whether it felt like a brand-controlled 

community or a more encompassing community in general.  
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4.3.2 Perception of brand image  

Keller (1993) and Kapferer (1997) describes brand image as the perception’s consumers have 

made in their mind about a brand. In order to create value for a brand, these perceptions must 

be positive and be closely aligned to the brand identity, to create a strong brand (Nandan, 

2005; Keller, 1993; Kapferer, 1997). The perception of the brand image of Glossier and The 

Ouai was collected through the six respondents’ interviews. Of the six respondents, two of 

the respondents took part in the online brand community of Glossier, one participated in the 

community of The Ouai, and three of the respondents seemed to be engaged in both The Ouai 

and Glossier’s online brand communities from the definition provided. The perception of 

each of the brand images will therefore only be based on the respondents, who participated in 

the online brand community of the brands.  

 

4.3.2.1 Glossier  

The five respondents following and engaging with Glossier were T1, T2, T3, T4, and T5. All 

of the respondents were quite comfortable with Glossier as a brand and therefore had no 

difficulties answering the questions regarding the perceived brand image.  

 

4.3.2.1.1 Physique  

When it came to the physique, all respondents had a similar perception of the look of 

Glossier. They all seemed to mention similar adjectives, such as pink, pretty, and cute. 

Respondent T2 believed that they had a youthful and fresh feel to them and would describe 

them as having a cute look (T2, 86-87), while another said that everything is very pink and 

glittery, and also very girly and well thought through (T3, 114-115). One respondent even 

mentioned that the products from Glossier were in such pretty packaging that they wanted to 

display them (T1, 97-99). Two of the respondents described Glossier as minimalistic in their 

design approach, but still agreed in finding the look of Glossier to be pretty (T5, 44; T4, 73-

75). Furthermore, one of the respondents was excited to share that they felt that Glossier was 

like a total package, as they have the prettiest products that came in a pink package. They felt 

like it was a whole experience to receive their order (T3, 115-118).  

 

“Actually it is right from the pink package that the product comes in to their small stickers 

and cards that are always included in your order. I think I have ordered from them a couple 

of times now and it is always an experience when I receive my package. It is awesome!” (T3, 

115-118). 
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4.3.2.1.2 Personality  

The personality of Glossier seemed to be mixed and varied between the respondents. While 

some of the respondents had similar overall perceptions of the personality, these perceptions 

came from different sources. Some based their answers on the products, others mentioned 

their Instagram profile, and one respondent based their answer on their knowledge of the 

CEO of Glossier. Respondents T2 and T3 found the personality to be fresh and girly, which 

they felt came mainly from the products themselves, but also the packaging that it came in 

(T2, 89-91, 94-95; T3, 120, 123). Other respondents described Glossier as a person, who 

loves pastel colours and soft pink (T4, 77) and said that this perception mainly stemmed from 

Glossier’s Instagram profile (T4, 81; T2, 99-102). Several of the respondents actually 

mentioned Instagram as the main source of the perception of the personality (T3, 123-124; 

T4, 81; T5, 50). One respondent mentioned how they sometimes would forget that Glossier 

was a company, because of their ability to vary their content between products and funny 

posts (T3, 126-129).  

When the respondents were describing the personality, some said that Glossier represented 

someone with a natural makeup look (T1, 103; T4, 78-79), while other respondents believed 

that it would be someone, who expresses themselves or have fun through the use of makeup 

(T3, 121; T5, 47-48). Lastly, one respondent mentioned that Glossier would be someone who 

is comfortable in their own skin (T1, 101), which came from their perception of the CEO 

Emily Weiss. This respondent felt that the CEO was the perfect reflection of Glossier (T1, 

106-111).  

 

4.3.2.1.3 Culture  

With the culture of Glossier, all the respondents seemed to agree to some extent. The 

respondents used words such as, innovative, new, different, and niche to describe the culture 

of Glossier. Two respondents believed that Glossier sets themselves apart from other beauty 

brands, as it feels like they are trying something completely new and different (T3, 130-133; 

T1, 129-131). Respondent T1 even mentioned how Glossier differs in terms of the way they 

create and market their products, and mentioned their mascara as an example:  

 

“Most [companies] want to make the mascara that gives the longest lashes. Where Glossier 

just do not care, they just want to make a mascara that is a mascara.” (T1, 124-126).  

 

Another opinion that related to this, came from respondent T4, who thought that Glossier was 

innovative and less scared of taking chances (T4, 91), which several other respondents 
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seemed to agree on (T1, 129-130; T3, 132-133). Respondent T5 even mentioned that Glossier 

are more fun and not so traditional and boring as other brands (T5, 56-57). Furthermore, one 

respondent added that Glossier stands out as they listen to customers’ opinions and takes it 

into consideration, when making new products unlike other bigger companies such as L’oreal 

(T2, 105-108). 

 

4.3.2.1.4 Relationship  

When the respondents were asked about the relationship with Glossier, all answered that they 

did not feel like they had a personal relationship with the brand itself. However, all the 

respondents felt some sort of connection to either the Instagram brand profile, the 

ambassadors, or friends and influencers. The respondents that felt a connection through the 

Instagram brand profile mentioned that they still felt some kind of relationship, which they 

would categorise more as a friend or someone friendly (T4, 98-100; T5, 60-61). Respondent 

T3 also believed that Glossier had created a relaxed atmosphere, as it seems like they are not 

just trying to sell their newest product (T3, 136-139). Another respondent felt more 

connected to the people that they follow on their personal profile that are a part of Glossier’s 

brand ambassador programme (T2, 112-114). On the other hand, respondent T1 did not feel 

that there was a specific relationship, they just had trust in their ability to make good products 

(T1, 136), but also did not feel that Glossier tried to be more than what they were (T1, 140-

141).  

 

4.3.2.1.5 Reflection  

When it comes to the reflection of the typical customer of Glossier many of the answers 

seemed to correspond well with their previous images of the personality. Respondent T2 and 

T5 agreed that Glossier reflects a young image, where T2 thinks that it could also be 

someone, who is just trying to be young (T2, 116-119), they do not necessarily believe that 

you need to be young to make use of Glossier products and therefore feels somewhat 

reflected in the image (T2, 121-124). On the other hand, T5 said that they felt reflected with 

the image that they had of a typical Glossier customer (T5, 66-67). Other descriptions of the 

typical customer was described as someone, who is comfortable in their own skin and does 

not need to use a lot of makeup to feel like themselves (T1, 144-148; T5, 63), and someone 

who likes natural makeup (T2, 116-119; T4, 102-105), while one respondent had difficulties 

in giving an exact description, as they felt like Glossier reflects various types of people (T3, 

141-144). In correlation to this, respondent T4 seemed to differ with their view of the 

reflection of the typical Glossier customer, as they see it in a wider sense:  
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“Maybe the typical customer is someone just excited to see something different from the 

beauty industry?” (T4, 104-105) 

 

4.3.2.1.6 Self-image  

Looking into the self-image of the respondents and how they would describe themselves, 

because of Glossier, shows that almost all of the respondents did not feel different using 

Glossier, though to different extents. One respondent was very clear in their opinion of not 

feeling different and confessed that they did not think about whether they were wearing 

Glossier or not (T5, 69-70). Another respondent also felt that there were no significant 

differences but did see a hype around Glossier that they do not take part in nor understands 

(T4, 111-115). Other respondents were more focused on the qualities of the product than their 

own self-image, when using Glossier (T2, 126-129; T3, 150-152; T1, 161-163).  

 

Table 3 shows a summary of the findings of the previous section to give a better overview.  

 Physique Personality Culture Relationship Reflection Self-image 

 

 
 
 

Glossier 

Pink  

Pretty  
Cute  
Youthful  

Fresh  

Girly  
Natural 
makeup look  
Comfortable 
in own skin  

Fun and 
expression 
through 
makeup 

Innovative  

New  
Different  
Niche  

Feel no special 

relationship  
Maybe 
someone 
friendly  
 

Young  

Comfortable 
in own skin  
No need for a 
lot of makeup 
 

Feel no 

difference  
 

Table 3: Summary of primary data findings for Glossier 
 

4.3.2.2 The Ouai 

The four respondents following and engaging with The Ouai were T1, T2, T3, and T6. As 

with Glossier, all respondents were knowledgeable of The Ouai as a brand and had no 

difficulties in answering the questions. Some of the respondents were already aware of the 

questions that would arise, as they had already gone through them with Glossier.  
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4.3.2.2.1 Physique  

The four respondents all seemed to have a similar and clear overall image of the physique of 

The Ouai. The most common words the respondents used to describe the physique were 

aesthetic, beautiful, and luxurious. They all seemed to agree that The Ouai looks minimalistic 

and simple, where one respondent mentioned that even though the products appear to be of 

simple and minimalistic design, they still feel luxurious (T2, 133-135), and another 

respondent mentioned the products having beautiful earthy colours (T6, 73-74). A similar 

sentiment was expressed by T1, who compared The Ouai to a high-end Diptyque candle that 

you just know is expensive (T1, 169-171). One respondent mentioned that the look of the 

products was both aesthetically beautiful, but also simple almost Scandinavian-looking (T3, 

75-78). All four respondents happily shared that they have their The Ouai products displayed 

in some sort of way - whether it is the front of the cabinet (T3, 75-76) or on a visible 

bathroom shelf (T1, 70-71, T2, 133-135, T6, 74-75). On the same note, respondent T2 

declared that it felt like The Ouai’s products were made for exactly this (T2, 134-135), while 

T1 proclaimed that you would just know that The Ouai is expensive and would look cool on 

your bathroom shelf (T1, 70-71).  

 

4.3.2.2.2 Personality  

The perceived personality of The Ouai varies between the four respondents as their 

reasonings differ. However, some characteristics do recur as they all seemed to agree that The 

Ouai, as a person, would have great hair. Two of the respondents described the personality as 

a sophisticated woman, who revels in self-indulgence (T2, 139-140; T6, 77-78). Though they 

agreed on this point, their perception stemmed from different places. Respondent T2 felt that 

the personality of The Ouai originates from the founder Jen Atkins, who T2 sees as the 

definition of a “cool girl”, which is what they also get from the Instagram brand profile (T2, 

141-143; T2, 145-148). On the other hand, the perception of respondent T6 derived from 

pictures on Instagram, the packaging, the models, and the price, as this expresses an image of 

self-indulgence, since you would not pay as much, if you did not care about yourself and your 

hair (T6, 83-86; T6, 88-92). Respondent T1 agreed on the characteristic of self-indulgence 

but mentioned the overall picture of both body and skin, which stemmed from the knowledge 

of the founder, famous clients of the founder, and The Ouai’s Instagram content (T1, 175-

176; T1, 178-180; T1, 190-191). In contrast to the other respondents, T3 perceived The Ouai 

as a “cool influencer” type, who has a great sense of style (T3, 80-82). This image originates 

from their models and influencers that T3 follows, who represent a “perfect” life (T3, 84-87).  
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4.3.2.2.3 Culture  

In regard to the culture of The Ouai, all the respondents seemed to agree that they stand out 

from other brands in terms of the product design. The four respondents made use of words 

like, minimalistic, luxurious, and beautiful. One respondent believed that they stand out 

because of their stylish design, which seemed to be more coherent than their competitors’ 

(T1, 197-201). Another respondent agreed with this, since they appear to be really cool and 

gives a confidence boost when used (T6, 95-98). Respondent T2 would classify The Ouai as 

a luxurious brand, which differs from others that comes to mind. They find it innovative and 

feel that they value their product and design, as well having a focus on the customer in a new 

way (T2, 151-156). Respondent T3 on the other hand, were more hesitant in answering, but 

came to the conclusion that they have beautiful products, which seems to be of better quality 

(T3, 93-94).  

 

4.3.2.2.4 Relationship  

When asked about the relationship with The Ouai, the respondents seemed to be uncertain 

about their thoughts on it. One respondent was clear on the fact that they did not feel any sort 

of relationship with The Ouai, besides having a certain perception of the brand and their 

products (T6, 110-115). This respondent did see The Ouai give tips and advice on their 

Instagram brand profile but did still not see them as a type of advisor or specialist (T6, 118-

121). On the other hand, respondent T2 was very clear in their answer and saw The Ouai as 

specialists, based on the knowledge of the founder Jen Atkin, which is why they felt that way 

about the brand itself as well (T2, 159-160). The last two respondents started off as being 

unsure about the question, but in the end, they came to the conclusion that they perceived The 

Ouai as some sort of specialist. 

Both respondents said that they have trust in the quality of the products and T1 also 

mentioned founder Jen Atkin in this case, as they believed that she would have had a hand in 

the making of the products, which gives a sort of trust in the brand (T3, 97-99; T1, 215-218). 

Another aspect of the relationship with The Ouai was discovered as they seemed to directly 

engage in relationship building with their followers by commenting and reposting content 

created by followers. Respondent T3 mentioned a desire to be featured on their brand profile 

through a repost (T3, 89-91), while T2 had experienced getting comments directly from The 

Ouai on their own personal content:  

 

“I have tried several times that they actually leave a comment under my post. I like that. It 

really makes me feel valued as a customer.” (T2, 161-162).  
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4.3.2.2.5 Reflection   

With the reflection of the typical customer of The Ouai, it seemed that the majority of the 

answers related back to the previously answered question about the personality. Two 

respondents even directly mentioned that this would relate to the image of the personality of 

the brand (T1, 220; T6, 123). As with the personality, they all seemed to agree that it would 

be someone with great hair and three respondents mentioned how it would be a person, who 

would not mind spending money to indulge themselves (T1, 220-221; T2, 168-169; T6, 123-

124). One respondent mentioned that the typical customer would be someone in their late 

20’s or early 30’s, who wants to display an effortlessly good look at any time (T2, 166-169). 

Another respondent referenced their own previous answer in regard to personality, as they 

used the same words to describe the typical customer, as a “cool influencer” type (T3, 101-

102). Respondent T6 described the reflection, as a modern woman and made use of the 

phrasing “cool girl”, which was also previously mentioned by another respondent in regard to 

personality (T6, 123-126). When asked, all respondents did to some extent feel reflected in 

their own description of the typical customer of The Ouai, as they felt that the typical 

customer could be anyone willing to spend a decent amount of money on hair care, but also 

self-care (T1, 223-224; T2, 172-174; T3, 105-106; T6, 130-131). This gives the impression 

that The Ouai appeals to a wide audience, which possibly makes them feel more inclusive 

than exclusive to the customers.  

 

4.3.2.2.6 Self-image 

In regard to the self-image of the respondents and how they would describe themselves, 

because of The Ouai, it would seem that all the respondents felt good about themselves after 

having used the products. One respondent said that using the products gave them a feeling of 

luxury, like they were treating themselves to something special (T2, 177-178), while another 

described the use as a confidence boost and the feeling of self-indulgence (T6, 134-137). 

