
 

Leadership on Social Media 
- A qualitative case study of world-class  

chefs' Instagram accounts - 



MASTER THESIS 
 

MSocSc Programme Management in Creative Business Processes 
CBS Spring Term 2021   

 
 
 
 

 

 Leadership on Social Media 
- A qualitative case study of world-class chefs'  

Instagram accounts -  
 

 
Date of hand-in: 

16 May 2021 

 

by Ann-Sophie Gross 
Student Nr. 134171  

 

 
 

Supervisor: Maria Lundberg 
 

Number of pages: 79 
Number of characters: 162,677 

 

 



 

II 

Abstract 
Digital communication has become highly relevant in today’s world, not only but 
especially in the last year due to the Covid-19 pandemic. Social media, such as In-
stagram, is an important part of digital communication. Communication is also an 
essential element of leadership; there is no leadership without communication. 
Therefore, the digital communication context must also impact leadership.  
I pursue the assumption that leaders are active on social media not only as private 
individuals but as leaders. Hence, leadership is present on social media. I assume 
that this does not only applies to well-known political or spiritual leaders or fa-
mous CEOs and it extends to one of the most popular social media apps world-
wide, Instagram, which is not usually associated with leaders. To investigate this 
assumption, I set up a qualitative case study to research how world-class chefs rep-
resent themselves as leaders on Instagram. 
 
For the case study, I selected the top 15 culinary leaders from the The World’s 50 
Best Restaurants and analyzed their personal Instagram accounts. The thesis exam-
ines the representation of leadership in relation to a transformational leadership 
perspective and considers a process-relational perspective. The main findings of 
this thesis are fourfold: First, I present a detailed overview of the similarities and 
differences within the group of chefs in regard to their Instagram accounts and 
communication on Instagram. Second, each chef was analyzed by how often and 
through which topics they communicate. This enables the third step, i.e. applying 
the established transformational leadership framework to analyze how relevant 
transformational leadership is on Instagram and how the chefs communicate this 
leadership style. Fourth, I investigate the different interaction levels of the chefs 
with their followers.  
 
The final discussion dives deeper into questions my analysis and findings point 
towards: Is it possible to claim that leadership is represented on Instagram? What is 
the relevance of Instagram as a social media platform for representing leadership? 
How does the leaders’ representation on social media impact leadership communi-
cation? 
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1. Introduction  
Where does leadership appear in today’s world? In different studies on leadership, 
scholars have emphasized that leadership is present beyond organizational con-
texts or formal roles (Uhl-Bien, 2006; Alvesson & Spicer, 2011; Fairhurst & Uhl-
Bien, 2012), and this seems reasonable at a time when formal roles are becoming 
less important and the line between the personal and the professional is becoming 
blurred (Dornis, 2020). Leadership is a concept interconnected and dependent on 
communication (de Vries, Bakker-Pieper & Oostenveld, 2010; Narbona, 2016). Digi-
tal communication has been on the rise for the last decade, but it has grown expo-
nentially during the last year due to the global COVID-19 pandemic. Human inter-
actions online were already impactful before this global crisis, but the 2020 pan-
demic limited offline, face-to-face communication everywhere around the world, in 
both business and personal contexts. This development underlines the importance 
and impacts that digital communication has in today’s world.  
 
Precisely because of this impact, it is important to study leadership - in which 
communication is an essential aspect - in the digital context.  
To consider leadership in a digital context, I set up a case study and analyzed the 
personal Instagram accounts of 15 culinary leaders over a two-year period. The 15 
leaders were selected based on their positions at the top of the prestigious The 
World’s 50 Best Restaurants list. Instagram is a very specific digital context and is 
one of the most influential social media platforms worldwide (Tankovska, 2021). 
The two-year time period, from January 2019 until December 2020, covers one year 
before the pandemic occurred and one year that includes the effects of COVID-19. 
The restaurant industry was and remains among the sectors most affected by the 
pandemic around the world (Scheiber, 2020). 
 
The chosen research setup made it possible to assess different aspects in the study 
of leadership. The leaders considered are well known and recognized in their field 
and also lead their restaurants successfully; however, they might not match the 
prototype of leaders such as presidents or CEOs of large corporations, who are of-
ten studied in leadership research (Katz, Barris & Jain, 2013; Ingerson & Bruce, 
2013). The digital context - specifically the social media context - outside of any or-
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ganizational setting and formal roles also enables a new perspective on leadership. 
It provides an opportunity for different types of data and research methods than 
those used in many other leadership studies (e.g. Hatch, Kostera & Koźmiński, 
2006; Sinclair, 2011; Fairhurst & Connaughton, 2014). When considering the con-
temporary context and modes of human communication, it is worthwhile to study 
leadership in the context of digital communication. 
 
When studying leadership in the context of digital communication, i.e. social me-
dia, there is an overlap in terms. Both leadership research and social media use the 
term followers. In leadership research, followers are the counter actors to the lead-
ers and an integral part of the leader-follower interactions which shape leadership 
(Uhl-Bien, 2006; Alvesson & Spicer, 2011; Fairhurst & Uhl-Bien, 2012). In the social 
media context, a follower is every account that follows another account; an account 
can be a person or a business. Following is a fundamental function of each social 
network, it is the basic function they build their platforms on. In both instances, 
followers display the reach of a person and can be an indicator of their popularity. 
Moreover, both contexts depend on the interaction process between the followers 
and the ones being followed.  

Specific to my case study, not all Instagram followers are followers in a leadership 
perspective. However, there is an interface: Many follow the chefs precisely be-
cause they are culinary leaders and some are even the chefs' current or former em-
ployees. How the chefs represent themselves as leaders on Instagram is the topic of 
this thesis. 

 

 

1.1 Academic Conversation  
In my master’s thesis, I set out to study leadership. Leadership is a field that has 
been researched extensively from different perspectives (e.g. Bass &b Avolio, 1994; 
Uhl-Bien, 2006; Alvesson & Spicer, 2011; Horth, Miller & Mount, 2018; Hensellek, 
2020). My study here is positioned within the frame of two specific developments 
in leadership research: first, leadership is not limited to organizational settings or 
formal leaders (Uhl-Bien, 2006; Alvesson & Spicer, 2011; Fairhurst & Uhl-Bien, 
2012); and second, the relationships are an important aspect of leadership. These 
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perspectives accentuate the importance of three elements: leaders, followers, and 
context - and, more specifically, the interactions among them (Alvesson & Spicer, 
2011). 

For this study, the specific context for researching leadership is the personal Insta-
gram accounts of 15 world-class chefs. They became leaders of the culinary world 
due to their success in an analog world, but I am studying them in the context of 
the digital world. This online context is not directly related to their business or em-
bedded in any organizational setting. This adds to the novelty of this study, as the 
online context differs from the offline context in which most leadership studies are 
positioned (e.g. Hatch, Kostera & Koźmiński, 2006; Sinclair, 2011; Fairhurst & 
Connaughton, 2014). The online context focus here is specifically social media.  

Few scholars of leadership have moved outside of organizational contexts or into 
online contexts, and even with this limitation the present study relies and builds 
upon their insight into and research on the concept of leadership (Bass & Avolio 
1994; Uhl-Bien, 2006; Fairhurst & Connaughton, 2014). Although there are context-
based differences between the analog and the digital world of leadership, it is my 
understanding that many of the principles and perspectives can still be applied. As 
the relevance of social media has grown over the last several years, there has been a 
growing body of research that has considered digital contexts, which has paved the 
way for studies on digital leadership and social media. Most such research has 
tended to focus on politicians or spiritual leaders and, Instagram has not generally 
been the online communication platform considered (e.g. Ingerson & Bruce, 2013; 
Kartz, Barris & Jain, 2013; Narbona, 2016). This paper takes up the challenge to 
study two complex issues: leadership and social media - specifically Instagram. 

 

 

1.2 Problem Formulation  
This thesis was developed to study leadership through the lens of communication 
in a digital context. The digital context is specific, as the study analyzes data from 
social media. Social media is convenient in enabling research on communication 
effects by digital tools and channels. Given the worldwide accessibility to the In-
ternet, digital communication is a defining phenomenon of the current period and 
is reshaping the world of communication. Social media is an evolvement of Inter-
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net-based communication. It is not a marginal phenomenon: social media had a 
global social penetration rate reaching 49% in 2020, with North America and East 
Asia having the highest rate of 69% and 71%, respectively, followed by Northern 
Europe at 67% (Tankovska, 2021). These numbers provide an insight into the rele-
vance of the context. Social media has many forms, including blogs, forums, busi-
ness networks, microblogs, photo-sharing platforms, social gaming, chat apps, and 
social networks. Instagram combines several of these forms (Tankovska, 2021).  
 
Given the current relevance of digital communication, this thesis studies leadership 
in the digital context. This case study was developed to consider (digital) leader-
ship and communication related to the restaurant industry. As culinary leaders, 
chefs are personally very active on social media - and specifically on Instagram; 
they are therefore a suitable sample group given the aims of this research. To study 
leadership in the digital context from the perspective of the culinary leaders, the 
following research question was formulated:  

How do world-class chefs represent themselves as leaders on Instagram? 
 
 

1.3 The Cases  
This section provides a brief overview of the people behind the accounts studied. 
All of them are extremely successful in their field and are leaders not only in their 
kitchen and business but also in the culinary world. They are the first 15 chefs 
listed in The World’s 50 Best Restaurants that have a personal Instagram account. 
Everyone included on that list is recognized as a world-class chef, and all chefs and 
their restaurants are also assessed by other prestigious ranking systems in the culi-
nary world, such as the Guide Michelin (“The Worlds 50 Best Restaurants”, n.d.). 
In the following, I briefly describe each chef in the context of his or her culinary 
success.  
 