Respondent T3 agreed with the other two respondents in terms of the feeling of luxury and 

self-indulgence and described the use of the products as a means to feel extra gorgeous (T3, 

110-112). Overall, The Ouai seemed to create a positive self-image, when or after using the 

products.   

 

Table 4 shows a summary of the primary findings of the interviews of The Ouai to give a 

better overview.  
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 Physique Personality Culture Relationship Reflection Self-image 

 
 
 

 
The Ouai  

Aesthetic 
Beautiful  
Luxurious  

Minimalistic 
Earthy 
colours  
High-end 

Great hair 
Sophisticated 
woman 

Self-indulgence 
Cool girl 
 

Minimalistic  
Luxurious  
Beautiful  

Innovative 

Specialist  
Trust in the 
quality  

Attentive 

Great hair  
Self-indulgence  
Willing to spend 

money on self-
care 
Late 20’s to 
early 30’s  

Cool influencer 
type 

Confidence 
boost  
Feeling of 

luxury  
Self-indulgence  
 

Table 4: Summary of primary findings for The Ouai  

 

4.3.3. Conclusion of primary data findings  

The findings on the online brand communities on Instagram were divided into five different 

parts. This gave an overview of the different aspects of an online brand community and to 

help determine, whether or not an online brand community actually could be found within the 

two chosen brands in relation to the definitions provided by Muniz and O’Guinn (2001) and 

Wang, Butt and Wei (2011). Following this, was the findings on the perception of brand 

image for Glossier and The Ouai in regard to the ‘brand identity prism’ presented by 

Kapferer (1997).   

4.4 Conclusion of secondary and primary findings  

The findings have covered three different parts creating a foundation for the discussion in the 

next chapter. First, online brand communities on Instagram were examined with the 

definition by Wang, Butt, and Wei (2011) in mind for the two chosen brands. Then the 

secondary data findings, gathered with the use of marketing intelligence and the secondary 

data available, helped to create a basis of the intended brand identity for Glossier and The 

Ouai. These findings were summarized in figure 2 and 3 in relation to Kapferer’s ‘brand 

identity prism’. Lastly, the primary data findings provided an insight to how the members of 

an online brand community perceived both the community and the brand identity. The 

findings will be further discussed in regard to the secondary data and will be used in order to 

investigate differences and similarities, with the intention to determine the effectiveness of 

online brand communities when creating alignment in brand identity and brand image. 
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5. Discussion 

The primary and secondary findings will provide the basis for this discussion. The discussion 

will be divided into three parts that will cover online brand communities on Instagram, the 

intended brand identity and perceived brand image for Glossier and The Ouai, and lastly, the 

effects of online brand communities on the alignment of intended brand identity and 

perceived brand image.  

5.1 Online Brand Communities 

In order to explore the phenomenon of online brand communities’ different aspects from the 

literature will be discussed in relation to the secondary data and primary data findings. This 

will be examined in relation to Muniz and O’Guinn (2001) and Wang, Butt, and Wei (2011), 

and divided into (1) social relationships through the consumer-brand-consumer triad in an 

online brand community, (2) the community feeling, and (3) the existence of online brand 

communities for Glossier and The Ouai.  

 

The online brand communities will be based on the definitions provided by Muniz and 

O’Guinn (2001), who clearly defines a brand community as a place where social relationships 

exists among the admirers of a brand, and where shared consciousness, rituals and traditions, 

and a sense of moral responsibility is present (Muniz & O’Guinn, 2001), while Wang, Butt, 

and Wei (2011) further expands on the characteristics of a community, as members having 

similar interests and experiences, and a place to share product information, knowledge, 

experience, and identity (Wang, Butt & Wei, 2011).  

 

5.1.1 Social relationships through the consumer-brand-consumer triad in an online 

brand community 

Instagram as a platform has great features to facilitate interaction between brands and 

consumers, as well as between consumers, which makes it possible to utilize the 

conceptualization of the consumer-brand-consumer triad presented by Muniz and O’Guinn 

(2001). This is natural to utilize, as both consumers and brands can post content, like other 

people’s creations, and comment on those. It also has an advantage compared to the more 

traditional (offline) brand communities, where interactions can be more demanding and more 

complicated to find fellow fans. The secondary data showed that Instagram has a lot of 

potential for online brand communities, as it is one of the most popular platforms, especially 

when it comes to the normalcy in people following brands (AudienceProject, 2019a). This 
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could directly be seen in the primary data findings, as all respondents are avid users of 

Instagram, and could be seen to spend time on the platform daily, if not more than once every 

day. Furthermore, all respondents make use of Instagram as a way to follow brands, where all 

except for one respondent follows more than 10 brands and one even follows approximately 

30. This relates to data from GlobalWebIndex that has found that 33% of consumers found 

new brands through recommendations or comments on social media, while 22% found them 

through updates on brands’ social media pages (GlobalWebIndex, 2019), which makes 

Instagram a good place for the beauty industry to leverage on online brand communities. 

 

When Muniz and O’Guinn (2001) looked into brand communities they saw an opportunity to 

move away from the traditional consumer-brand dyad to a more flexible consumer-brand-

consumer triad and in that sense make the consumers an actively involved participant of this 

creation (Muniz & O’Guinn, 2001). With this in mind, Instagram is a great place to facilitate 

interaction between brands and consumers, but also between consumers themselves, as the 

triad suggests. Between the brand and consumers, the interaction from the brand’s side 

happens, when the brand either reposts consumer created content on their Instagram brand 

profile, answers questions and comments from consumers on the brand profile, and lastly 

likes and comments on consumers’ content posted on their own personal profile. As seen in 

the secondary findings, The Ouai and Glossier both participate in this interaction but on 

different levels. Glossier is mainly focused on their own brand profile through comments 

directly aimed at the consumers. On the other hand, The Ouai is more actively participating 

in all these interactions with their members directly. As seen in the secondary findings, The 

Ouai will often leave a comment on posts created by fans or followers with sweet remarks, 

such as “Yay! We’re so happy you’re loving it” (Appendix 6). An example of this is even 

mentioned in one of the interviews as a respondent mentioned how they enjoy this exchange 

with The Ouai. This shows that The Ouai makes more use of the consumer-brand part of the 

triad to enhance social relationships, as they participate more in the community than Glossier.  

 

The other aspect of the consumer-brand part of the triad is more focused on engagement and 

the fascination for brands. As mentioned in the secondary data findings, a relationship 

demands that the fan at least follows the brand on Instagram and participates in engagement 

on the brand profile. The interaction that takes place on the brand profile from the consumer 

side consists of liking the content that brands create or commenting on these posts. 

Comments usually consist of consumers sharing their opinions on the content that is 

presented, asking questions about products, either directly targeting the brand or generally to 



 79 

everybody in the comment section, and lastly tagging friends to show them products. This 

can be directly seen in the findings from the interviews, as the respondents have mentioned 

that they often will “like” a post but will comment with more appealing posts to show 

support. For the most part the interviews show that most respondents would only leave 

comments tagging their friends instead of the brand, which differs from the secondary 

findings as can be seen in Appendix 5, where both brands received several comments directly 

targeting them.  

 

However, there is also a sort of engagement, when fans or followers of the brand share 

content on their own personal profile containing the brand’s products. This can easily be seen 

through the number of tags that have been included in personal content that refers to the two 

brands, where the hashtag for Glossier has been used on approximately 600.000 posts and the 

hashtag(s) for The Ouai on approximately 100.000 posts. Examples of these can be seen in 

both the secondary data findings and in the interviews. For the interviews all of the 

respondents had shared content with products from the two brands at some point, including 

their own opinions and experience with a specific product, which can be defined as sharing 

product information, knowledge, and experience, and is therefore an important part of the 

creation of an online brand community (Wang, Butt & Wei, 2011). 

 

The last part of the triad is focused on the consumer-consumer part, where emphasis lies in 

the interaction between members of the online brand community. This part of the triad can be 

seen as the most important, as this relates to the social relationships between the admires of 

the brand as defined by Muniz and O’Guinn (2001), as this plays an important part in 

creating a community feeling amongst members. 

 

The use of social media as the foundation of an online brand community offers beneficial 

ways to find others with similar interests and experiences for a specific brand. Hashtags is an 

example of how easy fans of a certain brand can find each other. Other ways could include 

looking into the list of followers of a brand, going through posts they are tagged in, or 

browsing through the comment section to find people with the same fascination with the 

brand.  

 

As easy as it is to find like-minded fans, it is just as easy to interact with these fans of a 

potential online brand community, as seen in both the primary and secondary data findings. 

An example provided in Appendix 5 shows how fans or potential community members 
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engage with each other because of the brand. This engagement can be seen in the form of 

comments, where members interact on another members personal post by sharing their own 

knowledge and experience with a product, such as, “I love boy brow !! So easy to use” or 

“Love glossier! These look great”. This type of interaction and support among members 

could also be seen through the answers from the interviews, as all respondents have received 

and contributed to this to some extent. The support that the respondents have received from 

fellow members include other’s personal opinions on products, recommendations, and 

support of the aesthetics of the content. The respondents experience that fellow members also 

comment, whether they have tried the product or have a desire to try it. All six respondents 

have reciprocated this in similar ways, where one respondent liked to share their knowledge 

of a product with others, while another chose to seek advice or get a recommendation on a 

fellow member's post.  

 

5.1.2 The community feeling  

In participating in these interactions, the community feeling is increased, as members are able 

to directly interact with each other and create significant relations, as could be seen with the 

respondents of the interviews. Overall the respondents felt a sense of community even though 

they were not all aware of where the feeling specifically came from. But most of the 

respondents agreed that this sense of community mainly stems from the large amount of 

support that everybody shows each other, though they might not personally know all those 

people. Granted that the respondents could feel a sense of community, the community feeling 

itself is a very abstract concept, as it concerns people’s feelings, which is the reason why this 

depends on the answers from the interviews. However, there seems to be a sort of shared 

consciousness as defined by Muniz and O’Guinn (2001) regarding the behaviour in these 

communities, as both the respondents and the secondary data findings provided an idea of 

how members of the community acted among each other. They share some rituals or 

traditions, such as leaving a positive comment on a member’s post - not because they 

necessarily have some knowledge or information to share, but because they want to “support” 

each other in some way. This can be seen from comments in Appendix 5 and 6 or in the 

interviews, where several respondents mentioned the word “support”, when it came to the 

community feeling.  

 

Nevertheless, the community feeling itself is difficult to define as brand specific, as many 

people who are interested in beauty in general usually follow and engage with several brands 

that they love. Many people can therefore be defined as members of a general beauty 
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community, while being dedicated to a certain degree to specific brands. This can be seen in 

regard to the respondents, as they not only follow several brands on Instagram (all but one 

follow more than 10 brands), but also use the term “beauty community” several times, when 

describing the community feeling instead of using the chosen brands as examples of this 

community. However, all respondents had a certain level of commitment to Glossier and The 

Ouai, which can be seen in the previous sections.  

 

5.1.3 The existence of online brand communities for Glossier and The Ouai 

The previous sections have given an insight to the two online brand communities for Glossier 

and The Ouai. With this knowledge it can be seen that both Glossier and The Ouai have traits 

of having online brand communities that relate to the definitions presented in this research, 

where Muniz and O’Guinn (2001) refers to shared consciousness, rituals and traditions, and a 

sense of moral responsibility, in regards to the social relationships that form among admirers 

of a brand (Muniz & O’Guinn, 2001) and Wang, Butt and Wei (2011), where members can 

share product information, knowledge, experience, and identity (Wang, Butt & Wei, 2011).  

 

Both brands have managed to create social relationships between the consumers and fans of 

the brands, where the members feel connected to not only the brands, but also to each other 

(Muniz & O’Guinn, 2001), which refers to shared consciousness. The members also have a 

sense of certain rituals and traditions centered around shared consumption experiences. An 

example of this can be the way that members share their thoughts on a specific product that 

others have experience with (Muniz & O’Guinn, 2001). Lastly, they share a sense of moral 

responsibility, where they feel a responsibility to support each other (Muniz & O’Guinn, 

2001). This is helpful in creating a collective feeling of togetherness. In addition to this, both 

brands have members gathered in some sort of social group, where product information, 

knowledge, experience, and identity are shared through mainly comments on different 

members’ posts (Wang, Butt & Wei, 2011).  

In conclusion, these findings show that both brands have an online brand community to some 

extent. However, it was mentioned previously how some of the respondents had a feeling of a 

more general beauty community, which questions to what extent the brand-specific online 

brand communities are in fact online brand communities, based on the definitions, and not 

just part of a bigger beauty community. This will be discussed further in section 6.3.2.  
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5.2 Intended brand identity and perceived brand image  

In order to examine the coherence in intended brand identity and perceived brand image for 

Glossier and The Ouai, the different facets will be discussed in regard to the primary data and 

secondary data findings. The alignment of the brand identity and the brand image will give an 

understanding of the communication of the brands, and to what extent the online brand 

community members comprehend this communication. This will be studied according to the 

‘brand identity prism’ presented by Kapferer (1997). The two brands will be discussed 

separately to get a better overall picture for each company and will then be compared to each 

other, to create an understanding of the alignment between intended brand identity and 

perceived brand image.  

 

This discussion focuses on the intended brand identity, which concerns the identity that the 

brand itself has created and wants to express to people, and the perceived brand image, which 

concerns how the consumers understand this intended brand identity and what the brand is 

trying to communicate. As a result of this, the intended brand identity will be based on the 

secondary data findings, where the brand itself has been analysed in detail, while the 

perceived brand image will stem from the primary data findings, where consumers express 

their knowledge of the brand image.  

 

5.2.1 The coherence in brand identity and brand image for Glossier 

Starting with Glossier, the respondents used similar words to describe the physique of the 

brand. They mention that they find Glossier pink, cute, and pretty, where they mostly refer to 

the packaging. This aligns with the secondary data findings as the brand uses minimalistic 

packaging in mostly soft colours, and their signature “bubblegum” pink. An example of this 

is provided in Appendix 7, where their mascara can be seen in an atypical pink packaging. 

The words youthful and girly are both seen in the primary and secondary data findings, where 

the products are described as having a youthful feel that would suit a young woman, which 

seems to relate to the choice of Glossier’s colour scheme.  

However, the respondents seem to overlook certain important physical aspects of Glossier. 

Some important aspects found in the secondary data findings refer to the importance of the 

logo of Glossier, as they put great weight in the recognition of the brand through the logo, 

which can be seen through their making of Glossier merchandise that consists of clothing and 

accessories with their logo printed on it (Glossier - GlossiWEAR, n.d.). Another minor 
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physical aspect that the respondents have left out, is the shape of the products, as the products 

have organic forms. 

Overall, there seems to be a coherence to some extent between the brand’s intended physique 

and the respondents’ perceived image as they are all aware and focused on the use of their 

signature colour, and the representation this gives as a young, feminine brand. However, the 

respondents overlooked an important aspect of the logo’s importance when it comes to 

Glossier.  