 

Mauro Colagreco 
Number one of this group and in the list of The World’s 50 Best Restaurants is the 
Italo-Argentinian Mauro Colagreco, who is head chef and owner of the restaurant 
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Mirazur, in Menton, on the Côte d’Azur, France. Mauro was born in 1976 in La Pla-
ta, Argentina; his training began in Buenos Aires, where he continued to work in 
different prestigious restaurants. After finishing hotel school in 2001, he moved to 
one of the world’s leading gastronomic destinations: France (“Relais & Châteaux 
Chef”, n.d.). There, his success continued, and he worked in several distinguished 
restaurants, including as sous-chef de cuisine to Alain Passard at L’Arpège. 
Passard is also part of this group, currently ranked number eight (see below).  
In 2006, Colagreco founded his first restaurant on the Mediterranean coast. Shortly 
after opening, he was already very successful, earning many awards and, in 2009, 
becoming listed in The World’s 50 Best Restaurants (“Relais & Châteaux Chef”, n.d.). 
He has continued his success ever since and risen to the top of every list and recog-
nition. He runs the restaurant together with his wife Julia Colagreco (Sgarbi, 2019). 
The adjoining gardens are a key part of their business, and one of his favorite in-
gredients grows there: the Menton lemon (“Relais & Châteaux Chef”, n.d.). When 
he received the number one ranking on the list from The World’s 50 Best Restaurants 
in Singapore in 2019, he brought with him four flags representing Argentina, 
France, Brazil, and Italy: "Argentina is my roots, Brazil is the country that gave me 
the love of my life, France represents my culinary training, and more than half of 
my team comes from Italy, […] they symbolise that cuisine doesn't have borders. 
Through cuisine, everyone can express themselves, wherever they are." (Sgarbi, 
2019, p. 1). 
 
 

René Redzepi 
In 2010, René Redzepi was awarded best restaurant in The World’s 50 Best Restau-
rants for the first time with his restaurant Noma in Copenhagen, Denmark. Since 
then, he has been ranked number one several times and has consistently placed in 
the top rankings (Leer, 2019). He is also the co-founder of the food movement New 
Nordic Cuisine, author of several books such as the Noma Guide to Fermentation, and 
the subject of (short) films as well as documentaries. He recently joined an academy 
for young rising chefs called MAD (Teuner, 2017). Redzepi was born in 1977 in Co-
penhagen and has spoken publicly about his Danish-Albanian heritage. He spent 
his childhood summers in Albania, which influenced his connection to food and 
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culinary traditions. It was not always easy to be perceived as an immigrant in Dan-
ish society, a fact he has spoken about several times (Deschamps, 2017).  
Redzepi has been very open and honest about the struggles and pressures of being 
successful. This led him to reinvent himself recently by opening up a new Noma, 
which again made it to the top of the list. His success is not only in his leadership in 
the restaurant, but also for putting Nordic cuisine on the map and boosting a tour-
istic movement. The New Nordic cuisine established a new sense of pride and way 
of using often lesser-known ingredients (Deschamps, 2017). Redzepi often speaks 
publicly about his family, feelings, and business, as well as sharing his opinions—
often via social media.  
 
 

Gaggan Anand 
Gaggan Anand opened his first restaurant Gaggan in Bangkok in 2010. It was an 
attempt to redefine Indian food and elevate it to the top of the culinary scene. He is 
famous for his unconventional style and has been very successful with his concept 
for many years. Anand was born in Kolkata, India, in 1979. He started cooking to 
help his sick mother, which led him to work in different restaurants in India and to 
move to Bangkok in 2007. He received part of his training with Ferran Adrià, who 
has trained many now-famous chefs over the years, including many from this 
group, from whom he learned insights into molecular cooking (Chomka, 2020).  
After many successful years of constantly reinventing the menu and pushing the 
boundaries, Anand closed his restaurant in Bangkok. He stated publicly that he 
planned to take a year to recharge and to open a new restaurant in Fukuoka, Japan, 
but the story he presented on Instagram was a bit different (Chomka, 2020). There, 
he portrayed himself as being pushed out of his restaurant after a disagreement 
with the investors/management, and the transition was not amicable. Since then, 
he opened a temporary restaurant in Bangkok.1 Generally, Anand is very open 
about his personal feelings and emotions and does not hesitate to share them via 
Instagram. He is still involved in several other projects and remains highly visible 

 
1 Instagram account: @gaggan_anand. 
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in the culinary world, but technically the restaurant for which he was awarded 
third place in The World’s 50 Best Restaurants2 does not exist.3 
 
 

Rasmus Kofoed 
Rasmus Kofoed was born in Denmark in 1979. His childhood spent in nature in-
spired him to become a chef. He started his training in Denmark but continued his 
journey in a Michelin starred restaurant in Belgium. In 2003, he was awarded ‘Chef 
of the Year’ in Denmark, which was the first of many awards, including the Bocuse 
d’Or (“Four”, 2017a). In 2005, he opened his own restaurant, Geranium, which re-
ceived its first Michelin star in 2008. The second and third stars followed quickly in 
2013 and 2016. His light cuisine explores nature and has not only led to wo more 
Michelin stars but also to inclusion in the prestigious The World’s 50 Best Restaurants 
list (“Four”, 2017a). When asked about the secret behind his success Kofoed stated 
the importance of staying in good physical shape as part of keeping the balance. To 
him one of the biggest barriers to success is mental (McCafferty, 2019). For Kofoed, 
staying active is the basis of happiness: “[…] if you’re not happy, then it’s difficult 
to shine.” (McCafferty, 2019, p. 1). Staying active and keeping a mental balance are 
topics he speaks out about on his Instagram account.4 
 
 

Virgilio Martínez 
The Peruvian chef and restaurateur Virgilio Martínez was born in 1977 in Lima, 
Peru. He owns several restaurants around the world, including his flagship restau-
rant Central, for which he was awarded fourth place in The World’s 50 Best Restau-
rants in 2019. Central opened in 2008 and has been very successful ever since. Other 
restaurants include two in London in 2014 and one in Hong Kong in 2018, all of 
which evolved around a modern Peruvian concept (Yen, 2019). Besides the restau-
rants, Martínez found the Mater Iniciativa, a research center dedicated to document-

 
2 Due to the COVID-19 pandemic, there were no awards or new list in 2020, so his ranking re-
mained the same based on now-outdated information (Krader & Vines, 2020). 
3 Instagram account: @gaggan_anand. 
4 Instagram account: @rkgeranium. 
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ing Peru’s plants and experiments with them, the results of which are incorporated 
into his kitchens. Martínez describes himself as sometimes feeling out of place in 
today’s modern world: connecting with nature and history is essential to him. This 
also translates into his style of cooking (Yen, 2019). He runs his restaurants together 
with his wife, Pia León, who is introduced in the next section, as she is the co-head 
chef and also listed on The World’s 50 Best Restaurants. 
 
 

Pia León 
Pia León was born in Lima, Peru. Together with her husband, Virgilio Martínez, 
she runs their restaurants and is also head chef at Central (both are named in The 
World’s 50 Best Restaurants). She pursued her culinary training in New York and at 
Astrid y Gastón before joining Central in 2008 (Polic, 2020). Although they work 
together on all their projects successfully, Martínez has generally been the primary 
focus of attention. In 2018, León opened her own restaurant, Kjolle, which is still 
very connected to Central and their other restaurants. In the same year, León was 
awarded the title of Latin America’s Best Female Chef (Polic, 2020). Like her husband, 
and true to their gastronomic philosophy, León’s cooking is rooted in nature and 
highlights regional, indigenous ingredients and cooking techniques, and one of her 
key characteristics is her colorful cooking (Polic, 2020). 
 
 

Andoni Luis Aduriz 
Number seven in The World’s 50 Best Restaurants, Andoni Luis Aduriz was born in 
1971 in San Sebastian, Spain, a city at the heart of Basque gastronomy. Part of 
Aduriz’s culinary training was completed under Ferran Adrià at elBulli, like Gag-
gan Anand and other chefs on this list. Aduriz opened his own restaurant, Muga-
ritz, in 1998, where he expresses his interpretation of Basque cuisine and local pro-
duce. Mugaritz has been recognized with two Michelin stars since 2006 (“Muga-
ritz”, n.d.). One of the restaurant’s characteristics is that it closes for four month 
every year to devote time exclusively to creativity. Aduriz is also known for his 
multidisciplinary approach to gastronomy, embracing innovation, education and 
change inside and outside of the kitchen. He is patron of the Basque Culinary Cen-
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ter, member of the Tufts Nutrition Council at Tufts University, collaborates with 
ATZI and the Imagineering Institute, as well as participating in many other projects 
(“Mugaritz”, n.d.). Of the group of 15 chefs considered in this study, he is the one 
who shares the most via his Instagram account, not only by amount of posts (he 
regularly posts several times a day), but also in terms of the content he shares. He 
is very open about his family life, friends and generally everyday living, whether it 
is in the kitchen, supporting one of his projects or initiatives or discovering food by 
eating out.  

 
 
Alain Passard  
Alain Passard, the oldest chef in this group, was born in 1956 in La Guerche-de-
Bretange, France. Passard completed his culinary training throughout France and 
Belgium. Early on, he was able to earn Michelin stars for the restaurants in which 
he worked. In 1986, he established his own restaurant, L’Arpège, in Paris. He and 
the restaurant received their third Michelin star in 1996, which they have kept ever 
since (Cayla, 2008). Passard and L’Arpège were also featured in the Netflix docu-
mentary Chef’s Table. At the core of his philosophy and restaurant are his gardens, 
which are built to fulfill different functions. His gardens have become a source of 
inspiration and are also often depicted on Instagram. His motto is to not serve 
something sensational, but rather exceptional (Cayla, 2008). 
 
 
Oriol Castro and Eduard Xatruch 
Oriol Castro was born in 1974 in Barcelona, Spain. After his training as a pastry 
chef, he joined famous elBulli, run by Ferran and Albert Adrà (“sogoodmagazine”, 
n.d.). At the time, elBulli was “the” restaurant, and there he learned—as he said—
everything, but foremost the approach of joining molecular cooking with tradition-
al cuisine. During his time at elBulli, he also met Mateu Casañas and Eduard 
Xatruch; after finishing their training together, they opened up two restaurants—
Compartir in 2012 and Disfrutar 2014—for the later, they were listed in The 
World’s 50 Best Restaurants). The successful trio describes themselves as one per-
son with three brains and six eyes and hands (“S.Pellegrino Young Chef Acade-
my”, n.d.). 
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The second partner in the Comatir and Disfrutar trio, Eduard Xatruch was born in 
1981 just outside Barcelona, Spain. At the age of 17, he studied at the school of hos-
pitality and, besides his forming training in the elBulli creative team; he also trained 
in multiple renowned restaurants around the world (“sogoodmagazine”, n.d.). To-
day, the trio’s main restaurant, Disfrutar, has been crowned with two Michelin 
stars, and described as following in the footsteps of elBulli at the forefront of Span-
ish cuisine (Nöel, n.d.). 
The third partner in Disfrutar, Mateu Casañas, is one of the few chefs listed in The 
World’s 50 Best Restaurants who does not have a personal Instagram account. 
Xatruch and Castro have also only recently established a presence on the platform, 
which may explain their relatively low follower numbers and the fact that their 
accounts are not yet officially verified (by a blue badge5). However, this limitation 
does not affect the results of the present study, but rather adds an interesting in-
sight into the similarities and differences of two chefs’ accounts, although they sim-
ilar in terms of persona, restaurant and training.  
 