 

With the personality of Glossier though it was possible to get an overall picture of the 

perception of the personality, it was clear that the respondents were divided, as they all seem 

to have different answers. Some of it could be caused by the different sources that the 

respondents got the feeling of the personality from, as they felt it could stem from the 

products, their Instagram profile, or the CEO. This however means that there is a lack of 

coherence, when it comes to the perceived personality. What Glossier is attempting to do is to 

come across as friendly and casual, like a friend, as they make use of a more relaxed tone of 

voice. However, this only comes across to one of the respondents, who stated that they would 

sometimes forget that Glossier was a company, while the others did not catch on to this.  

This shows an absence of alignment between the intended and perceived personality. This 

could indicate that Glossier have not been clear enough in creating a consistent personality in 

their communication towards the online brand community members, or that the advantages of 

an online brand community do not help in the understanding of the intended personality.  

 

When looking into the culture, the respondents used words such as, innovative, new, 

different, and niche to describe Glossier, and all seemed to have a similar understanding of 

the culture. This corresponds well with the secondary data findings that showed Glossier as 

an innovative company, when it comes to the products and culture. The respondents believed 

that Glossier set themselves apart from their competitors by the choices they make. However, 

the most important part of Glossier is their customer-centric approach. They put their 

customer first, which was also mentioned by one of the respondents, as they remarked that 

Glossier listens to customer opinions and takes that into consideration.  

There seems to be a great amount of coherence, when it comes to the words used to describe 

Glossier (innovative, new, different), but they fail to notice the weight that Glossier puts on 

the customers and their influence on the brand’s culture. Since the culture is a very internal 

factor, it is understandable that the respondents might not be as aware of it, but it is a 

significant part of a brand, as it lays the foundation of the understanding of the brand.  
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The relationship between Glossier and the members are determined by the interactions seen 

on their social media profiles, especially Instagram. The five respondents did not feel any sort 

of relationship directly with Glossier. However, they all expressed some sort of connection 

with either Glossier, brand ambassadors, or friends and influencers. In contrast to this, the 

secondary data findings showed that Glossier has quite a developed relationship with the 

consumers. An example of this is the direct conversations Glossier has with their consumers 

if they seek out advice or recommendation from the brand. Overall, Glossier tries to establish 

a relationship that goes beyond the products themselves to appear as a friendship. Even 

though the respondents feel a connection with Glossier to some extent, as they believe 

Glossier comes across as friendly, they themselves did not proclaim that they had a 

relationship with Glossier.  

This shows a clear lack in alignment between intended identity and perceived image. 

Nevertheless, a brand could potentially always meet obstacles, when trying to appear as a 

friend, as consumers know that their main intention for this friendship would be to sell 

products.  

 

As for the reflection of the typical customer, the five respondents’ descriptions corresponded 

with their previous description of the personality of Glossier. Again, the five respondents had 

different opinions, but together it gave a good general picture of a typical customer. Their 

different descriptions all together actually correspond well with the secondary data findings, 

where Glossier takes a new approach to beauty, where it is all about fun, freedom, and being 

OK with yourself. They also reflect a young and natural looking person, who is comfortable 

in their own skin and uses a small amount of makeup in their everyday life, which is exactly 

what the respondents see. Though Glossier mainly uses models that live up to a high beauty 

standard, without makeup, which could create a reflection that would be difficult to see 

oneself in, the respondents still seemed to relate to the reflection of the typical customer.  

With this, there seems to be a coherence between the intended identity and the perceived 

image, as the respondents felt that they matched the reflection portrayed by Glossier.  

 

The self-image is how the consumers feel, when using a product and how their own thoughts 

and attitude build a relationship with the brand. The respondents did not feel anything 

specific when using Glossier, but one understood the hype surrounding Glossier and their 

products. This does not correspond well with the secondary data findings that indicated that 

there is a specific “fan culture”, where consumers “tag” Glossier in their Instagram posts 
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sharing their own creations made with Glossier products showing off individuality and some 

sort of “coolness”. However, since the respondents all were actively taking part in the online 

brand community, it is believed that they must have some kind of feeling towards Glossier, 

whether conscious or not, as they continuously take part in interactions and sharing content 

with the brand and members.  

As the respondents either are unaware of their motivation or only use Glossier products for 

their specific qualities, it seems that there is no clear coherence in the self-image in regard to 

Glossier. 

 

Overall, there seems to be an absence in coherence, when it comes to the intended brand 

identity and the perceived brand image for Glossier. Though some facets have more 

coherence at a general level, some important points from the brand’s perspective are missed 

by the members of the online brand community. It is evident that there seems to be a 

coherence in mainly factors that are external (physique and reflection), as this might be more 

obvious aspects of a brand for consumers to be knowledgeable about, when being a member 

of an online brand community. On the other hand, the more internal facets of Glossier, are 

more difficult to see an alignment in, which could stem from it being complicated to 

communicate for a brand, as well as to understand as a consumer.  

 

5.2.2 The coherence in brand identity and brand image for The Ouai 

Looking into The Ouai and their alignment between intended brand identity and perceived 

brand image, the physique is the first facet. With the primary data findings there seemed to be 

quite a similar understanding of The Ouai with respondents using words, such as aesthetic, 

minimalistic, and luxurious to describe the physique. This correlates well with the secondary 

data findings, where the main focus was on the simple, minimalistic, yet stylish design. Even 

though the secondary findings did not support the idea of a luxury design as the brand is very 

simple, several respondents draw a connection between the minimalistic design and luxury 

feeling. This could stem from the backgrounds of the respondents, as they are mainly from 

Scandinavia, where one respondent mentions that the design is almost Scandinavian-looking, 

while being aesthetically beautiful. Once again, none of the respondents mentioned the logo 

as an important aspect of the physique, and in this case the colour scheme is left out too. This 

could be because the respondents are already active members of the online brand community 

and therefore puts more emphasis on their feelings towards the brand rather than the physical 

aspects of the products and brand. 

This leads to an alignment between the intended and perceived physique of The Ouai.  
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When it comes to the personality of The Ouai, the respondents had a simple description of the 

characteristics - someone with great hair and being self-indulgent. However, the secondary 

data findings alluded to a more young and hip/trendy personality that makes use of 

terminology, such as specific hashtags and emojis in their communication. Despite this, they 

still try to appear as professional and mature, giving tips and advice on their social media 

profile on Instagram. This more mature personality seems to be more prevailing for the 

respondents, as none of the respondents get a young and hip vibe from The Ouai. However, 

some of the respondents mentioned a “cool girl” vibe originating from either the founder, Jen 

Atkin or influencers using The Ouai. This is more coherent with the young and trendy vibe, 

The Ouai is alluding to. But only two of the respondents drew this conclusion.  

This shows that there is no particular alignment in the intended and perceived personality, as 

The Ouai seem to strive after conflicting identities, which seem to be confusing for their 

consumers.  

 

The culture of The Ouai is more unclear than other facets among the respondents. They all 

agreed that the products from The Ouai stand out from other brands in terms of product 

design and used similar words to describe the culture, as the physique (minimalistic, 

luxurious, and beautiful). This does not correlate to the secondary data findings, as this 

showed that The Ouai puts a lot of energy into articulating their culture. The Ouai’s main 

focus is that even though life is hard, looking good should be easy for everyone. They want 

all their consumers to reach their hair goals, as they make simple and easy to use products 

that include effective and luxurious ingredients. They build upon this by making sure that 

their consumers have access to tips, advice, and tutorials, which are easy to follow.  

There is a clear lack of coherence, when it comes to the culture of The Ouai, where The Ouai 

are very focused on their culture, but fall short in communicating this clearly to the members. 

The members of the online brand community do not seem to have an understanding of the 

messages and intentions that The Ouai tries to convey.  

 

In regard to the relationship between The Ouai and the members, some of the respondents 

were unsure about their thoughts on this in the beginning. A few of the respondents saw The 

Ouai as a sort of specialist, while others did not feel any relationship at all. There was no 

clear coherence between the respondents' answers. The secondary data findings showed that 

The Ouai wants to be perceived as a personal hairstylist to all of their consumers. This is seen 

through their extensive collection of tutorials and how-to videos. In some ways, this relates to 
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them being a type of specialist for their consumers, as some of the respondents have stated. 

The Ouai also want to create a direct relationship through social media, where they actively 

participate in their community by commenting on content shared by consumers on their 

personal profiles.  

Even though there were a few occurrences of coherence between The Ouai and the 

respondents’ perception of the relationship, the overall coherence is missing. The Ouai has 

however in some instances created a relationship, where the members put confidence in the 

brand and their knowledge. This shows potential in regard to creating the missing alignment.  

 

Again, the reflection of the typical customer corresponds with the respondents’ previous 

description of the personality of The Ouai. In two of the interviews, the respondents even 

mentioned that the reflection is based on their previously mentioned personality. However, 

there is no clear alignment between the respondents’ perception of the reflection. The 

secondary data findings showed the reflection of The Ouai as someone always trying to look 

their best, as well as showing this in all situations. One respondent could see this clearly and 

described the reflection as someone that wants to look effortlessly good all the time. Looking 

at all the respondents’ answers, they also give an impression that The Ouai caters to a large 

audience by being inclusive. As The Ouai are trying to reach a broader audience, it can make 

it more complicated for the consumers to actually get a coherent understanding of their 

reflection. This can be seen as the personal understanding of the reflection of the four 

respondents vary amongst them, as well as differ from the intended reflection.  

There does not seem to be coherence between the intended and perceived reflection of The 

Ouai. A reason for this could originate from their ambition to be inclusive and reach a wide 

number of people, which can make it difficult to reflect just one specific type of customer.  

 

When it comes to the self-image when using The Ouai, all primary data findings suggested 

that they get a feeling of confidence and luxury. All respondents made use of similar words to 

describe how they felt after using The Ouai. They said that they felt good about themselves 

and liked to use the products as a way of being self-indulgent. This correlates very well with 

the secondary data findings that showed that The Ouai are attempting to convey images of 

self-love and confidence through hair care, as they want consumers to feel good about 

themselves.  

This shows coherence between the intended and perceived self-image of The Ouai.  
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Altogether, there is a greater sense of incoherence compared to coherence, when it comes to 

the alignment of brand identity and brand image of The Ouai. Here some facets were clearly 

coherent with almost the exact same expressions used, while others shared common 

characteristics, while still missing important aspects, which leads to the reasoning of them 

being incoherent. This derives from the inconsistencies in the answers given by the different 

respondents, who all had different perspectives though all part of the online brand 

community. These inconsistencies could originate from the large audience that The Ouai are 

trying to reach, as this creates a more diverse online brand community, where all members 

can feel included. Furthermore, secondary data findings showed that The Ouai takes great 

part in the online brand community by engaging with members on the members’ profiles. 

However, the primary data findings did not show this to the same extent. This could indicate 

that the respondents might not be a complete representative of the community, which could 

potentially lead to less clear answers for many of the facets.  

 

5.2.3 A comparison of the alignments of The Ouai and Glossier 

Following the discussion of the alignment of the intended brand identity and the perceived 

brand image of Glossier and The Ouai, the two will now be looked at in conjunction to each 

other.   

 

Overall, there seems to be a lack of coherence between the intended brand identity and 

perceived brand image for both brands, when looking into the findings collected in this thesis. 

The members of the online brand communities had a superficial understanding of both 

brands’ identity, but in almost all of the facets important aspects were overlooked. Because of 

the superficial descriptions of the brands, it was easier to cluster the answers into overall 

pictures of the brands, though the precise answers varied between the respondents. A few 

facets showed alignment, for Glossier it was reflection and for The Ouai it was both the 

physique and self-image. Nonetheless, these facets alone do not give a good enough grasp on 

the brand identities of the two brands, considering that the respondents are an active part of 

the online brand communities and are assumed to have a deeper insight to their core values. 

However, this lack of deeper insight is presumed to be caused by the brands themselves, as 

they do not seem to be clear enough in their communication of their identity, or do not 

actively involve the members enough.  

 

The Ouai seem to have created a more coherent perceived brand image, compared to 

Glossier, as the members appear to have a better grasp at the overall intended identity and 
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some of the deeper aspects. This could result from their active participation in the online 

brand community, as they make sure to engage with their members, though most of the 

respondents did not appear to have taken this into consideration, when answering the 

questions. It could also be caused by the smaller size of the online brand community with 

fewer members, as The Ouai is still a much less known beauty brand compared to Glossier 

and therefore have a smaller and potentially more dedicated “fanbase”.  

 

To sum up, there is a lack of coherence when it comes to the intended brand identity and the 

perceived brand image, when it comes to both Glossier and The Ouai. In the next section, the 

phenomenon of online brand communities will be discussed with the concepts of brand 

identity and brand image to determine if it has an effect on the alignment.  

5.3 Effect of online brand communities on the coherence of brand identity and 

brand image 

This following section will be divided into different parts to give an overview of the concepts 

and the phenomenon, and is sectioned into three parts to see, (1) the consequences of missing 

alignment between brand identity and brand image in online brand communities, (2) the 

existence of a general beauty community, and (3) the effect of online brand communities on 

alignment in brand identity and brand image. These three parts will lead to a conclusion on 

whether there is an effect of the online brand communities in regard to the alignment of 

intended brand identity and brand image perception.  

 

5.3.1 The consequences of missing alignment between brand identity and brand image 

in online brand communities 

For companies, the brand identity is an important concept to create a brand that differentiates 

themselves from others, as it needs its own uniqueness (Da Silveira, Lages & Simões, 2013). 

On the other hand, brand image shows if the brand is successful in communicating what sets 

them apart from other brands and helps them understand how they are actually perceived. 

These two in correlation are essential in order to create strong brands that differentiate 

themselves from competitors and thereby create greater brand loyalty (Nandan, 2005). Since 

both Glossier and The Ouai lack this coherence, problems can arise. The brands clearly have 

a brand identity they try to express, but it seems that they fail to communicate this accurately. 

This can result in not being able to control the brand image, which can lead to negative 

associations that can ruin their reputation, or that they simply end up being a brand with no 
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differentiating characteristics. Furthermore, as the lack of alignment is found, Glossier and 

The Ouai risk that the consumers fail to understand the brand message, which can lead to low 

levels of loyalty (Nandan, 2005), as there are many substitute products or brands on the 

beauty market that could easily satisfy their needs.  

 

The brand identity and image can also be affected by an online brand community. When 

these are working together even more opportunities arise, in order to create a positive image 

in the mind of the consumer. However, when these concepts and the phenomenon of online 

brand communities are not pooled together, brands risk missing out on opportunities to 

closely connect to their consumers (Hanson, Jian & Dahl, 2018; Herhausen et al., 2019). By 

missing out on creating this connection with their consumers, they can risk not being able to 

initiate a “fan culture”, where consumers become invested in the brand itself and not just the 

products that they offer. Furthermore, brands might not be able to bring forth the same level 

of brand relationship, brand trust, good online reputation, and higher satisfaction (Hanson, 

Jian & Dahl, 2018; Brodie, Illic, Juric, and Hollebeek, 2013; Herhausen et al., 2019). 

However, as it has been determined in previous sections that these online brand communities 

exist for Glossier and The Ouai, it cannot directly be said that they are not able to bring forth 

these advantages. In correlation to this, the respondents in the primary data findings 

expressed a positive image of the two brands, when describing their belonging in the online 

brand communities. This indicates that these advantages can still occur even though there is 

no coherence between brand identity and brand image.  

 

5.3.2 The existence of a general beauty community 

It was determined that an online brand community existed to some extent for both Glossier 

and The Ouai based on the definitions by Muniz and O’Guinn (2001) and Wang, Butt, and 

Wei (2011), and even though, there seems to be lack in coherence, when it comes to the 

brand identity and brand image, the online brand communities can still have an effect, as 

discovered above. However, as online brand communities clearly exist, the findings do not 

specify whether they exist because of the brand or because of a larger beauty community. 

This issue stems from the primary data findings, where five out of six respondents used the 

term “beauty community” in relation to questions regarding the two specific brands (T1; T2; 

T3; T5; T6). Additionally, the respondents seemed more knowledgeable about the brand 

community in general than they did about the two specific brands. The research already 

indicated the presence of an overall beauty community as several of the respondents were 
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deemed to belong to both online brand communities in the primary findings, indicating a less 

strong dedication and loyalty towards one brand.  

 

Glossier and The Ouai are both described as digitally-native beauty brands that try to 

leverage hyperconnectivity to create a more distinct brand experience through the use of 

brand communities (Swaminathan et al., 2020). As mentioned above, the phenomenon of 

online brand communities combined with a clear alignment of brand identity and brand 

image creates opportunities to closely connect with members and in result, create greater 

brand relationships and brand awareness (Hanson, Jian & Dahl, 2018; Herhausen et al., 2019; 

Wang et al., 2011). However, if these brand communities are not directly brand related, but 

instead stems from a feeling of a much bigger beauty community, this could be the cause of 

the missing alignment in intended brand identity and the perceived brand image, as some of 

the respondents might not have as deep of an understanding as expected, since they feel more 

like a part of a beauty community instead of a brand community.  

 

If the community exists because of the love for beauty brands instead of a specific brand, 

there is a risk of losing the advantages that comes with having an online brand community, 

such as greater brand loyalty. This could potentially endanger their position on the beauty 

market, where many competitors fight for the same customers, whose interests are spread 

wide between many brands. With just one big beauty community, brands are fighting against 

competitors in one community, where all have similar product offerings, which makes it even 

harder for a brand to differentiate themselves and stand out.  

 

Social media does not create a foundation for a brand-owned online community, it can 

however be brand facilitated. This includes being more engaging in the online brand 

community, by liking and commenting on more than just their own created content, but 

content created by consumers, as well as reposting consumer created content. Especially The 

Ouai tries to facilitate their online brand community by engaging with their members, 

however the findings show that it either has not been enough or it is too difficult to break free 

from the bigger beauty community. In addition, for a brand to completely control the aspects 

surrounding their online brand community, it indicates that the community needs to be brand-

owned. This type of community will presumably create a stronger alignment in the brand 

identity and brand image, but it will likely be more demanding in both the creation and 

maintenance of it.  
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5.3.3 Effect of online brand communities on alignment in brand identity and brand 

image 

In this section the effect of an online brand community is discussed in relation to the 

alignment in intended brand identity and perceived brand image. 

 

The literature has shown that an alignment of brand identity and brand image is important to 

create a strong brand, as a harmony between these can lead to better understanding and higher 

appreciation for the brand (Nandan, 2005). This relates to online brand communities, as they 

can lead to a close relationship with the consumers (Hanson, Jian & Dahl, 2018), and thereby 

possibly be effective in creating a better understanding of the brand identity and consequently 

ensure alignment. 

 

When the alignment between brand identity and brand image is missing, problems with 

differentiation can occur, as it would be more difficult to separate themselves from their 

competitors. The missing alignment shows that the brands have been unsuccessful in 

communicating their intended identity, which have an effect on the ability to build a strong 

brand that could hold a higher and better position on the beauty market. However, as has been 

previously discussed the existence of an overall beauty community can very well have had an 

impact on these findings. 

 

The findings support the existence of a bigger beauty community, rather than brand specific 

communities for Glossier and The Ouai. This certainly could have had an effect on all the 

findings from the primary data, which could potentially have had an impact on the chosen 

members’ perception of the brand image. This could therefore have led to the missing 

alignment with only a surface level understanding of the brand identities. Because of this 

beauty community, members seem to be actively involved with several beauty companies, 

which gives them general knowledge of many brands instead of great insight to intended 

brand identities of only their favourite. Most of the members of the online brand community 

will not be fixed on one particular brand, but will have an overall fascination with beauty 

brands, which could be seen in the primary data findings.  

 

Though there is no specific online brand community for Glossier nor The Ouai, but an overall 

beauty community, the primary data findings show that there is some kind of effect of being a 

part of an online community. It can be seen that the communities give value to brands in 

some ways, as members are still committed to brands that they follow through purchases and 
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the act of sharing their own content and opinions on social media. This also occurs though 

they do not have a great sense of the individual intended brand identities, as they still have 

positive outlooks on the brands. Even if they do not understand the intended brand identity, 

they seem to create their own assessment based on their experiences with the brands, which 

in itself can be seen as something positive.  

 

The members are clearly engaged in the community and when they have favourable feelings 

towards the brand, it is more likely that they will act as some type of advocate for the brand 

and share their knowledge with other members. However, this will only benefit the brands, 

when they are able to create a positive image in the minds of their consumers, though it might 

differ from their intention, and they could still potentially risk losing control over their brand 

image. This could potentially lead to harm, which could be created through negative posts 

that could turn into a bigger online firestorm (Herhausen et al., 2019).  

 

In conclusion, online brand communities that appear as more general online communities do 

not seem to be an effective way for a beauty brand to ensure alignment between the intended 

brand identity and the perceived brand image. Online brand communities could lead to 

several positive benefits for brands, such as loyalty, dedication, and great brand relationships, 

which would create more effortless communication, when conveying their brand identity, as 

the members are more motivated to understand the brand on a deeper level. However, it 

appears that there exists a more general beauty community rather than specific online brand 

communities for Glossier and The Ouai, which impacts the advantages of having a brand 

community. In this case it can be seen that Glossier and The Ouai actually still enjoy some of 

the advantages, such as loyalty and dedication that comes with an online brand community, 

but they fail to ensure an alignment in brand identity and brand image.  

 

It would therefore benefit Glossier and The Ouai, if they put more effort into acquiring brand 

specific online brand communities, where members are mostly dedicated to them and not the 

bigger beauty community, as this would set them apart from their competitors. In addition, 

they would then have higher potential in creating alignment between intended brand identity 

and perceived brand image and thereby reap the benefits of this.  
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5.4 Conclusion of the discussion 

The discussion was divided into three parts, online brand communities, intended brand 

identity and perceived brand image for Glossier and The Ouai, and the effects of online brand 

communities on the coherence of brand identity and brand image.  

The discussion of online brand communities provided an insight to the social relationships 

through the consumer-brand-consumer triad presented by Muniz and O’Guinn (2001) and led 

to the discovery of the existence of some sort of online brand community. Following this, the 

primary and secondary findings provided a basis for a discussion of alignment between brand 

identity and brand image for the two brands. These discussions made it possible to uncover 

the effect that online brand communities have on the alignment of brand identity and brand 

image on Instagram.  
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6. Conclusion  

The purpose of this thesis was to investigate the effectiveness of online brand communities in 

order to ensure alignment between intended brand identity and perceived brand image. This 

was done to expand on the knowledge already existing, though no research in this specific 

area had been done before. This chapter will present the most important findings in order to 

answer the research question proposed in the first chapter of the thesis. Due to the nature of 

this research, generalisations cannot be applied, due to the research philosophy. However, the 

findings of this thesis will hopefully provide a general idea on whether online brand 

communities actually have an effect on the alignment between intended brand identity and 

perceived brand image or not.  

 

The phenomenon of online brand communities on Instagram became an interest of this study, 

due to the several positive benefits that can occur such as brand loyalty, brand relationship, 

and brand patronage. However, many brands fail to exploit this phenomenon as a valuable 

tool in regard to branding efforts. This was especially interesting to look at in the context of 

the beauty industry, where digitally-native beauty brands benefitted from Instagram in terms 

of building an extensive brand experience. The alignment of brand identity and brand image 

can be combined with the phenomenon of online brand communities, as it is believed that 

online brand community members will have a better relationship with the brands, and thereby 

understand and appreciate the brand messages compared to non-members. Furthermore, in 

order to understand if these online brand communities actually play a part in the branding 

efforts, the effectiveness would be considered in the context of ensuring alignment in the 

concepts of brand identity and brand image, which led to the research question:  

 

Is an online brand community on Instagram an effective way for a beauty brand to ensure 

alignment between intended brand identity and perceived brand image? 

 

This was explored through a qualitative, constructivist study with primary and secondary data 

findings. The primary findings consisted of six semi-structured interviews with members 

found through a purposive sampling. As it was not possible to get primary data from the 

brands, the secondary data findings had to be found through data available for the researchers 

in order to understand the intended brand identity, which included Glossier and The Ouai’s 

website and social media profiles through the use of marketing intelligence. These findings 

were gathered and discussed to create an understanding of the existence of online brand 
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communities, and the alignment between intended brand identity and perceived brand image.  

 

The findings created a basis for the discussion of this thesis, which led to the discovery of 

online brand communities to some extent for Glossier and The Ouai. This discussion gave an 

insight to the social relationships that form between not only the brand and consumer, but 

also amongst the consumers, who are fans of the brands, which correlates well with the 

consumer-brand-consumer triad presented by Muniz and O’Guinn (2001). The discussion, 

however, also led to a different understanding of an online community, as a general beauty 

community was found to exist, through the primary data findings, on another level than 

brand-specific communities. Because of this, brands risk losing the advantages that comes 

with an online brand community, such as the alignment between intended brand identity and 

perceived brand image, as the members have more general knowledge of many brands 

instead of being “super” fans of just one specific brand. Furthermore, this also decreases the 

differentiation from other brands, which would create even more competitors on the same 

market.  

 

This discovery of an overall beauty community could have been the reason behind the 

findings of a lack in alignment between the intended brand identity and perceived brand 

image for both Glossier and The Ouai. This lack of alignment could especially be seen in the 

primary findings, where respondents all seemed to have a surface-level understanding of the 

brands’ identities even though they were determined to be members of the online brand 

communities. The lack of alignment between identity and image can make it difficult for 

consumers to differentiate the brands, and understand the brand message, which can lead to 

scarce brand loyalty. In addition, this shows that the brands have been unsuccessful in 

communicating their brand identity, which affects their ability to create a strong brand that 

can have an advantage over the competitors on the beauty market. This could be even more 

dangerous since the two brands in this thesis are gathered into some sort of an overall beauty 

community, where members do not distinguish between brands. 

 

In conclusion, the online brand communities cannot be deemed as effective in ensuring 

alignment between brand identity and brand image for a beauty brand on Instagram, as this 

research found no alignment between the two from the primary and secondary data findings 

and the discussion of those. This conclusion could stem from the findings that showed an 

overall beauty community, as overshadowing the possible brand-specific online communities. 

It could also potentially be because Glossier and The Ouai have not been successful in 
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communicating their intended brand identity.  

Though, it can be seen that Glossier and The Ouai still reap some of the advantages from 

having an online brand community, be it a more general one, such as loyalty and dedication, 

despite not being successful in creating alignment between their intended brand identity and 

the perceived brand image. These advantages therefore seem to stem from other branding 

efforts, than the online brand community and the relation to brand identity and brand image. 
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7. Implications and limitations 

The implications and limitations of this research is gathered in this chapter, in an attempt to 

look at both the implications this study can potentially provide in managerial and theoretical 

settings, while the limitations will provide an overview of the limits of this study. 

7.1 Managerial implications  

The implications will be built from the knowledge gathered from the literature review, 

findings, discussion, and conclusion. The implications are not meant to give specific 

suggestions, but rather notions on how to potentially make use of an online brand community 

to ensure alignment. The managerial implications will focus on how this research can 

contribute to a better understanding of online brand communities on Instagram and their 

connection to brand identity and brand image in the beauty industry. 

 

If a beauty brand wants to gain the advantages that can come with an aligned brand identity 

and brand image through the use of online brand communities, they should be aware of these 

implications. For one, a beauty brand should be conscious of the discovery of a widespread 

beauty community, where members have surface level passion for many different brands on 

the same market. Secondly, brands should make sure to be present in their communities, 

through frequent interaction and engagement with the members to build important 

relationships with members. And lastly, brands have the responsibility to communicate their 

own identity. All of these implications can lead to a missing alignment between the identity 

the brand wants to communicate, the image that the members receive, and the overall effects 

that an online brand community on Instagram could have provided a brand with.  

 

An overall beauty community makes it difficult to gain the advantages that an online brand 

community potentially could provide. This could be advantages such as brand loyalty and 

brand relationships. So, if a brand wants to build an online brand community on Instagram, 

this research suggests that brands should put effort into building their own online brand 

community away from the more general beauty community. This can be done through either 

a brand facilitated community on Instagram or a brand-owned online community on a 

different platform, where the brand controls the community without the influence of social 

media. Here there should be greater potential to build a stronger alignment between the 

identity and image and therefore, a stronger brand. 
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Secondly, if the brands want to facilitate an online brand community on Instagram, they 

should make sure to be an active part of their own online brand community. This could be 

done through more engagement and interaction with the potential members to create a type of 

relationship between the brand and the members, as the brand-consumer part of the 

consumer-brand-consumer triad (Muniz & O’Guinn, 2001) can be seen to be insufficient. The 

members in this study did not feel that a relationship existed, which is one of the foundations 

of a community. It is therefore important for brands to be actively engaged with their 

members, as this is the only part of the consumer-brand-consumer triad the brand can control.   

 

Lastly, the brands are solely responsible for creating a brand identity and are therefore in 

charge of communicating this identity in a transparent and consistent way. In doing this, 

members will be more aware of the intentions of the brand, and therefore have a better 

understanding of how they themselves perceive the brand and thereby the comprehension of 

the brand identity will be more effortless. The intended brand identity should always be taken 

into consideration in all types of branding efforts. In this thesis it was obvious that the 

members did not have a clear understanding of the brands, and that led to the conclusion that 

both Glossier and The Ouai was lacking in creating this transparency.  

7.2 Theoretical implications  

This research wanted to examine whether a connection between the phenomenon of online 

brand communities and the concepts of brand identity and brand image could be drawn. The 

research was based on the beauty industry, where new digitally-native beauty brands seemed 

to leverage on the easily established online brand communities on social media, which lead to 

a different understanding of the connection between the phenomenon and the concepts.  