 
Mitsuharu Tsumura 

Born in 1981 in Lima, Peru, of Japanese-Peruvian descent, Mitsuharu Tsumura is 
famous for his version of Peruvian cuisine (“Starchef”, 2016). Nikkei is typical Pe-
ruvian cuisine that influenced by Japanese gastronomy—mainly in terms of tech-
niques. This reflects Tsumura’s own heritage and training. After studying culinary 
arts and food in the United States, he went to Osaka, Japan, to learn about his cul-
tural and culinary heritage. After training there—focusing on the acclaimed izaka-
ya-style cuisine—he went back to Peru. His passion for Japanese-Peruvian cuisine 
led him to open Maido in 2009. The word maido means “welcome” in Japanese. 
Tsumura’s work focuses on the techniques and ingredients of Nikkei cuisine and is 
insource by the biodiversity of Peru (“Finedining Lovers”, n.d.). 
 
 
 
 

 
5 See footnote 26 for explanation of the role of badges on Instagram.  
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Zaiyu Hasegawa 
Zaiyu Hasegawa was born in 1978 in Tokyo; he was influenced by very traditional 
Japanese cuisine through his mother. Right after high school, he started his official 
training at a ryōtei (traditional Japanese restaurant) called Kagurazaka Uwoto Ku, 
which was followed by experiences in various other restaurants. He opened his 
own restaurant, DEN, in January 2008 (“Chubo”, n.d.). He was quickly awarded 
Michelin Stars due to his unique style of cooking, which moved away from a very 
generic Japanese tradition and philosophy toward a customized approach (“Four”, 
2017b). This balance between tradition and modernity is one of his core principles. 
His aim is to not only to provide tasty food, but also to create a place where people 
are happy and would like to visit again (“Chubo”, n.d.). 
 
 
Enrique Olvera 
Enrique Olvera was born in 1976 in Mexico City, Mexico. Part of his training in-
volved studying in the United States, where he went to culinary school and earned 
a bachelor’s degree. He received many awards even during that time. His culinary 
career started in the U.S., but in 2000, he moved back to Mexico and opened his 
first restaurant, which became very successful (“CIS”, n.d.). Beside world-class res-
taurants, Olvera has also written several books and organized culinary festivals to 
promote Mexican gastronomy outside of Mexico. He describes his restaurant as not 
being nostalgic, but rather loud and messy—very Mexican (“CIA”, n.d.). He is con-
stantly trying to reinterpret and rearticulate Mexican cuisine. This led Ferran Adrià 
to observe: “There was Mexican food before Enrique Olvera, and Mexican food 
after Enrique Olvera.” (“CIA”, n.d., p. 1). 
 
 
Vladimir Mukhin 
Vladimir Mukhin was born in 1985 in Russia. Today he is chef and owner of the 
White Rabbit restaurant in Moscow, for which he was awarded thirteenth place in 
The World’s 50 Best Restaurants. He has also been featured in the Netflix documen-
tary Chef’s Table. Mukhin is also head chef of the White Rabbit Family restaurant 
group, which runs 22 restaurants throughout Russia (“The Best Chef”, n.d.). He 
comes from a long line of chefs and started working in the kitchen from a young 
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age. According to Mukhin, his grandmother was his greatest culinary influence 
(“Food&Wine”, n.d.). Mukhin is famous for his contemporary Russian cuisine and 
his mission is to make Russian cuisine popular worldwide (“The Best Chef”, n.d.). 
 
 
Eneko Atxa 
Eneko Atxa was born in 1977 in Amorebieta, Spain. He started working in the 
kitchen with his mother and grandmother early on, then pursued further training 
in hospitality school. This was followed by professional training at Baserri Maitea, 
as well as several other prestigious restaurants. In 2005, he opened Azurmendi to-
gether with his uncle. Two years later he received his first Michelin Star, and two 
others followed promptly. Sustainability and balance are at the core of his philoso-
phy and all of his restaurants, including those he opened in addition to Azurmendi 
(“Eneko Atxa”, n.d.). 
 
 

Concluding Notes 
These brief descriptions chef are not meant to capture their full life stories and 
achievements. These descriptions were meant to introduce the individuals behind 
each account and to highlight facts that make them interesting to study. The inten-
tion was also to show the variety of activates and businesses they lead. Much of the 
provided information could have been derived solely from Instagram, but I also 
used newspaper articles, blogs, and the chefs’ business websites to build a full de-
scription for each chef. As described, all of them are present in different forms of 
media and not only through social media. This includes their websites, interviews, 
blogs and documentaries. Being in the spotlight—being in the list of The World’s 50 
Best Restaurants—means that all of them have become leaders outside of their 
kitchens. All of them are used to communicating to an audience through different 
channels. The details about their Instagram accounts are not part of this case de-
scription, but are presented in the overview subchapter in the Analysis and Find-
ings section.  
It is assumed here that all personal Instagram accounts are (mostly and predomi-
nantly) run and filled with content by the chefs themselves, except for one account. 
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I derived a list of indicators that led to this conclusion. The indicating questions are 
as follows: How coherent is the overall visual appearance? How coherent is the 
structure of the post’s text? Is there a rhythm of the posts (e.g., every other day, 
once a week)? How similar/different is the chef’s personal account to the official 
restaurant account? What perspective is taken in the posts and pictures, and which 
pronoun is used? Other indicators for self-handling include very personal pictures, 
stories, or insights. After applying and carefully considering these questions for all 
15 accounts, I concluded that only Alain Passard’s account is probably managed by 
someone else, while the others appear to be primarily handled by the chefs them-
selves. However, even for Passard, the overall question of how leaders represent 
themselves on Instagram is relevant, because he chose to let his personal Instagram 
account be managed by someone else, while maintaining the appearance of a per-
sonal account.  
 
 

1.4 Thesis Structure 
The remainder of this thesis is organized as follows: In second chapter, I present a 
literature review, which covers the three essential areas of this project: communica-
tion, leadership, and social media as a context. The focus is on leadership research, 
its development, and different perspectives in this field. The third chapter explains 
the methodology, research approach, data collection and coding process in detail. 
In the fourth chapter, the analysis and findings are presented, and it includes an 
overview of the data and details about each finding area: frequency and way of 
communication, the topics communicated, and the presence of transformational 
leadership, as well as the interaction levels on Instagram. The fifth chapter further 
discusses the three essential questions of this thesis: the presence of leadership on 
Instagram, why Instagram specifically, and how Instagram impacts communica-
tion. The sixth and final chapter concludes this thesis, explains its limitations, and 
provides suggestions for further research.  
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2. Literature Review 
The literature review covers the three areas. First, I review the literature concerning 
communication and its connection to leadership. Second, I give an overview of 
leadership studies, as well as detailed insights into different leadership perspec-
tives: process-relational leadership, leadership identity and brand, transformational 
leadership, and digital leadership. The third area concerns social media as a context 
and Instagram specifically.  
 
 

2.1 Communication  
The connection between leadership and communication initially seems quite clear. 
Communication is not only central to leadership, but there can be no leadership 
without communication (de Vries, Bakker-Pieper, & Oostenveld, 2010; Narbona, 
2016). However, there is a divide in the practical and theoretical perception of the 
centrality of communication to leadership (Fairhurst, 2011).  
In practice, leaders often take communication for granted. Fairhurst (2011) com-
pares this to a fish in the ocean: fish are not aware that they are surrounded by wa-
ter. Similarly, because leaders (and people in general) are constantly surrounded by 
communication, they are often unaware of its presence and implications. This is 
especially the case because communication is more than talking and goes beyond 
the simple “Sender à Message à Receiver” model. Indeed, going beyond this 
model, Fairhurst (2011) has argued the importance of viewing communication as 
the creation of a shared reality. What this implies and how scholars have addressed 
communication and leadership is explained next.  
 
In this field, research was greatly impacted by the linguistic turn in social theory, 
especially in European and Australian management studies, as well as other social 
sciences. The linguistic turn emphasized the constitutive role of language, commu-
nication, and discourse in society and institutions (Fairhurst & Connaughton, 
2014). As a result of this turn, different communicative lenses were developed, in-
cluding the communicative lens, or more precisely, series of lenses that collectively 
reveal communication to be central, defining, and constitutive of leadership. Fair-
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hurst and Connaughton (2014) have compiled a list of value commitments, which 
serves as an overview of different manifestations options for communication and 
leadership:  
 

(1) Leadership communication is transmission and meaning centered.  
(2) Leadership (communication) is relational, neither leader-centric nor follower-

centric. Influential acts of organizing are the medium and outcome of leadership  
communication. 

(3) Leadership communication is inherently power based and a site of contestation 
about the nature of leadership.  

(4) Leadership (communication) is a diverse, global phenomenon.  
(5) Leadership communication is alive with potential for reflexivity, moral accounta-

bility, and change.  
(Fairhurst & Connaughton, 2014, p. 8) 

 
This brief overview serves as a foundation for understanding the importance of 
communication in leadership research. In this thesis, leadership is viewed from the 
perspective of communication, which serves as a general foundation. Communica-
tion is also especially relevant in studying social media as a context, which is con-
sidered in further detail in section 2.3.  
 
 

2.2 Leadership  
2.2.1 An Overview 
 

Leadership is an influencing process involving some degree of voluntary compliance by 
those being influenced. It involves some work or task-related purpose, and it is seen to 
benefit the group or the organization (Alvesson & Spicer, 2011, p. 4) 
 
Leadership is a process whereby an individual influences a group of individuals to 
achieve a common goal. (Northouse, 2015, p. 5) 
 
Leadership is an influence relationship. (Rost, 1993, p. 100)  
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These three definitions exemplify the difficulty in defining leadership, because it is 
a complex and ambiguous concept (Alvesson & Spicer, 2011; Northouse, 2015). 
This subchapter provides a brief overview of the important developments in lead-
ership research over the past decades and further demonstrates the complexity of 
and different perspectives on leadership.  
 
Leaders have been extensively researched in the field of business management 
(Narbona, 2016). In the 20th century, the focus on leadership changed to a psycho-
logical lens—that is, the personal traits and behavior styles of leaders (Alvesson & 
Spicer, 2011; Fairhurst & Connaughton, 2014). In the early 1990s, the differentiation 
between managers and leaders became a popular topic of research. Both roles have 
different functions and tasks, and the intention was to define leaders and delimit 
them from managers. The manager plans processes and tasks and organizes them, 
while the leader creates a vision or unity and motivates and inspires (Kotter, 1990). 
Both roles are important to an organization and can, but need not necessarily, be 
embodied in one person (Narbona, 2016). These distinctions that focus on traits or 
behavior styles can provide insights into leadership, but remain centered on lead-
ers and organizations. This limits our understanding of a complex concept and 
overlooks the extensive contexts of leadership outside the organization and formal 
roles.  
 
 

2.2.2 Process-Relational Leadership  
The definitions provided in the previous sub-chapter are based on a process-
relational perspective on leadership. This has been the focus of the scientific com-
munity in recent years to go beyond the limits of leadership perspectives from the 
20th century. The recent focus has been on the relationship between leaders and 
followers and is therefore not limited to the qualities of the leader, such as traits, 
style, and the manager-leader perspective (Narbona, 2016). The relational aspect of 
leadership is especially relevant when focusing on leadership and communication, 
as in this thesis.  
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Fairhurst and Uhl-Bien (2012) emphasized that leaders and followers live together 
in a relational world. Leadership is not only something the leader practices or 
gives, it is co-created in a system of interconnected relationships and highly inter-
active contexts. Leadership is an outcome of those relationships, so communication 
is an important component of those relationships. Those interactions are a process 
and they are not static, which means that they and leadership evolve (Fairhurst & 
Uhl-Bien, 2012). 
Fairhurst and Uhl-Bien (2012) provide a helpful perspective on leadership called 
organizational discourse analysis (ODA), which enables a focus on the formative 
powers of language and communication. Because ODA is interactional, it makes it 
possible to study leadership as it happens in four main areas. First, leadership rela-
tionships are rooted in culture and power structures. Second, the leadership actors 
affect the context just as much as the context affects them. Third, the method corre-
sponds to the power of leadership actors to name aspects that are most relevant to 
the context. Fourth, ODA brings task-related aspects back into leadership studies. 
ODA is one example of a discourse perspective on leadership, and it outlines dy-
namics and areas of leadership relationships that are important to consider.  
 
Another perspective on relational leadership is taken by Uhl-Bien (2006), who fo-
cuses on the process of the social construction of leadership relationships. This con-
trasts with an entity perspective, which focuses on attributes of engagement in in-
terpersonal relationships. Uhl-Bien (2006) highlights that a relational perspective 
recognizes leadership wherever it occurs. Further, it acknowledges the rich inter-
connectedness and interdependencies of organizations and their members: net-
works play a key role. From a relational perspective, networks provide the context 
for the nexus of relationships and a focus on collective dynamics rather than indi-
vidual ones. They also shift the perspective from leaders as persons to leadership as 
a process and emphasize communication processes. From an entity perspective, 
network theory focuses on the importance of relationships between organizational 
members, considers the actor’s embeddedness in social fields, emphasizes the so-
cial utility of network connections, and reveals structural patterns within social 
networks. The research into entity versus relational perspectives provides further 
insights into the complexity of leadership as a concept.  
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The process-relational perspective has been an important development in leader-
ship research. Within this perspective, there have been different lenses on or points 
of focus in the concept of leadership. On the one hand, understanding the perspec-
tives supports a complex understanding of leadership, while on the other hand, 
they offer different ways to study and consider leadership as a whole.  
 
 

2.2.3 Leadership Identity & Brand  
An identity or brand perspective on leadership provides another view on the con-
cept of leadership. First, I describe how a leadership identity is defined and affect-
ed, as well as the role of aesthetics. Second, the idea of the online is briefly intro-
duced. 
Sinclair (2011) defines leadership identities as “experienced and projected selves or 
personas that aspire to ‘look’ like leadership” (Sinclair, 2011, pp. 508–509). Leaders 
are thus “objects in” and “authors of” identity production—this process is also de-
scribed as identity work. This is not an independent process; rather, identities are 
heavily influenced by societies and organizations. This follows a more advisory 
line of leadership identity, along with the question of effective leadership, which 
can be achieved through presenting, performing, and adapting an identity. This 
assumes a perspective where the leader’s identity is a coherent unitary construction 
produced by the individual (Sinclair, 2011). A more critical perspective on leader-
ship identity highlights that leaders are controlled and manufactured through a 
political and discursive process (Sinclair, 2011). Leadership identities are also con-
nected to the marketing and commoditization of an individual: a leader is encour-
aged to be a brand (Horth, Miller & Mount, 2018). 
 
Friedmann and Hersteed (2016) define leadership and leadership identities as be-
ing “coauthored in social processes of meaning and story construing by using lan-
guage and communication to interpret lived experience in the daily stream of ever-
changing situations, processes, and relations in organizations” (Friedmann & Her-
steed, 2016, p. 149). This perspective extends leadership identities beyond the indi-
vidual. The authors also assume that leadership is part of and affected by a con-
stantly evolving social discourse.  
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One stream of leadership research considers the interconnection between individu-
al identity and corporate branding efforts as present in today’s branding society 
(Kärreman & Frandsen, 2020). In this perspective, the individual’s identity ques-
tions—such as “who am I?”—are linked to the organizational identity question 
“who are we?” Past experiences favored self-narratives, and future ideals are often 
embedded in organizational contexts. Identity lies at the heart of both the organiza-
tion and the individual. The discovery process involves sense-making, power dy-
namics, culture, strategy, and brand—this is leadership from a brand perspective. 
Arguing for those brand images often plays an important role, because images 
shape external and internal perceptions (Kärreman & Frandsen, 2020).  
 
Another category of leadership identity is the online identity. Bullingham and Vas-
colones (2013) raise the question of the individual’s performance in projecting a 
desirable image online. This is performance in the sense of self-presentation, be-
cause it offers a way to form new identities online. The concept of online identity is 
related to the idea of the adoption of an online persona, because online environ-
ments enable individuals to perform and present different identities (Bullingham & 
Vascolones, 2013).  
Leadership identity, leadership brands, and online leadership are different facets of 
leadership research that demonstrate prioritization of different layers. The perspec-
tives include insights from other research areas such as identity research, and it is 
important to expand in different directions to understand the complexities of lead-
ership, especially outside the organizational analog context. 
 
 

2.2.4 Transformational Leadership 
Influence is another common element in the definitions of leadership (Rost, 1993; 
Alvesson & Spicer, 2011; Northouse, 2015). Influence is here non-coercive and re-
sults from the interaction between leaders and followers. The transformational 
leadership perspective focuses on the abilities of leaders to effect change in this 
relationship. It is called transformational because of the leader’s ability to influence 
an audience by communicating ideas or behaviors (Narbona, 2016).  
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Bass and Avolio (1994) developed a framework for transformational leadership, 
and their research aimed at understanding how to improve organizational effec-
tiveness through transformational leadership. Leaning on Bass and Avolio (1994), 
Narbona (2016) adapted and applied the framework outside of an organizational 
context and online. A transformational leader influences five elements:  

(a) vision: to influence and motivate the followers so that their intrinsic mo-
tivations are aligned with the vision; (b) emulation: to be a role model for 
their followers (idealized influence); (c) purpose: to communicate an appeal-
ing vision of the future (inspirational motivation) and to help increase 
alignment; (d) action: to stimulate creativity in their followers who can put 
forward specific and concrete proposals (intellectual motivation); (e) educa-
tion: to provide them with opportunities of learning and self-fulfillment. 
(Narbona, 2016, p. 92) 
 

The terms in parentheses are the ones from the original framework from Bass and 
Avolio (1994). Narbona’s (2016) adaptation is a foundation for this thesis, mainly 
because his research is also in the online context and, more specifically, on the 
presence of transformational leadership in the Pope’s Twitter accounts.  
The transformational leadership perspective is also critizied for several reasons 
(Alvesson & Kärreman, 2015). It has been associated with “amazing success” as 
well as other positive-sounding leadership characteristics such as charismatic, au-
thenticity, and servant leadership. Alvesson and Kärreman (2015) criticize the lead-
ership literature that makes vague claims about the accomplishments of transfor-
mational leadership. The critique of the ideological role remains, however, one of 
the influential elements of contemporary leadership studies. These ideological as-
pects, built into research design, hinder a more open-minded view of leadership. 
 
 

2.2.5 Digital Leadership  
The different lenses on leadership described so far are not only a question of per-
spective: they also depend on the time in which they were developed. As Narbona 
(2016) noticed, different times require different leadership styles. The rise of new 
technologies has affected communication tremendously. Given the rise of digital 
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tools in everyday life and society, this also affects the communication of leaders 
(Hensellek, 2019). As establishing communication is essential to leadership, this has 
created another perspective on leadership: digital leadership.  
Digital leadership describes leadership in the new digital context, but the term re-
mains ambiguous. Some scholars understand it as leadership in a digital age, where it 
refers to changes in the social contexts, while others understand it as digital leader-
ship—that is, leadership through digital tools (Narbona, 2016). As Narbona (2016) 
highlights, the two terms are interdependent and require each other. As a leader, it 
is nearly impossible to evade communication in today’s digital society. This study 
follows Narbona’s (2016) perspective and uses digital leadership to indicate the hu-
man quality of leadership present in the virtual world and exercised through digi-
tal tools.  
 
Another term, online leaders, has been introduced in the literature on leadership 
identity, and it is also relevant in that context. Online leaders are obviously part of 
digital leadership. Huffaker (2010) defines online leaders as those who influence 
other members of online communities built around a common interest. The influ-
encing capabilities of online leaders depend on factors such as how long they have 
been a part of the community and how often the leader communicates, as well as 
the content and emotions addressed. Huffaker (2010) introduces the concept of an 
online leader who encourages social interaction and communication. These leaders 
are best understood in terms of their followers and their ability to influence behav-
iors and attitudes, including the ability to coordinate or direct the behaviors of an 
entire group. The concept of online leadership is closely connected to the concept of 
opinion leaders, which is the relationship between leaders and followers in which 
the leader emerges based on the ability to attract followers and create reactions. 
Generally, these concepts are helpful for understanding leaders’ communication 
behaviors and how communities thrive, as well as providing insights regarding 
leadership and social influence both online and offline.  
 