 

The definition of online brand communities is limited as most of the definitions are based on 

the definition of a more traditional brand community, which was explored by Muniz and 

O’Guinn in 2001. Having said that, the newer definitions have been altered to some extent to 

take new developments in technology into consideration. However, when doing this research, 

it was clear that the online brand community definition did not fit very well, when the 

community existed on the social media platform of Instagram. The definition used throughout 

this thesis, alongside Muniz and O’Guinn (2001), was presented by Wang, Butt, and Wei 

(2011) and described a sort of relationship often found on social media. Through the findings, 

it could be seen that the online brand communities for Glossier and the Ouai seemed to exist 
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based on the definitions presented, but despite this fact, it could not be determined to be 

brand specific. This shows that the literature does not provide a general definition, where the 

brand is the main part of the online brand community, and as this research shows, it could be 

one of the reasons for the lack of alignment between the intended brand identity and 

perceived brand image. 

7.3 Limitations  

The limitations of this thesis will be presented in this section. The limitations will be 

discussed, as they are believed to have had an effect on the knowledge created in this thesis. 

These will be important to keep in mind as this has affected the construction of the research. 

The limitations cover the choice of the research philosophy, method used for data gathering, 

the sample chosen for this thesis, and lastly, the literature the thesis was based on.  

 

The choice of research philosophy was based on the desire to investigate the phenomenon of 

online brand communities, and how this phenomenon could potentially be effective in 

ensuring alignment between the intended brand identity and perceived brand image. 

Constructivism identifies that the phenomenon of online brand community and the concepts 

of brand identity and brand image are socially constructed, and they need to be determined 

from a social understanding by the researchers. However, this only represents the researchers’ 

specific version of a social reality, but not something that can be defined as being definite. An 

example of this is seen in the discussion, where the researchers from their own social 

understanding of the findings see a much broader online community, rather than a brand-

specific online brand community. In choosing this research philosophy, the study will show 

the researchers’ understanding of the concepts of brand identity and perceived image in 

relation to the phenomenon of online brand communities. Since the research was done by two 

master’s students the perspective of the thesis might be more comparable to the members of 

the online brand communities, rather than the brand managers, as the researchers lack 

practical experience. In relation to this, there is a lack of interviews that understands the 

perspective of the two chosen brands, where the researchers had to take on the role of the 

brand managers to gain insight to the intended brand identity. The researchers tried to take on 

a neutral and scientific approach, when gathering and analysing the secondary data, but this 

would never be able to completely replace the knowledge of brand managers, which therefore 

creates the likelihood of bias.  
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Furthermore, the epistemological orientation of interpretivism is used to understand this 

subjective meaning of the phenomenon and concepts. With this in mind, the knowledge 

gathered from the findings are subjectively understood and given meaning by the researchers 

themselves, which affects several aspects of the thesis, such as the interview process and the 

analysis of the findings. As this research focuses on a social phenomenon, the subjective 

meaning will change if the research was done again at another point in time. This thesis 

therefore represents an understanding of the findings as of now but will likely be different if 

the research would be conducted again.  

 

The research method was chosen with the social constructs of the phenomenon in mind. The 

qualitative method was helpful in interpreting how individuals understand their social world 

and therefore gave room for the researchers to interpret the data gathered. However, using a 

qualitative approach has its limitations, as the findings are more difficult to generalise. The 

researchers had limited time and means to collect data, which led to only six interviews being 

conducted and therefore made it even more complicated to make generalisations. In relation 

to this, the sampling method of a non-probability purposive sampling also hinders the 

generalisation of the findings. This sampling method was used as it was a requirement for the 

researchers that the respondents of the interviews were members of the potential online brand 

community to participate and it was therefore not possible to have a probability sample that 

would support a generalisable result. Furthermore, the sample is also described as a 

convenience sample, as the researchers knew some of the participants, which could have led 

to potential bias and a lack of representation. The researchers however tried to include 

respondents with different demographics, which can be seen in Appendix 9, to be able to 

create some type of representation, though the beauty community includes many of the same 

types of people. This makes the findings of this thesis more difficult to classify as indicative 

of whether or not online brand communities are effective in ensuring alignment between 

brand identity and brand image.  

 

Lastly, limitations can be found in the literature, as the foundation of this thesis is based on 

literature that can appear to be dated. The main definitions of this thesis are Kapferer and his 

discovery of a ‘brand identity prism’ originally from 1986, in this thesis referenced to his 

work in 1997, and the definition of a brand community by Muniz and O’Guinn from 2001. 

This literature was chosen as a means to create a solid foundation for the research, as it was 

seen that other studies in the two fields still based their research on this literature, and 

therefore they were deemed to be applicable for this study as well. In hindsight, the literature 
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on especially online brand communities does not seem to apply to the new developments in 

the emergence and the characteristics of the phenomenon of online brand communities, 

which could have had an effect on the results of this research. This refers to the definitions of 

the concepts and phenomenon, which could potentially have led to the conclusion, where 

brand specific online communities were not found, but rather a general beauty community 

that still fits into the definitions of brand specific communities, without the necessity of 

having the brand being the center of the online community.  

 

All these limitations have had an impact on this research and the gathering of knowledge of 

the phenomenon of online brand communities in relation to the concepts of brand identity and 

brand image. These limitations impose risks in weakening the quality of the research, as 

mentioned with the literature and the sampling method. However, the two researchers have 

attempted to reduce the compromise of quality as much as possible in order to create a 

research that provides valuable knowledge.   
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8. Further research  

This research of online brand communities and its effectiveness on the alignment between 

intended brand identity and perceived brand image can be expanded upon through further 

research. 

 

The conclusion of this research showed that the online brand communities for two beauty 

brands was not an effective way to create alignment between the brand identity and brand 

image. However, these findings were compromised by the appearance of an overshadowing 

general beauty community instead of a brand-specific online brand community. So, the first 

suggestion for further research would be to determine whether or not online brand 

communities have an actual effect on alignment if there are in fact a brand facilitated 

community on Instagram. The study could also potentially be on a brand-owned platform, 

where there are less chances of jeopardizing the result. 

 

The researchers believed that the alignment of the brand identity and brand image through an 

online brand community on Instagram could lead to several advantages such as higher brand 

loyalty, brand relationships, and brand patronage. Since a connection between the 

phenomenon and the concept was not found, further research could look into other 

advantages that could arise from creating an online brand community. This could potentially 

give an indication on whether or not online brand communities would be an effective 

branding tool.  

 

The industry chosen for this thesis was the beauty industry, as the researchers saw a potential 

to expand on the knowledge on the phenomenon of online communities and their possible 

connection to the concepts of brand identity and brand image, in relation to digitally-native 

beauty brands. In addition, it would be useful for brands to know whether or not this is 

effective, as to decide if they want to make use of this in their strategy. However, this is only 

one industry of many potential industries that could benefit from the phenomenon of online 

brand communities. So, to further investigate this phenomenon it could be interesting to look 

into other industries that do not already have an existing general online community or a 

brand-specific online brand community. This could lead to a better understanding of the 

phenomenon and to determine if online brand communities would be effective in the 

alignment of brand identity and brand image in other fields.   



 104 

9. References 

Books: 

Aaker, D. A. (1996). Building Strong Brands, The Free Press. 

 

Bryman, A. & Bell, E. (2011). Business Research Methods, 3rd edition, Oxford University 

Press. 

 

Eriksson, P. & Kovalainen, A. (2008). Qualitative Methods in Business Research, SAGE 

Publications. 

 

Jones, G. (2011a). Introduction. Oxford Scholarship Online (1st ed.) Beauty Imagined: A 

History of the Global Beauty Industry (pp. 1-9). Oxford University Press. 

 

Jones, G. (2011b). Conclusion. Oxford Scholarship Online (1st ed.) Beauty Imagined: A 

History of the Global Beauty Industry (pp. 350-365). Oxford University Press. 

 

Kapferer, J. (1997). Strategic Brand Management: Creating and Sustaining Brand Equity 

Long Term, 2nd edition, Kogan Page.  

 

Kapferer, J. (2012). The New Strategic Brand Management, 5th edition, Kogan Page. 

 

Malhotra, N. K., Birks, D. F., & Wills, P. (2012). Marketing Research: An Applied Approach, 

4th edition, Pearson.  

 

Journals: 

Adjei, M. T., Noble, S. T. and Noble, C. H. (2010). The influence of C2C communications in 

online brand communities on customer purchase behavior. Journal of the Academy of 

Marketing Science, 38, 634-653. 

 

Bogart, L., & Lehman, C. (1973). What Makes A Brand Name Familiar?. Journal of 

Marketing Research, 10(1), 17-22. 

 

Brodie, R. J., Ilic, A., Juric, B. & Hollebeek, L. (2013). Consumer engagement in a virtual 

brand community: An exploratory analysis. Journal of Business Research, 66, 105-114. 



 105 

 

Burmann, C., Jost-Benz, M., & Riley, N. (2009). Towards an identity-based brand equity 

model. Journal of Business Research, 62, 390-397. 

 

Chan, H., Boksem, M., & Smidts, A. (2018). Neural Profiling of Brands: Mapping Brand 

Image in Consumers’ Brains with Visual Templates. Journal of Marketing Research, 55(4), 

600-615. 

 

Da Silveira, C., Lages, C., & Simões, C. (2013). Reconceptualizing brand identity in a 

dynamic environment. Journal of Business Research, 66, 28-36.  

 

De Chernatony, L. (1999). Brand Management Through Narrowing the Gap Between Brand 

Identity and Brand Reputation. Journal of Marketing Management, 15, 157-179.  

 

Ertimur, B. & Coskuner-Balli, G. (2015) ‘Navigating Institutional Logics of Markets: 

Implications for Strategic Brand Management’, Journal of Marketing 79(2), 40–61. 

 

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social media 

marketing: A holistic framework. Journal of Business Research, 70, 118-126. 

 

Gruner, R. L., Homburg, C., & Lukas, B. A. (2014). Firm-hosted online brand communities 

and new product success. Journal of the Academy of Marketing Science, 42, 29-48. 

 

Hanson, S., Jian, L., & Dahl, D. (2018). Enhancing consumer engagement in an online brand 

community via user reputation signals: a multi-method analysis. Journal of Academy of 

Marketing Science, 47, 349-367. 

 

Herhausen, D., Ludwig, S., Grewal, D., Wulf, J., & Schoegel, M. (2019). Detecting, 

Preventing, and Mitigating Online Firestorms in Brand Communities. Journal of Marketing, 

83(3), 1-21.  

 

Holt, D. B. (1995). How Consumers Consume: A Typology of Consumption Practices. 

Journal of Consumer Research, 22(1), 1-16. 

 



 106 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity. Journal of Marketing, 57(1), 1-22. https://doi.org/10.1177/002224299305700101  

 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). From 

Social to Sale: The Effects of Firm-Generated Content in Social Media on Customer 

Behavior. Journal of Marketing, 80, 7-25. 

 

Lam, S. K., Ahearne, M., Mullins, R., Hayati, B., & Schillewaert, N. (2013). Exploring the 

dynamics of antecedents to consumer-brand identification with a new brand. Journal of the 

Academy of Marketing Science, 41, 234-252. 

 

Mathur, M. (2020). Improving the value of the retailer brand through social media equity. 

Journal of Brand Management, 27, 508-530. https://doi.org/10.1057/s41262-020-00195-6  

 

McAlexander, J. H., Schouten, J. W., & Koenig H. F. (2002). Building Brand Community. 

Journal of Marketing, 66, 38-54. 

 

Muniz Jr., A. M., & O’Guinn, T. C. (2001). Brand Community. Journal of Consumer 

Research, 27(4), 412–432. https://doi-org.esc-web.lib.cbs.dk:8443/10.1086/319618 

 

Nandan, S. (2005). An exploration of the brand identity–brand image linkage: A 

communications perspective. Journal of Brand Management, 12(4), 264-278.  

 

Orazi, D. C., Spry, A., Theilacker, M. N., & Vredenburg, J. (2016). A multi-stakeholder IMC 

framework for networked brand identity. European Journal of Marketing, 51(3), 551-571.  

 

Park, C. W., Jaworski, B. J., & MacInnis, D. J. (1986). Strategic Brand Concept-Image 

Management. Journal of Marketing, 50(4), 135-145. 

 

Park, E., Rishika, R., Janakiraman, R., Houston, M. B., & Yoo, B. (2018). Social Dollars in 

Online Communities: The Effect of Product, User, and Network Characteristics. Journal of 

Marketing, 82, 93-114. 

 

Robichaud, F., Richelieu, A., & Kozak, R. (2012). Branding as a communications strategy: A 

framework for desired brand identity. Journal of Brand Management, 19(8), 712-734. 



 107 

 

Schouten, J. W. & McAlexander, J. H. (1995). Subcultures of Consumption: An Ethnography 

of the New Bikers. Journal of Consumer Research, 22(1), 43-61. 

 

Spiggle, S., Nguyen, H. T., & Caravella, M. (2012). More Than Fit: Brand Extension 

Authenticity. Journal of Marketing Research, 49(6), 967-983. 

 

Stern, B. B. (2006). What Does Brand Mean? Historical-Analysis Method and Construct 

Definition. Journal of the Academy of Marketing Science, 34(2), 216-223. 

 

Swaminathan, V., Sorescu, A., Steenkamp, J. E. M., O’Guinn, T. C. G., & Schmitt, B. 

(2020). Branding in a Hyperconnected World: Refocusing Theories and Rethinking 

Boundaries. Journal of Marketing, 84(2), 24-46. 

 

Wang, Y. J., Butt, O. J., & Wei, J. (2011). My identity is my membership: A longitudinal 

explanation of online brand community members’ behavioral characteristics. Journal of 

Brand Management, 19, 45-56. 

 

Zachary, M. A., McKenny, A. F., Short, J. C., Davis, K. M., & Wu, D. (2011). Franchise 

branding: an organizational identity perspective. Journal of the Academy of Marketing 

Science, 39, 629-645.   

 

Zhang, Y., Trusov, M., Stephen, A. T., & Jamal, Z. (2017). Online Shopping and Social 

Media: Friends or Foes? Journal of Marketing, 81, 24-41. 