The possibility of gaining insights regarding leadership online and offline is im-
portant, because the authority of a leader in the digital world is often linked or 
found offline as well. Although today this connection is mostly from the online to 
the offline sphere, this is not a necessity and might change in the future. Digital 
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leadership does not simply reproduce offline leadership online; it is also shaped 
and influenced by the principles of the virtual context. One example of a character-
istic of leadership that changes in the digital world is communication. How com-
munication differs in the context of social media is outlined in the next section.  
 

 

2.3 The Social Media Context 
According to Katz, Barris, and Jains (2013), “Social media can be defined as a digi-
tal multi-channel communication among people and between people and infor-
mation resources and which are personalized, scalable, rapid, and convenient. 
They are characterized by user-generated content and interaction among users” 
(Katz, Barris & Janis, p. 12). Social media platforms are ubiquitous information sys-
tems: they are available to everyone, all the time, everywhere. Participation is also 
not dependent on economic status. The user numbers for social media platforms 
have been growing rapidly over the last several years (Schjoedt, 2020), and social 
media participation is now part of everyday communication practices (Smith, 
2014).  
 
Social media platforms are not limited to creating and presenting content on the 
Internet: they empower individuals to become part of a social debate. Before social 
media, social debates were only available via the (mass) media (Narbona, 2016). 
This is not a minor difference, but rather has substantial effects on societies.6 The 
“rules” of social media also affect the way leaders are communicating there. Lead-
ers are not successful on social media by presenting rules or order, but rather by 
sharing insights about their personal lives, ideas, and values (Narbona, 2016). Part 
of this sharing also involves giving advice and motivating followers. Social media 
provides leaders with a larger audience and a wider range of interactions—
particularly through the leader’s personal accounts. This form of communication 
allows leaders to give a personal interpretation of reality and to discuss new ideas 
(Narbona, 2016).  

 
6 Examples include the 2011 Arab Spring or the 2021 storming of the U.S. Capitol (Ibrahim, 
2021). 
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In the context of communication, it is also important that social media platforms 
are social networking sites. They are web-based services that have different func-
tions for different individuals. First, individuals can create public or semi-public 
profiles within a bounded platform. Second, a list of other users who share a con-
nection is integrated. Third, it is possible to view the list of connections from others 
within the platform (Ingerson & Bruce, 2013). The functions of social media plat-
forms as networking sites are not limited to individuals, but also available to busi-
nesses or other kinds of organizations.  
 
Communication on social media is shaped by the characteristics and functionalities 
of the platforms. In principal, the different platforms are very similar, but in prac-
tice, some functions are quite different. Based on the site-specific functions, schol-
ars have categorized the different digital communication channels as virtual net-
working sites, blogs, or virtual games (Smith, 2014). Virtual networking sites such 
as Instagram, Facebook, and Twitter have comparable functionalities. They focus 
on content and message sharing, community building and have options for follow-
ing, liking, and sharing. However, they are preferred by different audiences, which 
are mostly divided by age, although it is not uncommon for a person to have an 
account on several or all platforms (Schjoedt, 2020). Instagram is a highly visual 
platform that has grown the most in recent years. 
 
Instagram was launched in October 2010 and has experienced rapid growth ever 
since (Dornis, 2020). Originally, established as a photo-sharing platform it devel-
oped into being more than a digital photo album and rather a communication tool. 
Part of this success is also the functionalities Instagram has added over the years. 
This included such as filters, direct messages, stories, IGTVs, and Reels. Instagram 
has also been criticized that rarely they were the first ones presenting those new 
functionalities, but rather copying them from other social media platforms. Never-
theless, has Instagram been very successful with this strategy, providing its users 
with a platform where different functionalities of other platforms are combined 
(Dornis, 2020).  
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In addition, Instagram severs the visual emphasis of today’s communication. For 
example, the term instagrammable is highly relevant for today’s business. Insta-
grammable describes the properties of a product, service, or experience and how 
well it can be present on Instagram. This led café, for example, to design their inte-
rior and dishes in a way they present well on Instagram (Dornis, 2020). This is not a 
small or incremental development considering the high numbers Instagram can 
deliver.  
In 2020, Instagram had on average one billion users per month and was the fourth 
most used app of any mobile app, only surpassed by Facebook, WhatsApp, and 
Facebook Messenger (Newberry, 2021). Their users are from around the world, 
with 88% of them outside the U.S. and for example alone 54 million users in Russia. 
The gender divide among the users is almost equal, with 51% female and 49% male 
users (Newberry, 2020).  
 
Besides the large user numbers around the world, it is also interesting to consider 
how Instagram is used. On average visit users, the platform 30 mins per day (per 
user, in 2020), and this number has grown by 13.8% from 2019 to 2020, which the 
other platforms such as Facebook, not experience (Facebook only grew its time 
spent by 1.4% in the same period). Further, are 81% of the users utilizing Instagram 
for their research (Newberry, 2021).  
Instagram has also been recognized for its inclusive design, which includes transla-
tion functions of every post and automatic captions of videos (Newberry, 2021). To 
summarize, Instagram has been one of the successful social media platforms in the 
last several years. It is profited immensely from the Pandemic crisis and is expected 
to grow even further (Newberry, 2021). The numbers also help to understand how 
extensively Instagram impacts everyday life, the personal and business context, 
and especially how it (re-)shapes communication. 
 
 

3. Method 
This chapter presents the working basis of this thesis. It covers the research ap-
proach followed, and then it explains the details of the data collection process and 
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data coding approach. This chapter is the foundation of my research project and 
the condition for meaningful analysis and discussion. 
 
 

3.1 Methodology 
The research approach for this project consists of three interdependent elements 
that involve choices made by the researcher. The three elements are the philosophi-
cal framework, the research design, and the chosen methodology (Cresswell, 2014).  
Generally, I applied an abductive lens to my research approach, the definition of 
research domain, and the research question. Abduction is a mechanism that con-
siders three steps: first, the application of an established theory; second, the obser-
vation of a (surprising) empirical phenomenon; third, a new interpretation of the 
theory (Alvesson & Kärreman, 2013). It is the systematic combination of frame-
work, theory, empirical world, and the case (Dubois & Gadde, 2002). However, my 
first cycle of coding is inductive, while the second cycle is deductive as detailed in 
chapter 3.3 (Miles et al., 2013) In the following section, each element is presented, 
with reasons to support the relevant decisions.  
 
First, the (philosophical) framework of a research project includes the underlying 
beliefs that guide the project; this might also be called the guiding paradigms, epis-
temologies, ontologies, or generally research methodologies (Cresswell, 2014). I 
align with a social constructionism worldview, which is typical for qualitative re-
search and postulates that individuals seek to understand the world they live in. 
Thereby, individuals form subjective meaning from their experiences (Cresswell, 
2014). Meanings are constructed and reconstructed through people interacting with 
each other and their individual histories. At the root of this lies in the individuals’ 
experience, hence subjectivity (Lock & String, 2010). Acknowledging multiple and 
variable meanings and their complexities is one goal of the researcher (Cresswell, 
2014). This is because all humans are constructed by the immersion in interactions 
amongst each other (Lock & String, 2010). 
 
Meaning and understanding are negotiated socially: they are not simply imprinted, 
but rooted in social interactions (Lock & String, 2010; Cresswell, 2014). Because 
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meaning and understanding are central features of human interaction, communica-
tion plays an important role in this process (Lock & String, 2010). Hence, research 
aligned with this worldview often addresses processes of interaction, as does this 
case study. Further, meaning and understanding is emerging from people’s interac-
tions dependent on the (social) context (Lock & String, 2010; Cresswell, 2014).  
This worldview includes the researcher as an important element; as a researcher, I 
must recognize my own background and acknowledge how it influences interpre-
tations and positions. This background includes personal, cultural, and historical 
experiences (Lock & Stong, 2010; Cresswell, 2014). The constructivist worldview is 
in line with and depends on a qualitative and inductive research process with the 
goal of generating meaning from the data collected. 
 
Second, the research design is fundamental to any research project. My empirical 
material is drawn from qualitative data collected from social media, which is sup-
ported by quantitative insights gathered from that data. I conducted a case study of 
the personal Instagram accounts of 15 world-class chefs over the course of two 
years (January 2019–December 2020). In qualitative terms, a case study provides 
the researcher the opportunity to actualize an in-depth analysis of a particular case, 
which is bound by time and activity and conditioned by the environmental context 
(Dubois & Gadde, 2002; Cresswell, 2014). Further, a qualitative research design 
makes it possible to understand and explore the meaning of a group (or individual) 
in relation to a social or human issue, as in the present case study.  
A case study enables theory development or adjustment by utilizing in-depth in-
sights of an empirical phenomenon in its context (Dubois & Gadde, 2002). The 
above-described abduction lens as an integrated approach considers this interrela-
tion of the research elements (Dubois & Gadde, 2002). Recognizing abduction also 
clarifies the setup of this study when describing the different steps of the research 
approach further (Alvesson & Kärreman, 2013).  
 
Another aspect of the research design is ethnography, which is an approach that 
originated in anthropology and sociology. When following an ethnographical ap-
proach, the researcher studies a (cultural) group in its natural setting over a pro-
longed period of time. The research focuses on the patterns of behaviors, actions, 
and language in this group, and the data collection occurs mostly through observa-
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tion (Cresswell, 2014). Given the online environment of the case study the ap-
proach taken can more precisely be described as ‘virtual ethnography’ or ‘netog-
raphy’ (Ignatow & Mihalcea, 2018). This considers the differences between online 
and offline environments, which not only affect the research design. The specific 
online context has been considered and outlined throughout the steps of the re-
search process. 
 
Third, the research of this project is mostly qualitative, including document data 
and text and image analysis, which form the core of this study, as well as analysis 
of themes, patterns, and interpretations (Cresswell, 2014). I also apply content 
analysis, which facilitates an overview of the relationships within, as well as the 
distribution of, the data. This analysis makes it possible to quantify and analyze the 
presence and meaning of patterns and themes, especially well in the context of 
online data. (Silvermann, 2011; Ignatow & Mihalcea, 2018). In addition to the con-
tent analysis, I also utilize the available numbers inherent in social media data, 
such as likes and comments, to deepen the analysis.  
 
My analysis is inspired by the elements and principles of interpretative phenome-
nological analysis (IPA). IPA is a technique that enables researcher to explore sub-
jective experiences of people to assign meaning to the experiences imbedded in the 
context of their natural environment (Smethurst & Kuss, 2018). Traditionally and 
most commonly it is used for interpreting spoken communication, for example 
from interviews. However, it is also suitable for any text created by the participants 
such as personal diaries as well as social media posts, because in those cases spo-
ken and written communication is very similar which makes them suitable for IPA 
(Smethurst & Kuss, 2018). Spiers & Schmith (2019) even highlight the rise of inno-
vative data sources in IPA, such as pictorial images which are also part of the data 
of this thesis.  
IPA is a qualitative approach which focuses first on the detailed exploration of the 
individual lived experience and then searches for themes within the group of par-
ticipants. It assumes that experiences have consequences and IPA is suitable for 
complex reactions to specific phenomena. Hence, it analyzes dynamic processes 
and times of change within peoples’ lives (Spiers & Schmith, 2019).  
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The qualitative research approach IPA is shaped by the philosophies of phenome-
nology and hermeneutics as well as the principles of ideography (Spiers & Schmith, 
2019). Phenomenology is the school of philosophy concerned with the examination 
of the human experience. IPA has been influenced by four thinkers: first, Edmund 
Husserl, who focuses on experience; second, Martin Heidegger, who emphasizes 
the context of the experience for the participants; third, Maurice Merleau-Ponty, 
who accentuates the physical felt element of the phenomenon at hand; and forth, 
Jean-Paul Satre, who highlights the participants relational experience (Spiers & 
Schmith, 2019). 
Hermeneutics is the theory of interpretation. IPA assumes that interpretation and 
enables the researcher to get close to the world of themselves and others, because 
the actual experience of the participants cannot be accessed directly but can and 
needs to be interpreted for understanding (Spiers & Schmith, 2019). Also, IPA re-
searchers immerse in a hermeneutic circle: the part helps to make sense of the 
whole and vice versa (Spiers & Schmith, 2019).  
The last pillar of IPA are the idiographic principles that stipulate a detailed look at 
the analysis of each case and after that the interpretation of the global understand-
ing, searching for convergences and divergences between the principles (Spiers & 
Schmith, 2019).  
Reflecting on the guiding principles of IPA it is a particularly suitable approach for 
social media posts as a data source, but also accommodates the complexities of the 
concept leadership, especially with the focus on communication of leadership tak-
en in this thesis, as outlined in chapter 2.  
 
To summarize, the different elements are not independent, but influence the entire 
research process. This is also reflected in the development of the research ques-
tions: How do world-class chefs represent themselves as leaders on social media? The 
framing of the ‘How’ question and the subjects of the questions were easily identi-
fied after deciding on a qualitative approach using a case study. Initially, I wanted 
to ask, How is leadership presented on Instagram?  
This question would be based on the holistic concept that leadership is not only 
about leaders, but also about the followers and the concept. However, my data fo-
cuses on the leaders, so I adopted the research question accordingly, without dis-
missing the holistic understanding of the concept of leadership. It was also a chal-
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lenge to find a verb that best describes the intentions of the thesis, that would be 
appropriate for the data at hand, and in line with the three elements discussed 
above. Examples of considered verbs include execute and perform, both of which 
are highly relevant in the leadership context. After careful consideration, however, 
I decided that represent best reflected my intentions to study how the culinary lead-
ers behave in the—to some degree new to leadership studies—online context.  
 
 

3.2 Data Collection  
At the heart of this masters’ thesis is the primary data, which were carefully col-
lected from Instagram to support the analysis. Social media data are generally pub-
licly available and stored indefinitely. The first is true if the account’s privacy set-
tings are set to be a public account. As the chefs studied here have public personas, 
their Instagram accounts are all publicly available. Instagram only allows its plat-
form users to view the accounts without limits. Because the sign-up process is free 
and only requires an email address, the data this study examined from Instagram 
can be considered publicly available. It is possible to see Instagram accounts with-
out being a member, but the process can be tedious and obscure. To have easy ac-
cess and full flexibility while collecting the data, I conducted this study while 
signed in to Instagram through my personal account. I want to highlight that I have 
been using Instagram for several years, so I am very familiar with the specific lan-
guage, functions, and general usage of the platform. However, I have never and do 
not follow any of the Instagram accounts run by the chefs studied and only 
“viewed” them during the time of data collection.  
The second aspect of these data, that they are stored indefinitely, is dependent on 
what has been deleted from the social media platform and through its settings, but 
aside from those limitations, everything is visible from an account since its activa-
tion. It is possible to delete posts in retrospect, but it is not possible to rearrange or 
influence the timeline of the post or dates they have been posted, so posts always 
appear in chronological order on profile pages.  
 
I collected the data from December 1, 2020, to January 15, 2021. The data stems 
from 15 personal Instagram accounts of world-class chefs. The source and selection 
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process of this sample was already explained in chapter 1.3. The information I col-
lected for each account included the following: general account data such as the 
username, if the account has an official blue badge, and the bio; the start and end 
dates of the exact data collection time for the specific account; how many posts the 
account has, as well as how many accounts it follows and is followed by (follow-
ers); and the number of highlights (these four numbers were all collected on Febru-
ary 5, 2021). In more concrete terms, for each account, I collected the year, month, 
and day of a post; the type of display (photo or video or both); a short display de-
scription, including the text of the post itself, the number of likes, comments, views 
(only available for videos), if a hashtag was used, whether someone was tagged, or 
an emoji was shown. I also had a Notes column, where I remarked on any excep-
tions, highlights or further context. My collection process followed the chronologi-
cal display order from Instagram, starting with the most recent (in my case the last 
post of December 2020) and working my way back to the first post from the ac-
count in or after January 2019.  
In total, I collected information on 4,762 posts. Although social media data are 
available indefinitely on the platform, the data are not static. Rather, these data are 
very dynamic and can change over time. For example, users can add or withdraw 
their likes and/or comments. The number of followers can also change. I observed 
those changes and noticed slight alterations in the numbers during the time frame; 
however, during the two months of data collection, the likes changed only slightly, 
and the follower numbers rose only very slowly.  
 
Finally, I made sure to have control systems in place. When dealing with data, es-
pecially a large amount of data, it is important to control for mistakes in the data 
collection process. Part of this control system was how I collected the data, which 
ran in two directions to ensure any mistakes were identified promptly. This means 
that, during the collection process, I went through every post at least twice to col-
lect all points of information from it. Besides these kinds of control systems, I also 
added random controls several times throughout the collection process to ensure 
high data quality.  
In addition, the note taking during the data collection is also a process to ensure 
reliability and validity. Along the way, in line with the first impression the notes 
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captured reflections about the respective post in a spontaneous manner (Smethurst 
& Kuss, 2018; Spiers & Schmith, 2019). 
I want to briefly highlight that the timeframe of the data collected as well as the 
data collection phase was during the worldwide Covid-19 pandemic. This had a 
particular impact on the chefs and the content of their posts as the restaurant in-
dustry was and remains one of the sectors most affected by the pandemic around 
the world (Scheiber, 2020). This impact is reflected in the findings, for example 
through the code COVID 19 but also more broadly through the code CHARITY. 
Moreover, the restrictions of the pandemic revealed the importance of digital 
communication and the role of social media. Social media, such as Instagram, gave 
the chefs the opportunity to connect and interact with their community, be it cus-
tomers or their industry. My personal research process was not affected by the 
pandemic as my data collection and case study setup is based on independent ob-
servation and analyzing publicly available social media data. If all, I speculate that 
I have more data available to analyze from the year 2020, as the chefs could not 
pursue their normal business and potentially had more time to post.  
 
 

3.3 Coding Process 
The coding process was the next step after data collection. Codes function as labels 
by assigning a symbolic meaning to the descriptive data compiled during the study 
(Miles et al., 2013). It is also the first step in analysis, because coding is the critical 
link between data collection and a study’s findings because it allows interpretation 
of the meaning of data in a structured way. The raw data must be processed before 
they are available for analysis. Coding here meant assigning a code to each post 
that considered both the visual element and text. I analyzed the data following a 
very fine-grained approach and the “natural” divisions of the posts (Emerson, Fetz, 
& Shaw, 1995).  
The coding process occurred in two rounds. For both coding cycles, I used descrip-
tive codes. Other coding approaches were considered, such as in vivo coding, but 
after attempted application with the first hundred posts, it became clear the meth-
od was not suitable. In vivo coding is appropriate for qualitative studies and honors 
the participants’ voice, while highlighting regularities or patterns (Miles et al., 
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2013). Although my goal was to find patterns, those patterns needed to appear 
among a group of chefs and to allow comparison among them; in vivo codes did 
not work well for this purpose. Descriptive codes allowed a better comparison and 
made patterns identifiable. All descriptive codes from the first cycle of coding were 
written in capital letters. For one code, I also applied sub-codes (POLITICAL POSI-
TION), which allowed me to capture the overall topic, but this topic entailed so 
many specific nuances that I introduced the sub-codes to prevent oversights (in total 
there are four sub-codes, specified in appendix Table A.1. 

 
In the first cycle of coding, I applied inductive coding, thus allowing codes to 
emerge progressively during the data collection. The goal was to keep a balance 
between being open and recognizing new topics in the data, but also ensuring that 
the same topics were captured to enable comparison. Descriptive coding worked 
well, particularly to support comparison, as it allows categorization (Miles et al., 
2013). This step allow to discover the emerging themes across all cases, which is 
also in line with IPA (Spiers & Schmith, 2019). In total, I derived 28 codes that are 
all listed and defined in the codebook (see appendix, Table A.1). The codes were 
revised several times to ensure they were coherent and relevant for the study 
(Miles et al., 2013).  

 
In the second cycle of coding, I used deductive coding, because the intent was to 
analyze how well the data related the transformational leadership framework 
(Miles et al., 2013). I used a fixed list of codes consisting of the five elements of the 
transformational framework defined by Narbona (2016) and outlined in detail in 
chapter 2.2.4. This list was extended by one additional code, Other, which was ap-
plied to all posts that did not align with the definitions of transformational ele-
ments.  
 