 

Websites: 

Earle, P. (2018). Yes Ouai: How To Bootstrap Your New Brand to the Bigtime. Retrieved 

from https://www.forbes.com/sites/paulearle/2018/09/28/yes-ouai-how-to-bootstrap-your-

new-brand-to-the-bigtime/#6f9e216f2876  

 

Emily Weiss - Instagram (n.d.). Emilyweiss. Retrieved from 

https://www.instagram.com/emilyweiss/  

 

Glossier - About (n.d.). What is Glossier - About. Retrieved from 

https://www.glossier.com/about  



 108 

 

Glossier - Free Stuff (n.d.). Retrieved from https://www.glossier.com/free-stuff  

 

Glossier - GlossiWEAR (n.d.). Glossiwear. Retrieved from 

https://www.glossier.com/category/glossiwear  

 

Glossier - Home page (n.d.). Skincare & Beauty Products Inspired by Real Life. Retrieved 

from https://www.glossier.com  

 

Glossier - Instagram (n.d.). Glossier Instagram. Retrieved from 

https://www.instagram.com/glossier/  

 

Hou, K. (2017). Sephora Is Creating the World’s Largest Beauty Forum. The Cut. Retrieved 

from https://www.thecut.com/2017/08/sephora-launches-beauty-insider-community-beauty-

forum.html  

 

Into The Gloss. (2020). Our Favorite Products: June 2020 Edition. Retrieved from 

https://intothegloss.com/2020/06/monthly-favorites-summer-serums/  

 

Life.Glosser (n.d.). Life.Glossier. Retrieved from https://life.glossier.com  
 

The Ouai - About (n.d.). Our story. Retrieved from https://theouai.com/pages/about-us  

 

The Ouai - Facebook (n.d.). Ouai posts. Retrieved from 

https://www.facebook.com/pg/theOUAI/posts/?ref=page_internal 

 

The Ouai - Home page (n.d.). Ouai home page. Retrieved from https://theouai.com/ 

 

The Ouai - How to’s (n.d.). How to’s. Retrieved from  https://theouai.com/blogs/by-the-

ouai/tagged/how-tos  

 

The Ouai - Instagram (n.d.). Ouai Instagram. Retrieved from 

https://www.instagram.com/theouai/  

 

The Ouai - Shop (n.d.). All products. Retrieved from https://theouai.com/collections/all 



 109 

 

The Ouai - YouTube (n.d.) Videos. Retrieved from 

https://www.youtube.com/channel/UCWNYRPp3Z853cFtpUMdLsSg/videos  

 

Yau, C. (2019). What the $532bn beauty industry looks like in 2019. Edited. Retrieved from 

https://edited.com/resources/what-the-beauty-industry-looks-like-in-the-future/  

 

Other:  

AudienceProject. (2019). Share of social media users in Denmark in 2019, by social media 

site [Graph]. Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/861527/share-of-social-media-users-in-denmark-by-social-

media-site/  

 

AudienceProject. (2019a). Purposes of Instagram usage in Denmark in 2019 [Graph]. 

Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/863714/instagram-usage-purposes-in-denmark/ 

 

AudienceProject. (2019b). Purposes of Facebook usage in Denmark in 2019 [Graph]. 

Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/863656/facebook-usage-purposes-in-denmark/ 

 

AudienceProject. (2019c). Purposes of YouTube usage in Denmark in 2019 [Graph]. Statista. 

Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/1058930/youtube-usage-purposes-in-denmark/ 

 

Beauty Packaging. (2019). Revenue of the leading 20 beauty manufacturers worldwide in 

2019 (in billion U.S. dollars) [Graph]. Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/243871/revenue-of-the-leading-10-beauty-manufacturers-

worldwide/  

 

Cosmetics Business. (2018). Value of the beauty and personal care market worldwide in 

2019, by leading country (in billion U.S. dollars) [Graph]. Statista. Retrieved from 

https://www-statista-com.esc-web.lib.cbs.dk:8443/statistics/562081/global-beauty-and-

personal-care-market-value-by-country/  

 



 110 

GlobalWebIndex. (2019). Online beauty brand discovery channels among beauty buyers 

worldwide as of 1st quarter 2019 [Graph]. Statista. Retrieved from https://www-statista-

com.esc-web.lib.cbs.dk:8443/statistics/1034374/beauty-brand-discovery-channels/ 

 

Statistics Denmark. (2020). Share of social media users in Denmark in 2017, 2018 and 2019, 

by age group [Graph]. Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/560994/share-of-social-media-users-in-denmark-by-age-group/  

 

We Are Social, DataReportal & Hootsuite. (2020). Global digital population as of April 2020 

(in billions) [Graph]. Statista. Retrieved from https://www-statista-com.esc-

web.lib.cbs.dk:8443/statistics/617136/digital-population-worldwide/   



 111 

Interview guide 

Introduction 
• Thank the participant for their agreement in participating in the interview.  
• Briefing about us and the interview 

• Who are we? 
• Two master’s students at Copenhagen Business School studying Brand and 

Communications Management. We are writing our master thesis on the effect 
online brand communities can have on brand image and brand identity. 

• What is the purpose of this interview? 
• Help us investigate how you understand the image of beauty brands you 

follow and engage with on Instagram. There are no wrong answers and no 
prior knowledge is required. You can choose not to answer the question and 
stop the interview at any time if desired. 

• Time frame 
• The interview will last approximately half an hour (30 minutes). 

• Recording 
• We need to remind you that this interview will be recorded with the only 

purpose of helping us remember the content of the interview. The recordings 
will of course not be included in our master’s thesis to ensure your 

anonymity and will be deleted after transcription.  
• Other 

• If you have any questions along the way, feel free to ask us at any time. Your 
participation is voluntary, and you can therefore withdraw your participation 
at any time.  

• General introduction of the participant 
• Would you please quickly state your age, occupation, and place of residence.  

 
Online brand communities 

• Are you an active user of Instagram? If yes, how often do you use Instagram, on a daily 
basis?  

• In what way do you make use of Instagram? Do you follow the lives of your friends, follow 
companies, or maybe both?  

• If you follow companies, approximately how many? Above 10?  

10. Appendix 

Appendix #1 
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• Do you follow “Glossier” and/or “The Ouai” on Instagram? 

• Do you like and/or comment on the mentioned brands’ Instagram profile?  

• Do you maybe tag your friends or others in their posts?  

• What are your reasons for following/engaging with the mentioned brands?  

• Do you share content with the brands/products on your own personal Instagram profile?  

• What makes you want to share these products on your Instagram profile?  

• Do you experience that people engage in your posts? Such as ask questions or show 

interest in the products.  

• Do you follow others on Instagram, who have a passion for these brands?  

• Do you engage with content created by others on their personal profiles?  

• In what way? By liking or commenting?  

• Do you talk about new products, share tips or recommendations with each other? 

• Do you feel that you are connected to these people? Have a sort of relationship with 

them?  

 

The perceived brand identity of Glossier 
• How would you describe the look of Glossier and their products? 

• If Glossier was a person, how would you describe this person? 

• Follow up: From where do you get this impression? 

• What do you think of the content Glossier shares on social media? 

• Do you think that Glossier differs from other beauty brands? (If an example is needed: 

L’oreal, Clinique or MAC Cosmetics?) 

• Follow up: If yes, in what way?  

• Do you feel some sort of connection to the brand? (like a friend, specialist, or a sort of 

advisor on beauty?)  

• Follow up: If yes, what type of connection do you feel?  

• How would you describe the “typical” Glossier customer? 

• Follow up: Do you feel that you reflect this description of the typical customer of the 

brand, in some way?  

• How do you feel about yourself after using the products from Glossier?  

 
The perceived brand identity of The Ouai 

• How would you describe the look of The Ouai and their products?  

• If The Ouai was a person, how would you describe this person?  
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• Follow up: From where do you get this impression? 

• What do you think of the content The Ouai shares on social media? 

• Do you think that The Ouai differs from other beauty brands? (If an example is needed: 

Schwarzkopf, L’Oreal and Tresemme?) 

• Follow up: If yes, in what way? 

• Do you feel some sort of connection to the brand? (like a friend, specialist, or a sort of 

advisor on hair care?)  

• Follow up: If yes, what type of connection do you feel?  

• How would you describe the “typical” Ouai customer?  

• Follow up: Do you feel that you reflect this description of the typical customer of the 

brand, in some way?  

• How do you feel about yourself after using the products from The Ouai?  

 

Conclusion of the interview 
• Is there anything else you would like to add? 

• Thank you again for participating in this interview.  
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Participant Information Sheet 
Date information sheet produced 
1st of July 2020.  

 

Project Title 
The effects of online brand communities on brand identity and brand image of beauty brands.  

 

Invitation 
You are invited to take part in an interview for a research project conducted by two master’s 

students from Copenhagen Business School. This sheet is provided in order for you to understand 

your part and what the research will involve. You are free to ask questions in regard to the interview 

and thereafter decide if you would like to participate. Thank you.  

 

What is the purpose of this research? 
The purpose of this research is to investigate the effects online brand communities on Instagram 

might have on the brand identity and brand image of beauty brands.  

 

Why have I been chosen? 
You have been chosen because of your involvement in what we see as an online brand community 

on Instagram making your views on our subject of research important. Other participants will be 

chosen from the same criteria.  

 

Do I have to take part in this research? 
As your participation is voluntary, you have the option of withdrawing any time without having to 

give an explanation.  

 

What will happen in this research? 
You will be interviewed at your convenience (a chosen date and time) via a digital platform that is 

available to you. The interview will only take about 30 minutes of your time and the questions will 

be semi-structured allowing for a more natural dialogue. The interview will be recorded through a 

digital platform. 

Appendix #2 
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How will my privacy be protected? 
All information collected from these interviews will be made anonymous and kept confidential, 
with the exception of the two researchers. The recorded interview will only be available to the 
researchers and your name will not be recorded. The audio recording will be deleted after the 
transcription is complete.  
 
What will I do if I have concerns about this research? 
If any concerns arise regarding the nature of this research, these concerns should be notified to the 
researchers or the dissertation supervisor (see the information below).  
 
Whom do I contact for further information about this research? 
Researcher contact information:  
 
Johanne Kristensen  
E-mail: jokr18af@student.cbs.dk  
Phone number: +45 22 38 38 61 
 
Jovi Wong  
E-mail: jowo15ac@student.cbs.dk 
Phone number: +45 22 76 60 78 
 
Dissertation supervisor contact information:  
Pr. Ad de Jong  
E-mail: adj.marktg@cbs.dk 
Phone number: +45 38 15 21 35  
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Transcription #1  1 

Interviewer: Så vi starter med en generel introduktion og kan du så hurtigt fortælle os din 2 

alder, beskæftigelse og bopæl. 3 

Respondent: Ja, jeg er 26, bor på Østerbro og jeg er senior customer success manager i 4 

Cludo, som er en softwarevirksomhed, der overhovedet ikke har noget at gøre med 5 

skønhedsbranchen... 6 

I: Okay. Bruger du Instagram? Og hvor ofte bruger du det?  7 

R: Jeg er på Instagram hver dag. Det er lidt forskelligt hvor meget jeg poster. Nogle perioder 8 

er det dagligt, og nogle perioder kan der gå 2 uger.  9 

I: Hvordan er det du bruger din Instagram? Bruger du den til at følge dine venners liv, 10 

virksomheder eller begge dele måske? 11 

R: Jeg har to profiler. Hvor den ene profil den er meget mig, hvor jeg følger mine venner og 12 

de følger mig, fordi jeg også på en måde… Fordi det er den profil jeg altid har haft. Der vil 13 

folk helst bare se mig eller mit liv eller et eller andet, fordi det er mange af mine venner der 14 

følger mig der. Men jeg har også en sådan meget skønheds - jeg har haft en skønhedsblog i 15 

mange år. Så sidste år oprettede jeg en ny profil som kun handler om beauty og der følger jeg 16 

ikke rigtig mine venner, men der følger jeg influencere, som jeg synes gør det godt og så 17 

følger jeg virksomheder, som jeg synes er spændende. 18 

I: Uhmm. Og på den her profil hvor du følger virksomheder, hvor mange virksomheder er så 19 

du følger ca.? Er det over 10 virksomheder? 20 

R: Jaaa, jeg vil tro det er... Altså jeg ved det ikke helt. Jeg vil tro at tallet ligger mellem 10 og 21 

30.  22 

I: Mhmm. Og følger du Glossier og/eller The Ouai på Instagram? 23 

R: Ja, jeg er ret sikker på at jeg følger begge to. 24 

I: Når du nu følger dem, liker du eller kommentere du på deres Instagram profiler? 25 

R: Øøøhm, jeg tror ikke at jeg har gjort det. Altså, jeg kan godt finde på virksomheders 26 

profiler bare at sende en eller anden hjerte-øje-emoji, fordi jeg synes det er rigtig flot. Ellers 27 

kommenterer jeg ikke så ofte på virksomheders post. Det gør jeg mere på andre influencers. 28 

I: Mmmh. Så du tagger måske heller ikke venner eller andre i opslag heller? 29 

R: Det kan jeg faktisk godt finde på. Haha… Det er mere hvis jeg kan vinde eller sådan 30 

noget… Ej, hvis det er en sjælden gang imellem hvor, det var det her jeg snakkede om, 31 

Katarina. Så kan jeg godt finde på at tagge hende. Men nej. Det er mere at jeg bare 32 

kommenterer folks billeder, hvis jeg synes de er flotte. 33 

Appendix #3 
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I: Hvorfor er det så at du egentlig følger eller engagerer dig i Glossier eller The Ouai? 34 

R: Jeg synes at begge brands har en, altså, flot brand profil, kan man nok sige. Æstetisk og så 35 

er de begge to brands, som jeg enten har prøvet eller godt kunne tænke mig at prøve mere af 36 

eller bare gerne prøve. Især The Ouai har sådan en luksus vibe, hvor Glossier har sådan en 37 

mere naturlig… De har en fed profil på en anden måde. Så det, altså, det er fordi jeg har en 38 

oprigtig interesse i de produkter, som de to brands fører. Men også fordi de kan finde ud af 39 

deres indhold. Jeg gider, selvom et brand er godt, fx. Pudderdåserne, så gider jeg ikke 40 

nødvendigvis følge brandprofilen, fordi at jeg ikke synes det er pænt indhold de ligger op. 41 

Det betyder, altså det æstetiske betyder meget for mig. 42 

I: Mmmh. Deler du også selv opslag med deres produkter på din egen Instagram profil? 43 

R: Altså, jeg har delt opslag med Glossier, fordi jeg har haft en øjencreme derfra. Jeg tror 44 

ikke jeg har prøvet andet derfra. Ellers ville jeg gøre det, fordi igen, de er pæne.  45 

I: Mmh. 46 

R: Når jeg tager billeder, så betyder det helt vildt meget for mig, at det er pænt og man kan 47 

selvfølgelig altid få noget til at se pænt ud med forskellige… Altså, rekvisitter… Mmh, men 48 

ja og jeg kan også godt finde på at produkt kun fordi det er, altså Chanel makeup, det er pænt 49 

på Instagram.  50 

I: Oplever du at folk er engageret i det du deler? Altså, stiller de spørgsmål eller viser de 51 

interesse i de produkter, du deler på Instagram? 52 

R: Ja, for det meste er det faktisk bare “What a gorgeous flatlay”... Fordi folk går meget op 53 

i… Altså hele den er beauty community, tror jeg bare går rigtig meget op i, altså, i hvert fald 54 

den her del af det hvor man tager flotte flatlays og alt sådan noget, det æstetiske aspekt af 55 

det… Men der kan også sagtens være folk der siger sådan noget som, hvad synes du om den 56 

her Dior palette? Eller hvis jeg har prøvet produktet, så udtrykker de deres egen holdning om 57 

det, “jeg elsker også denne her creme” og det gør jeg også rigtig meget selv. Så jeg føler at 58 

folk engagerer sig på den måde, at hvis de har prøvet eller gerne vil prøve et produkt, så giver 59 

de udtryk for det. 60 

I: Ja, så... Følger du andre på Instagram som har en passion for både The Ouai og Glossier? 61 