 

3.4 Reflexivity 
In the respective sub-chapters of this method chapter, I have already reflected on 
different aspects of the personal role and stake a researcher has in their project as 
well as specific control systems and considerations taken in the data collection pro-
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cess. Nevertheless, I further reflect on the possible impact of own experiences and 
perceptions especially while conducting qualitative research (Spiers & Schmith, 
2019). 
I as a researcher can be drawn to certain topics or overlook others because of my 
personal experiences. This can be helpful and harmful to the research project at the 
same time. My experiences can enable me to detect or focus my attention to certain 
important phenomena, but they can also taint my interpretation in a negative man-
ner (Spiers & Schmith, 2019).  
Nonetheless, interpretation is required for the type of analysis applied in this the-
sis. Therefore, it is important that I as a researcher am reflective about these cir-
cumstances and mitigate the associated risks. This included letting the research 
process be informed by a literature review as well as reflective discussions with 
peers about different steps and aspects of the research process (Spiers & Schmith, 
2019). I applied both principles in this research project. 
 
 

4. Analysis and Findings 
In this chapter, through my analysis of the data collected for my research project I 
aim to show how the studied chefs represent themselves as leaders on Instagram. 
The first part provides an overview of each chef's Instagram account. This helps to 
clarify the bigger picture of who the chefs are and to what extent they are present 
on social media. This overview also includes background information on the chefs’ 
nationality and the location of their business.  
The second step of the analysis demonstrates how the chefs communicated on In-
stagram during the studied timeframe. This communication analysis is twofold: I 
examine how frequently the chefs communicate by way of posting, and I also show 
how they communicate, which includes analyzing the topics the chefs chose to pre-
sent on their Instagram accounts. I then demonstrate how I mapped the elements of 
the transformational leadership framework to the chefs’ Instagram posts; this 
showcases the presence of transformational leadership, as well as the topics 
through which it is communicated.  
The fourth section features the other side of communication on social media: the 
reaction and interaction of the chefs’ Instagram followers regarding the topics and 
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elements of the transformational leadership framework. Part of this fourth compo-
nent is an analysis of the nodes of communication that exist due to the communica-
tion functions on social media. Besides the described goals of the analyses in each 
step, an overarching intent of my study is to showcase visible patterns within the 
group of chefs.  
 
 

4.1 Overview of the 15 Chefs and their Instagram 
Accounts 

 
This part delivers a general overview of the group of 15 chefs. The group includes 
14 men and one woman from around the world. Their restaurants are located in 
nine different countries and their heritage is from eleven different nationalities (in-
cluding regional identities such as the Basque in Northern Spain and the Nikkei in 
Peru, both of which are a major identification factor for the respective chefs). Inher-
ent to the source from which this group was selected, The World’s 50 Best Restau-
rants, countries from the Western hemisphere are predominantly represented. A 
large share of the restaurants (27%) is located in Spain. The details of each restau-
rant’s location and the chefs’ nationalities are indicated on the map below (see Fig-
ure 1).  

 
Figure 1: World map which indicates the location of restaurants and nationality and his/her 
chef per country (outlined are Argentina and India, which are nationalities but not locations) 
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The use of language varies among this group of chefs: whether chefs use their na-
tive language may depend on how commonly it is spoken around the world. For 
example, Redzepi and Kofoed, both Danes, chose to use English as their main lan-
guage to post on Instagram. This makes sense, as a comparatively small number of 
people in the world speak Danish. Because of the integrated translation function on 
Instagram, the use of an uncommon or simply unfamiliar language does not neces-
sarily limit the reach of an account. In addition, Passard, from France, applied a 
different approach by writing the same text in both French and English in his posts. 
As most of the chefs originate from Spain or Latin America, their native language 
and the language of the posts are aligned and very common, so the most often used 
language for this group’s Instagram accounts is Spanish (53%). Table 1 presents the 
details for the gender and language use within this group of chefs. 
 

Name Gender Languages used 

Mauro Colagreco Male 
English, French,  

Spanish 

René Redzepi Male 
English  

(very few exceptions) 
Gaggan Anand Male English 

Rasmus Kofoed Male 
English  

(very few exceptions) 

Virgilio Martínez Male 
Spanish, English,  

once Japanese 
Pia León Female Spanish, English 

Andoni Luis Aduriz Male Spanish, English 

Alain Passard Male French, English 

Oriol Castro Male Spanish, English 

Eduard Xatruch Male Spanish, English 

Mitsuharu Tsumura Male Spanish, English 
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Zaiyu Hasegawa Male English, Japanese 
Enrique Olvera Male Spanish, English 
Vladimir Mukhin Male Russian, English 
Eneko Atxa Male Spanish, English 

Table 1: List of all chefs with a mark of their gender and language used on Instagram 

 
At a glance, the general Instagram account information gives a first impression of 
the similarities and differences in the chefs’ social media presence. Part of this first 
impression is their respective Instagram account name: a third of the chefs incorpo-
rate their restaurant name in their personal account name, the other two-thirds 
simply use a combination of their first and last names. The second piece of infor-
mation is the full name of each chef. This is followed by a short section called the 
bio, in which each account holder can indicate whatever he/she prefers. The short 
text usually includes a small piece of information about the chefs’ restaurant(s); it 
either names the restaurants or directly links to the restaurant’s Instagram account 
or website. A few chefs also included more personal information in their bio. Over-
all, the length of bios ranged from one word to a small paragraph. 
 
The next pieces of information that Instagram provides are the number of posts the 
account has made in total, how many followers the account has, and how many 
people the account is following. Instagram has a function where a story—a short 
sequence of (a) video(s), which is only visible for other users for 24 hours—can be 
saved in highlights and is then permanently visible; these are shown below the fol-
lower numbers. Figure 2 shows two sample screenshots of Kofoed’s and Anand’s 
Instagram accounts to demonstrate how the described elements are depicted. 
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Figure 2: Screenshot of two sample Instagram account layouts (left: Rasmus Kofoed; 
right: Gaggan Anand; taken on 6th April 2021) 

 
Even in this high-level overview of the chefs’ accounts, it is interesting to compare 
the different accounts. The number of followers is a key figure, because it indicates 
the popularity and reach of the account. It is also relevant when analyzing the chefs 
as nodes of communication. The number of followers varies greatly among the 
chefs, but they can be grouped into three clusters, plus two exceptions. The first 
cluster includes accounts that have around 10,000 followers; the second cluster in-
cludes those with around 50,000 followers; and the third cluster contains those with 
around 200,000 followers. Two chefs have an exceptionally large number of follow-
ers: Passard with 498,000 followers and Redzepi with 965,000 followers. Figure 3 
depicts a visual representation of the clusters and number of followers, including 
the detailed follower count for each chef. 
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Figure 3: Total number of followers per account 

 
Besides personal preference, degree of influence, or other factors that result in the 
popularity of certain accounts, two parameters influence the difference in the fol-
lower count: frequency of posts and how long the Instagram account has existed. 
The first parameter is analyzed in the next sub-chapter. The second parameter is a 
partial explanation for why some accounts have fewer followers. This is especially 
true for the lowest follower numbers. Oriol, for example, just started to post in De-
cember 2018, so it is not surprising that he has a relatively low followership. The 
age of the remaining accounts can be estimated by the ratio of the total number of 
posts to the number of posts during the two-year time frame.  
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The highlights of this overview are the many indicators found, such as the bio, the 
total number of posts, number of followers, number of following, and posts during 
the two years. All detailed numbers can be found in table A. in the appendix.  
 
 

4.2 How Often and How Do Chefs Communicate  
4.2.1 Post Frequency  
This first subchapter outlines how often the chefs communicate and what topics 
they talk about. The frequency of posts is an important indicator in social media 
analyses generally. As described in the introduction to Instagram, it is imperative 
on social media that users constantly get immediate input or information. Frequent 
posting also ensures a constant presence in the followers’ timeline and can directly 
lead to higher engagement rates and/or wider reach—that is, more followers.  
Post frequency also shows how often the chefs choose to represent themselves on 
Instagram, which indicates the importance they attribute to social media as a com-
munication tool. Like the number of followers, the frequency—that is, the number 
of posts during the two-year timeframe—also varies widely among the studied 
chefs (between 89 posts and 1003 posts). However, there is no correlation between 
the number of followers and the number of posts in either direction; both factors 
are independent and the number of posts seems to be the result of the personal 
style of each chef.  
The number of posts by each chef during the two years can be clustered into two 
groups, plus one exception. The first cluster is 100–300 posts, and the second clus-
ter is around 500 posts. The exception is Aduriz, who posts extremely frequently—
usually several times a day. He posted a total of 1,003 times during the two-year 
period. Figure 4 depicts a visual representation of the clusters and number of posts, 
including the detailed number for each chef. 
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Figure 4: The frequency of posts during the two-year timeframe 

 
 

4.2.2 Topics of Communication 
The second part of this subchapter is about what topics the chefs chose to talk 
about, as well as their similarities and differences. The topics are derived from the 
first cycle of coding, when each post was assigned a prevalent topic. Surprisingly, 
although the accounts vary in the number of followers and posts, they all cover 
roughly the same number of topics. It did not matter if they post 100 or 1,000 times 
or have 10,000 or 200,000 followers, they all communicate about an average of 18 
different topics. There is little deviation from this average, and there are no excep-
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tions. Graph 3 depicts a visual representation of the detailed number of topics for 
each chef, as well as the average trend line. 
 

 
Figure 5: The total number of topics with average trendline 

 
Further topic analysis revealed different patterns. The topics the chefs communi-
cate about via social media go beyond their business—that is, the restaurant or the 
food—so it cannot be concluded that they simply advertise their business. None-
theless, advertising does play a big role on social media channels like Instagram, 
and I will discuss this further in chapter 5. It is worth highlighting that only two 
chefs, Mukhin and Anand, explicitly advertise by cooperating with brands; even 
they do so only rarely, and the other chefs do not advertise at all—at least not in 
marked and paid forms.  
There is a predominant theme when comparing the top five topics in terms of how 
often they are mentioned. This predominant theme can be summarized as the pro-
fessional theme: It includes the topics DISH, FOOD, INDUSTRY, INGREDIENT, POP 
UP, RECIPE, RESTAURANT, and TEAM.7 For all chefs, at least three out of their 
top five topics stem from the professional theme; for 73% of chefs, it is four out of the 

 
7 For all detailed descriptions and definitions of the codes, refer to the codebook in the appen-
dix.  
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top five; and for 13% it is five out of five. The culinary context and success of the 
people behind the accounts in the analog world explain the predominant profession-
al theme. The most mentioned topic overall is INDUSTRY for the majority of cases 
(except for two accounts). I will further discuss this result in connection with how 
the chefs’ accounts function as nodes of communication.  
 