Eller? 62 

R: Jaa. Jeg synes jo begge to er brands som nærmest bare, altså, lever på Instagram… Og 63 

ikke rigtig behøver anden marketing. Så det er jo også klart, at de har begge, altså, hver især 64 

fået opbygget en eller anden profil hvor folk faktisk også selv køber det. Det er ikke kun folk, 65 

der får det tilsendt. Så ja, altså… 66 

I: Mmh. 67 
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R: Jeg tror så sent som igår, så jeg en ligge et eller andet billede op af en The Ouai shampoo, 68 

fordi de bare ser lækre ud. 69 

I: Når du så ser sådan nogle posts, engagerer du dig så med det indhold de skaber på deres 70 

profiler? 71 

R: Jaa, altså eller får jeg jo ikke selv nogle kommentarer. Hahaha.  72 

I: Så du liker eller kommenterer? 73 

R: Jaa, jeg liker… Og hvis jeg kan lide billedet eller hvis jeg har en holdning til produktet, 74 

som fx. lad os sige, at jeg ser en The Ouai hårolie, så siger jeg… Så kan jeg godt finde på at 75 

skrive, at den vil jeg helt vildt gerne prøve… Så ja. 76 

I: Så i taler måske nogle gange om nye produkter, eller deler tips eller anbefalinger til 77 

hinanden? 78 

R: Mmmmh. Ja, når jeg selv lægger et billede op, lægger jeg aldrig kun et billede op. Jeg 79 

giver altid udtryk for min holdning til i hvert fald et af de produkter, der er på billedet. Øh, og 80 

så føler jeg faktisk også… Jeg synes rimelig meget det er noget alle gør. At de skriver om 81 

produktet og som man også kan komme med kommentarer, så man kan gøre sig enig eller 82 

uenig… Netop give udtryk for man gerne vil prøve det. Der er rigtig mange ting jeg har købt, 83 

fordi jeg er blevet, altså, intrigued igennem instagram. 84 

I: Mmmh. Føler du, at du har en relation til de her personer, som du følger, som også 85 

engagerer sig for The Ouai og Glossier? En slags, sammenhold mellem jer? Eller? 86 

R: Jaa. Altså ja, det synes jeg der er… Man kan sige at på en eller anden måde føler jeg mig 87 

ny i det med den her nye profil, men der er en ekstremt stor opbakning i netop den her beauty 88 

community, hvor folk bare er mega gode og søde til at kommenterer og også lave 89 

shoutouts… Altså, for eksempel gennem stories, hvor man viser de gode billeder eller andres 90 

profiler. Og meget mere end, altså, mode eller andre former for indhold. Jeg synes skønhed er 91 

et community, hvor folk virkelig op bakker hinanden.  92 

I: Okay… Hvordan vil du beskrive udseendet af Glossier og deres produkter? 93 

R: Mmmmmh. Det er, det er sådan hipt… Altså de sparer ikke på plastik og det har jeg 94 

faktisk ikke noget problem med… Der er jeg ikke fanatisk omkring det. Mmmh. Det er 95 

stilrent og jeg synes faktisk også de er gode til, hvad kan man sige at prøve noget nyt. Det er, 96 

men det er meget sort og hvidt og så er der en lyserød, som går igen, ikke? Så jeg synes det er 97 

meget stilrent og jeg synes generelt de har noget pæn emballage, som man også har lyst til at 98 

have stående fremme.  99 

I: Hvis nu Glossier var en person, hvordan ville du så beskrive deres personlighed? 100 

R: Øøøh… Jeg tror personligheden er en person, der hviler i sig selv og ikke har brug for at 101 

bevise sig selv overfor andre mennesker. Glad og måske rimelig underholdende person, som 102 
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også er naturlig i deres udseende. Meget flotte øjenbryn og ikke har noget problem med at gå 103 

ud uden mascara på.  104 

I: Hvor får du den her oplevelse af deres person og personlighed fra? 105 

R: Mmmmh. Jeg vil sige Emily Weiss, altså hende der er CEO, er hun vel, er jo selv hende 106 

der har Into The Gloss bloggen. Den har jeg faktisk aldrig rigtig læst, men hun som person, 107 

hende følger jeg også. Jeg synes hun er skøn at følge, fordi hun er nemlig super naturlig. 108 

Altså, hun har den her klassiske brunette, der smiler og ikke har behov for særlig meget 109 

makeup for at se godt ud. Og det føler jeg også går rigtig godt i tråd med hvordan Glossier er 110 

som brand. Og så tror jeg også bare at de er gode i deres kommunikation til at, hvad kan man 111 

sige, udstråle den her naturlighed. Når de laver en mascara, er det ikke en mascara der giver 112 

mega meget volume, og længde og er super sort. Det er bare en mascara. Og så laver de boy 113 

brow og det er jo tit de produkter, der bliver mega mega populære, som netop er de her 114 

produkter, som bare fremhæver hvad du har i forvejen. Og det er nok også derfor man får det 115 

her indtryk at det er til de her naturlige piger. 116 

I: I den forbindelse, har du så nogle tanker, du vil dele om deres indhold og hvad du synes om 117 

deres opslag på Instagram? 118 

R: Altså, jeg synes jo det er pisse fedt. Jeg elsker lyserød… Altså, jeg synes mere om det end 119 

om The Ouai. Det er bare super æstetisk. Det ser bare lækkert og indbydende ud - og man har 120 

lyst til at være en del af det. 121 

I: Synes du, at Glossier er anderledes eller skiller sig ud fra andre skønhedsbrands? De mere 122 

traditionelle brands som MAC? 123 

R: Det synes jeg faktisk… Hvis vi tager fat i den her mascara igen. De fleste vil jo bare gerne 124 

lave den mascara, som giver længst vipper. Hvor Glossier er ligeglade, de vil bare gerne lave 125 

en mascara som bare er en mascara. Det er måske ikke noget for mig, men jeg føler godt at de 126 

tør skille sig ud på den måde, at de ligesom… De har også lavet nogle nye produkter, som fx 127 

deres Cloud Paint, ikke at der ikke eksisterer, men de tager noget som måske er lidt mere 128 

niche og så gør de det stort. De laver en masse spændende farver og sådan noget… Så ja, jeg 129 

føler godt de tør skille sig ud og jeg tror også det er det, der er meningen. De vil gerne noget 130 

andet. Og jeg føler, at mange af dem der bruger brandet, er de her naturlige typer, som måske 131 

ikke går mega meget op i hvor vild deres highlighter er, for eksempel. De vil bare gerne lige 132 

have en frisk hud og lidt mascara. 133 

I: Føler du, at du har en slags forbindelse til Glossier? Som at de måske er en slags ven, en 134 

specialist eller en rådgiver indenfor beauty, som du kan gå til? 135 

R: Det føler jeg faktisk ikke… Altså, jeg stoler på at de kan finde ud af hvad de laver. Men 136 

jeg har ikke nogen decideret respekt, altså jeg ser dem ikke som eksperter eller en ven… Jeg 137 
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ser dem mere som nogle, der laver nogle fede produkter. Det er ikke dem jeg vil gå til, som 138 

ligesom The Ordinary for eksempel, fordi de gør virkelig meget med deres aktive 139 

ingredienser og virkninger. Men Glossier prøver heller ikke at være andet end hvad det er. De 140 

er hvad de er…  141 

I: Hvordan vil du beskrive en typisk Glossier kunde? 142 

R: Godt spørgsmål… Altså, jeg tror det er bedre at sige hvad det ikke er… Det er ikke en 143 

person, der skal have foundation på for at gå ud ad døren. Det er en person, som godt kan lide 144 

til hverdag bare lige at gøre en lille smule ud af sig selv, så man føler man er præsentabel - 145 

men ikke har behov for mega meget foundation, highlighter eller falske vipper for at føle de 146 

er sig selv. Det er folk som ligesom er i zen med deres hud og så bare lige give det lidt ekstra 147 

ovenpå.  148 

I: Mmmh. Føler du så at du på en eller anden måde er reflekteret i den her typiske kunde, som 149 

du lige har beskrevet? 150 

R: Jaaa… Jeg er sådan lidt både og, for jeg kan godt lide all out, hvis jeg skal et eller andet, 151 

så synes jeg det er pisse fedt. Jeg bruger nok ikke falske øjenvipper, men det er mere fordi jeg 152 

ikke har tålmodighed til det. Men jeg elsker at lege med glimmer og highlightere og 153 

foundation og alt det der… Men jeg kan også rigtig godt lide bare at, altså, lade mine fregner 154 

være fremme og ikke dække min hud for meget. Og jeg tror på sådan en almindelig hverdag 155 

som i dag, bruger jeg mascara, fikser mine bryn og jeg bruger concealer og bronzer eller 156 

blush eller et eller andet, som ligesom giver mig lidt farve. Og det er nok også sådan jeg i 157 

virkeligheden har det bedst. Så jeg føler at jeg er reflekterer i hvad de står for, men jeg er nok 158 

også lidt niveauet videre i forhold til hvor meget jeg bruger på en almindelig dag.  159 

I: Mmh. Men hvordan har du det selv, når du bruger produkterne fra Glossier? 160 

R: Altså.. Jeg føler ikke rigtig, at jeg har det anderledes end hvis jeg brugte et produkt fra 161 

Loreal. For mig betyder det rigtig meget, at det produkt jeg har er i god kvalitet og så er jeg 162 

sådan set lidt ligeglad med hvad der står på det mere eller mindre. Med mindre jeg skal tage 163 

billeder af det… Haha. Selvfølgelig, så er det jo fedt at bruge produkt, som man holder eller 164 

som man synes er godt, men jeg tror ikke at det giver mig noget andet at tage Glossier 165 

produkt på, for eksempel deres boy brow, så bliver jeg ikke sådan super hipster-super-nice. 166 

Det gør ikke rigtig nogen forskel for mig. 167 

I: Hvordan vil du beskrive udseendet af The Ouai og deres produkter? 168 

R: Det er… Minimalistisk, men samtidig meget luksuriøst. Men der er også den her ting med 169 

The Ouai, som med et Diptyque lys. Du ved det er dyrt og det ser bare fedt ud på ens 170 

badeværelseshylde. Sådan er det. 171 

I: Hvis The Ouai var en person, hvordan ville du så beskrive dem? 172 
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R: Går til frisøren mindst en gang om måneden, de har mega shiny hår, der altid er stylet til 173 

perfektion. Glat hud… Ingen rynker… Haha. Generelt en person, der ikke nødvendigvis gør 174 

særlig meget ud af sig selv, men bare ser godt ud. Altså, måske passer godt på sig selv - at det 175 

kommer til udtryk i ens krop og ens hud, at man bare overall er ret lækker.  176 

I: Hvor føler du at den opfattelse kommer fra? Produkterne eller? 177 

R: Det ved jeg faktisk ikke rigtig… Jeg tror, at det kommer at man er lidt farvet at man godt 178 

ved det er Jen Atkins, som har det og hvem hun er stylist for, for eksempel Kim 179 

kardashian.De har den her meget sleek shiny look, altså i deres hår. Så der er man nok lidt en 180 

lille smule farvet af det. Men ellers så tror jeg bare at man har et eller andet sjovt indtryk af, 181 

at folk der fx bruger mange penge på deres hårpleje, det er bare folk der går meget op i sig 182 

selv. Altså, du køber ikke en shampoo til 300 kr., hvis du er ligeglad. Du køber ikke en dyr 183 

shampoo, hvis du er ligeglad med hvordan dit hår ser ud. Derfor tror jeg også bare at det 184 

samtidig er en person, der gør meget ud af sig selv og som gider bruge den ekstra tid på sig 185 

selv. 186 

I: Mmmh. Hvad tænker du om det indhold, som The Ouai deler på Instagram? 187 

R: Det er meget, sådan… Classy, tror jeg at jeg vil sige. Sådan fejlfrit, sådan som jeg husker 188 

det. Det er mest produkter, men de ligger måske også nogle gange billeder op af folk med flot 189 

hår. Det tror jeg, de gør. Og det bekræfter ligesom bare at de har nogle lækre produkter, man 190 

får lækkert hår af - ikke at det nødvendigvis er rigtigt, men det er sådan de får det til at se ud. 191 

Men ja, jeg tror jeg opfatter det som en meget classy og også high end, hvilken som det jo er. 192 

I: Synes du The Ouai er anderledes eller skiller sig ud fra andre produkter i hårplejebranchen? 193 

R: Eeehm. Hvis vi fx taler om emballage, så ved jeg ikke om de decideret skiller sig ud. Det 194 

er mere minimalistisk end mærker som fx Kerastase, som jeg rigtig godt kan lide. Hvor de 195 

faktisk nok henvender sig mere til det nordiske segment i forhold til design og æstetik. I min 196 

optik skiller de sig måske mere ud på den måde, at de har et mere stilrent design og har gjort 197 

rigtig meget ud af den del af det også, hvor det andet er mere, altså dem jeg sammenligner 198 

dem med, mere er mere veletablerede brands, som du ved er godt og de har måske ikke den 199 

samme sammenhængende designprofil, som the ouai har. 200 

I: Baseret på din oplevelse med The Ouai, føler du så du har en forbindelse til dem? På nogen 201 

måde? 202 

R: Altså, jeg har oplevet dem en del på Youtube videoer og sociale medier. Jeg så faktisk en 203 

video forleden dag, som sagde at det her produkt faktisk ikke er særlig lækkert. Men generelt 204 

er min opfattelse, at det er super lækkert. Men jeg tror også at The Ouai er et af de her brands, 205 

ligesom Chanel er det indenfor makeup, det ser pænt ud. Jeg så faktisk også så sent som i dag 206 

et post, hvor hun skrev at produktet er mega pænt, men jeg kan ikke så godt lide duften, men 207 
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den gør noget godt for mit hår. Der falder det faktisk lidt til jorden for mig… Fordi det skal 208 

være en helhedsoplevelse og når jeg kigger på et The Ouai produkt, tænker jeg det her dufter 209 

godt! Så altså, jeg har ikke et specielt tilhørsforhold til det andet end at mit indtryk er at det er 210 

luksuriøst. 211 

I: Så du ser dem ikke som en slags specialist eller rådgiver indenfor hvordan du skal ordne dit 212 

hår eller? 213 

R: Altså… jeg gør det på den måde, at man ved Jen Atkins kan finde ud af at lave hår. Så jeg 214 

tænker, at når hun lancerer et hårplejebrand, så ved hun godt hvad hun laver. Men jo, jeg ser 215 

det som at det er nogle der selv har haft hænderne med i det og det synes jeg altid giver mig 216 

en form for tiltro til et brand.  217 

I: Mmh. Hvordan vil du så beskrive en typisk the ouai kunde? 218 

R: Det er nok ligesom den person, vi beskrev tidligere. Det er en der har lækkert hår og gør 219 

noget ud af sig selv… Og godt kan lide at bruge penge på sig selv. 220 

I: Føler du at du på en måde er en reflekteret i det billede, som du lige har beskrevet? 221 

R: Altså… Haha. Nej. Det ved jeg faktisk ikke... Både og, fordi jeg gør meget ud af mig selv 222 

og jeg kan godt lide at bruge penge på mig selv, men jeg er heller ikke sådan… Altså i 223 

forhold til makeup og skønhedsprodukter, især med hår og hudpleje, så går jeg nok mere op i 224 

hvad det kan gøre for mig end om det ser pænt ud på min hylde. Jeg er ikke sikker på, at jeg 225 

selv er en The Ouai kunde, men der er ikke nogen tvivl om jeg først og fremmest vil købe det 226 

fordi jeg synes det er flot. Jeg har fx også købt det og givet det i gave, fordi man netop synes 227 

det er pænt. Og det er ligesom når man giver et dyrt duftlys - det er præsentabelt. 228 

I: Er der andet du gerne vil tilføje? 229 

R: Nej. 230 

I: Tusind tak fordi du gad at hjælpe os med dette interview.  231 
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Transcription #2  1 

Interviewer: Thank you for participating in this interview. Can you please quickly describe 2 

your age, occupation and maybe where you live? 3 

Respondent: Well, yes. Uuum, I am 28, a hairdresser in a salon in Malmö where I also 4 

currently live.  5 

I: Okay, first I would like to ask you if you are a user of Instagram? 6 

R: Yes… I have my own Instagram profile where I share both a bit of my personal life and a 7 

bit of beauty related content.  8 

I: Okay, how often do you then use Instagram? On a daily basis or? 9 

R: I use it every day… Without a doubt. And I guess multiple times a day - I think it’s the 10 

app I open most times whenever I look at my phone. I almost don’t think about it anymore… 11 

Haha. 12 

I: So how do you then use Instagram? To follow the lives of your friends, companies you like 13 

or maybe both? 14 

R: But yeah, I guess I mainly follow friends. Some I know in real life and some others I have 15 

gotten to know through Instagram. 16 

I: So you use Instagram for a bit of both… How many companies would you say that you 17 

follow? 18 

R: Hmmm. I don’t actually know? 19 

I: Do you think it's more or less than 10? 20 

R: I would say more than 10. But I only follow companies I get inspiration from or if I like 21 

and use their products… Well, maybe I follow some other companies too. I don’t actually 22 

know. 23 

I: On your Instagram profile, do you follow Glossier and/or The Ouai? 24 

R: Yeah… I think I follow both. It is both companies that I really enjoy - especially The Ouai 25 

as they are very inspiring to follow as a hairdresser.  26 

I: As you follow them, do you engage with them? Like or comment on their Instagram 27 

profiles? 28 

R: I do when I see them, ummm I really enjoy to watch their stories. So, I guess it’s mostly 29 

their stories I watch regularly.  30 

I: So why do you follow those two brands? Glossier and The Ouai? 31 

Appendix #4 
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R: Well, as I said before I find them both pretty inspiring… I guess. Especially The Ouai. I 32 

guess it’s because I’m a hairdresser… It makes sense, right? But I really enjoy both of them 33 

and I really like their products too. At least the ones I have tried… 34 

I: Do you also share content with Glossier and The Ouai on your own Instagram profile? 35 

R: I have definitely shared something with Glossier in the past. I remember getting my first 36 

order from them and it comes in this cute packaging… I really like pink. And I shared that on 37 

my Instagram profile. I have also shared stuff on my Instagram Story, if that is also 38 

something you’re looking for? But yeah, I like to share new products when I get them… 39 

Maybe I buy them sometimes just to share them? They both make really pretty products and I 40 

like that. 41 

I: So, do you mainy share products from The Ouai and Glossier on your Instagram because 42 

they are pretty? 43 

R: Well… I wouldn’t say that. But it definitely helps… Haha. I also buy them because they 44 

seem like great products and I want to try them. When I see everyone, I follow share a new 45 

product from The Ouai I want to know if it’s actually good or not. And I guess it helps that it 46 

looks good on my Instagram feed too… Haha.  47 

I: Do you experience that people on Instagram are engaging with your content when you 48 

share products from The Ouai and Glossier? 49 

R: Yeah. I guess they are. I feel like there is a sort of relationship with the people I know and 50 

follow. I leave comments on their pictures too all the time - I know how much it means on 51 

Instagram these days… But yeah, people that follow me are often engaging when I put 52 

something new on Instagram. I guess its sort of the reason why we or least I am on there.  53 

I: So how do people engage? Do they ask questions or show some sort of interest in the 54 

products? 55 

R: Yeah… Ehm, they comment if they want to try the product or already have tried it. I do 56 

the same to them. I feel like it’s part of the relationship we have. I want to tell how I feel 57 

about a product and the people that I engage with do the same. 58 

I: Do you follow other people on Instagram, that have the same feelings about The Ouai and 59 

Glossier as you? 60 

R: I do… I think a lot of the people I follow tend to like the same products as me. I guess it’s 61 

the reason we have a connection in the first place… I enjoy watching interesting content, new 62 

makeup ideas… Mmh, or new hairstyle. So, I think we inspire each other. 63 

I: So, the people you follow - do you engage with their content? The ones they share on their 64 

profiles? 65 
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R: Yes, I definitely do. They support me and I of course want to support them. I think as 66 

being on Instagram these days… You have to support each other and lift each other up. Mmh, 67 

I really like that about Instagram and the people I follow. I feel like we want to support each 68 

other.  69 

I: So, in what way do you engage? Do you comment or like or? 70 

R: I often leave comments… And I always like a picture. But I mostly leave a comment when 71 

I see something, I have an opinion about. I think… Maybe when I see a product, I’m familiar 72 

with or want to try… I like to leave a comment. Again, I feel like that is part of the 73 

connection I got with the people I follow.  74 

I: So, do you talk about new products, share tips or maybe give each other recommendations? 75 

R: Yeah, all the time. I think I have bought several products from my friends’ 76 

recommendation - or my Instagram friends. I should probably say that. But yeah… I hope 77 

they think the same of me. So yeah… If I see a product, I want on a post I would have no 78 

trouble asking if they recommend it.  79 

I: Do you feel like there is some sort of relationship between you and the people you engage 80 

with? A sort of community of sorts? 81 

R: Hmm… Yeah. I feel very supported on Instagram and I hope that people feel just as 82 

supported by me. I want to support my friends. I think it’s a community - maybe as a beauty 83 

world in general. But yeah, I feel a part of some sort of community. Even though I don’t 84 

actually know all these people. 85 

I: So, now let’s talk a bit about Glossier. How would you describe the look of their products? 86 

R: Hmmm. They are pink, cute, maybe? I really like that they feel quite youthful and fresh. 87 

Yeah, I would describe them as really cute.  88 

I: If Glossier was a person, how would you actually describe them? 89 

R: I would say it was someone young. Maybe a millennial? At least someone young, fresh 90 

looking and not afraid to be themselves. But I guess, also kind of girly with all their pink 91 

products. A cute and fun person… And they don’t take themselves too seriously. I really like 92 

that. I like that they have fun with their products and the packaging. 93 

I: Where would you say you get this impression? 94 

R: I guess maybe the design of the products? It’s pink and sparkly. Hmm. It feels quite 95 

young. Maybe I’m too old for this already? Haha… No, I feel like they are just really fun and 96 

yeah, I like that.  97 

I: So, what do you think of the content Glossier shared on social media - especially 98 

Instagram? 99 
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R: Eeehm, well. I don’t remember exactly what they share on Instagram. Something fun, I 100 

would guess? I like their pictures when I see them… I guess many of them are pink and fun. 101 

It all seems very relaxed which I like for a company. I don’t think I follow many brands like 102 

Glossier.  103 

I: So, do you feel that Glossier is different from other beauty brands? Could be L’oreal or 104 

maybe MAC? 105 

R: They definitely don’t take themselves too seriously. I like that! It also feels like they listen 106 

to their customers or their fans and actually want to do something for them. I feel like they 107 

create a lot of products that way. I really like that… I don’t think you see that too often with 108 

bigger companies like L’oreal. And the products I have tried from Glossier were really great, 109 

I think.  110 

I: Do you feel sort of a connection to Glossier? Do you see them as a friend, an advisor or 111 

maybe a specialist? 112 

R: Hmm. I don’t necessarily feel like… Well, I feel like I have a connection to the people I 113 

follow that supports Glossier through their brand ambassador program. I don’t think I feel a 114 

connection with Glossier. Maybe I’m too old?... No, I don’t actually know.  115 

I: How would you describe the “typical” Glossier customer? 116 

R: Someone young? Or maybe someone trying to be young… Like me… But yeah, someone 117 

who likes natural looking makeup. And pink! I feel like the make many great products for 118 

different needs. But yeah, mostly for those who have good looking skin and don’t need a lot 119 

of help. I guess, young people make sense then? 120 

I: Do you feel that is a reflection of you, when you describe this typical customer? 121 

R: Well, I guess I’m not that young… But yeah, I don’t necessarily think that you have to be 122 

young to use Glossier. Maybe it’s more about someone enjoying a natural makeup look and I 123 

feel that could be me. I feel very reflected in their love of pink and glitter. But yeah, it’s hard 124 

to say.  125 

I: So how do you feel about yourself when you use the products from Glossier? 126 

R: Well, can I say I feel young?... No, I don’t think I necessarily feel different. I have tried a 127 

lot of different beauty products and I like to try new stuff all the time. But if the product is 128 

good, I keep using it. So maybe I’m not that influenced when trying a new product or brand. 129 

But Glossier definitely feels fun.  130 

I: So, now we move onto The Ouai and their products. How would you describe the look of 131 

them? 132 

R: Well. I’m a pretty big The Ouai fan. I’m a hairdresser and I like pretty products, so if I had 133 

to describe them, I feel like they are just my style. Simple, minimalistic but still feels very 134 

  



 127 

luxurious. I like to take care of my hair and I like pretty products in my bathroom, so it 135 

almost feels like The Ouai was made for that. Also, I really like their founder Jen Atkin. As a 136 

hairdresser as myself I find it very inspiring to see how she has built her own company from 137 

scratch. I guess it’s a big reason why I like to follow them.  138 

I: If The Ouai was a person, how would you describe them? 139 

R: Definitely more an adult than Glossier. I imagine… maybe a sophisticated woman? That 140 

really has that perfect hair and knows how to take care of it in an effortless way. Nothing is 141 

too perfect but just looks really natural and good. And I of course imagine Jen Atkins. As the 142 

founder I think she is the person I really see reflected in the brand. She is just my definition 143 

of cool girl. Yeah. 144 

I: So, what do you think of the content The Ouai shares on Instagram? 145 

R: Well, I think… I want to use sophisticated again. They seem very sophisticated and maybe 146 

have a more clear sense of their style. They are definitely less fun than Glossier. But I feel 147 

like it suits their products better. And again, as a hairdresser, I just really enjoy their content 148 

and they inspire me quite a bit, I would say.  149 

I: Do you think that The Ouai is different from their competitors? Maybe such as 150 

Schwarzkopf or Kerastase? 151 

R: I feel like The Ouai are more of a luxury brand as Kerastase is. Schwarzkopf is something 152 

completely different to me. But I feel like they really value their product and design and 153 

maybe being a bit innovative too? As a hairdresser I know many companies that specialize in 154 

hair products, so it gets a bit boring. The Ouai has really given me a new-found respect, if 155 

you can call it that? They seem to really focus on their products and customers in a 156 

completely new way. But yeah, it’s pretty clear I’m a fan, right? 157 

I: As a fan of The Ouai, do you feel a connection to the brand? Maybe see them as a friend or 158 

a specialist? 159 

R: I see them as specialist… Well, I see Jen Atkin as a specialist, but she owns the brand, so I 160 

guess it feels that way too with The Ouai. I wouldn’t say I feel friendly with them, but they 161 

are great at connection with their fans. I have tried several times that they actually leave a 162 

comment under my post. I like that. It really makes me feel valued as a customer… Even 163 

though I know that they do it to all of their posts… But yeah, to me it really makes a 164 

difference. 165 

I: How would you describe the “typical” The Ouai customer then? 166 

R: Maybe someone in their late 20-early 30’s, I guess. Someone that values that luxurious 167 

feeling that comes with buying expensive hair care. Maybe someone who just really likes 168 
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good hair. But yeah, definitely someone who doesn’t mind spending money on their haircare 169 

products. Someone that wants to have that effortlessly good-look. 170 

I: So, do you feel yourself reflected in this description of the typical customer? 171 

R: Yeah, maybe? I love my hair as I probably should as a hairdresser. But yeah, maybe it’s 172 

more me projecting the typical customer as someone I admire and inspire to be? Well... I 173 

don’t mind spending money on good, luxurious hair care and in that sense, I guess I’m the 174 

typical customer.  175 

I: How do you then feel about yourself when you use these products? From The Ouai? 176 

R: They give me that luxurious feeling. I like to feel good about myself and my hair. I 177 

definitely feel that a beautiful, luxurious product like those from The Ouai helps me feel like 178 

I’m treating myself. And I’m all about that. Anytime! 179 

I: Well, I think that was all from us. Is there anything else you would like to add? 180 

R: No, I think that was it. 181 

I: Well, then thank you so much for participating in this interview. It has been super helpful. 182 
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Actions from Glossier and their followers on Instagram 
 

Glossier asks their followers a question,  
they answer, 15/5/20 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Followers comments on Glossier post, 15/7/20 

Glossier answer follower’s question, 10/7/20 

Appendix #5 
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Followers tagging eachother in a post by 
Glossier, 15/7/20 

A fan shares their newest order from Glossier, 
17/7/20 

A fan shares a picture of Glossier Boy Brow, 
15/7/20 

  



 131 

Actions from The Ouai and their followers on Instagram 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 

The Ouai engaging with their followers, 10/7/20 
The Ouai creating engaging content and 
their followers engaging, 25/5/20 

The Ouai engaging with their followers on their posts, 
5/1/20 and 3/5/20 
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A fan-shared post containing The Ouai products and 
followers’ comments, 05/01/20 

A fan-shared post containing The Ouai products 
and followers’ comments, 20/04/20 
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The brand identity of Glossier 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Visual identity of Glossier.com 

Glossier Lash Slick 

Example of typical Glossier products 

Glossier's logo 

Appendix #7 
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The brand identity of The Ouai  
 
Example of typical The Ouai products  

	

	
	
 

The Ouai's logo  
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About The Ouai    The Ouai's informal language with emojis 

	 	

 
The Ouai's How To’s  
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