While the predominant topics in the top five apply to the the professional theme, 
there is an interesting finding regarding the remaining top topic(s). For each chef 
there is at least one topic that fits the professional theme and follows no pattern 
among the group, which means that it is individual for every chef. This topic seems 
to represent the individual character of each chef’s Instagram account; for example, 
for Anand it is HUMOR, for Aduriz it is FAMILY, and for Redzepi it is POLITICAL 
POSITION. Although the accounts have many similarities, they are also clearly 
distinctive; one of the key differences is the top topic that shapes the individual 
account character. All detailed numbers8 and ranks for each chef’s top five topics 
are displayed in table A.3 in the appendix.  
I also analyzed how the very bottom of the list of topics looks like, and it is surpris-
ingly similar. For most accounts, CHARITY was the least mentioned topic. This 
means that it does not seem to play too important of a role on the Instagram ac-
counts of these chefs, but it also means that all of the chefs talk about CHARITY on 
Instagram at least some of the time. 
 
In the last step, I consider topics that form exceptions. FISH and RELIGION are 
both exceptions and are considered because of two specific accounts. FISH is part 
of the codebook because Zaiyu Hasegawa talks about fish extremely often—in 
16.8% of all his posts—making it the second-most mentioned topic. It is thus one of 
the top five topics that represent his character trait. He usually posts a picture of 
himself and the fish (see Figure 6) and then explains in the text different aspects of 
where he fished, how, with whom, and what kind of fish is shown. Hasegawa also 
talks about fishing gear, and fishing is always part of his travel. If he is not able to 
fish himself, he buys fresh fish but presents it in the same manner as shown in Fig-

 
8 The ratio to the total amount of topics for each account was considered to make the chef's ac-
counts comparable, although they vary in size.  
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ure 6. In Hasegawa’s case, fish is not only a hobby or state of mind—it also repre-
sents his philosophy and is connected to his profession, as he can prepare, eat, 
share with friends, and even sell it. I address this type of complexity further in the 
discussion chapter.  
 

 
Figure 6: This facial expression is usual for him if he shows his fishing results 
(Instagram post from @zaiyuhasegawa on September 20, 2020)  

 
Another outstanding topic is RELIGION. This code was only introduced because 
Mukhin talks about religion in his posts.9 Although he only posted about it twice, it 
is worth mentioning because it demonstrates the breadth of topics that are ad-
dressed on Instagram. Talking about religion goes beyond the different profession-
al and is a deeply personal topic, which is different from sharing snapshots of one’s 
family or other personal experiences. This seems particularly noteworthy in the 
context of Mukhin’s 188,000 followers and the total of 3,935 likes garnered for both 
posts combined, not least because some of those followers are colleagues, employ-
ees, and investors.10  
 
 

 
9 Posts from @muhinvladimir on April 18, 2020, and February 15, 2020 have the code RELI-
GION.  
10 Compare insights into followership in chapter 1. 
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4.3 The Presence of Transformational Leadership  
In this chapter, I analyze how the chosen leadership framework applies to the data 
at hand. The transformational leadership framework was defined and contextual-
ized in the theory chapter 2.2. To determine the presence of transformational lead-
ership in the studied Instagram accounts, the five framework elements—Vision, 
Emulation, Purpose, Action, and Education—were used as a predefined code list, 
which was then applied in the second round of coding. Not all of posts were ex-
pected to relate to the framework, so the list of codes was extended by the category 
Other for the posts that cannot be aligned with the framework. 
 
The second cycle of coding yielded the following results: the transformational lead-
ership framework does not apply to everyone, but it does align well with 40% of 
the chef’s accounts based on how they choose to represent themselves on Insta-
gram. That 40% posted along the lines of all five elements, often communicating 
these elements through a variety of topics. The second cluster of accounts, another 
40%, have mixed results concerning the transformational leadership framework. 
Transformational leadership is present, but not necessarily in all five elements, and 
only with a medium diffusion. The third cluster, the remaining 20% of accounts, 
rarely relate to the framework, and if they do, only in terms of a few of the ele-
ments. Figure 7 depicts a visual representation of the clusters of accounts and their 
alignment within the transformational leadership framework. 
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Figure 7: How well the transformational leadership framework relates each Instagram 
account 
 
The application of the transformational leadership framework was determined by 
the percentages of posts that could be linked to the framework elements. This does 
not, however, necessarily mean that the category “rarely transformation leader-
ship” does not also include all elements of transformational leadership. This is true 
for León and Olvera, but not for Hasegawa, whose posts are rarely linked to trans-
formational leadership, although they cover all elements in the framework. The 
opposite is the case for Atxa, whose posts relate mildly to the framework, with 
14%, which is rather high in comparison to the rest of the category “medium trans-
formational leadership,” but he does not mention all framework elements. An out-
lier is the account of Passard, which is the most curated of the accounts; he also 
does not cover all framework elements, but scores very high on framework align-
ment framework (with 30%).11 
To be a transformational leader involves five elements—vision, emulation, pur-
pose, action, and education—which have been elaborated by Narbona (2016). Be-

 
11 The previous percentages and categories are all linked to Figure 7.  
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fore I go into detail about each of these elements, I want to highlight that they can 
be communicated through a variety of topics, as can be seen in the study data (see 
tables of section A.2 of the appendix for the extend of the diversity of topics of each 
element). The data do not indicate that an element of the transformational leader-
ship framework is predominantly or best communicated through specific topics, 
but rather that it is dependent on individual style. I discuss the perspective of style 
as related to the leader's identity (Sinclair, 2011; Sveningsson & Alvesson, 2016; 
Kärreman & Frandsen, 2020) further in chapter 5.  
In the following sections, I go through each of the five framework elements to clari-
fy what I have interpreted as transformational leadership in the data. For each ele-
ment, I review the definition from Narbona (2016) in the context of the studied In-
stagram accounts and give examples. The examples are posts that fit the elements; I 
copied the post text exactly as depicted on Instagram to keep their style (in sense of 
structure, alignment, etc.) I also provide the context to clarify the reach of the re-
spective posts and the level of interaction involved. A detailed overview of the per-
centages of each element for each chef, plus rank, is displayed in Table A.3 in the 
appendix. 
 
 

4.3.1 Vision 
The first element of the transformational leadership framework by Narbona (2016) 
is vision, which has the goal “to influence and motivate the followers so that their 
intrinsic motivations are aligned with the vision” (Narbona, 2016, p. 92). This ele-
ment regards everything concerning the future—in the sense of how someone en-
visions it. Vision can be hard to grasp and may be dependent on individual percep-
tion and interpretation. It is also the element that many chefs posted about least or 
not at all—especially if they ranked low on alignment with the transformational 
leadership framework. Nevertheless, it is still a presence in most of the studied ac-
counts, and the chefs who do present it in their posts communicate strong messag-
es; for example, Anand:  
 

Everyone deserves a second chance we can’t control our luck and Situations.. No 
one is born to be a prisoner a criminal.. when we grow we make bad choices, make 
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mistakes and then we end up loosing everything we have.. I was lucky to be part of 
project @tippyleeds @mathias_suhring @thomas_suhring @dej_kewkacha 
@bic_smitasiri team to teach cooking skills that could provide sustainable future 
and better living by giving these inmates support and have a better reason to live.. 
after their prison term. 
This project is incredible when they cook inside the prison and serve outside in a 
restaurant.. we couldn’t shoot inside the women prison but I found incredibly 
talented women with passion to cook and learn.. and the facilities inside including a 
saloon and dentistry and nursery was quite shockingly good.. 
Hope to be part of this project for future and if can train more inmates to be better 
chef .. 

PS: My recipe for this project is chicken curry sandwich 🥪.. 

#gaggananand #gaggan #cook&coff 
  - Instagram post of @gaggan_anand on December 14, 2020  

 

Rocking all over the World 🌍... today we divided in the name of religion, color, 

caste, creed, phobia, gender, race, I dedicate this dish to the 🌈 colors of one world 

🗺... all you got to do is lick 👅 from the country where u come from... #gagga-

nanand #healtheworld #wearetheworld #hugmeismelllikecurry 
  - Instagram post of @gaggan_anand on February 26, 2020  

 
At the time of data collection, the first post had 2,352 likes, 42 comments, and is 
associated with the topic CHARITY; the second post had 1,155 likes, 36 comments, 
and belongs to the topic POLITICAL POSITION: Diversity.12 Several people are 
tagged in the first post and both texts include emoji as well as hashtags. Anand’s 
median engagement numbers are 2,793.5 likes and 44.5 comments. Another similar 
example is from Mukhin, who describes his hopes for the future as follows:  
 

Мир без жестокости !!! 
 
Я твердо верю - каждый человек хочет быть лучше. 

 
12 This code has the subcode Diversity.  
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И верю, что можно стать лучше, проявляя доброту и сострадание - и к 
людям, и к животным, и к природе. 
Да, я готовлю мясо. Но теперь всё чаще выбираю альтернативный протеин. 
И вообще, надеюсь, скоро, мы сможем выращивать мясо дома - в приборах 
типа йогуртниц. 
Никакого guilty, только pleasure! Жду вас в @whiterabbitmoscow ! 
Без жестокости, без вины, без греха, без аллергий и тяжести в животе - 
фаршированные перцы из растительного мяса @beyondmeat со сметанным 
соусом. Ммммм!!!! I’m dreaming of cruelty-free world!!! 
 
I strongly believe that everyone of us wants to be a better person. And we can 
become better if we practice kindness and compassion - to people, to animals and to 
nature. 
Yes, I do cook meat. But more and more often I tend to go for alternative protein. 
And generally I hope we will soon be able to grow meat in devices like yogurt-
makers. 
No cruelty, no guilt, no sin, no allergies and no heavy stomachs - peppers stuffed 
with vegetable meat by @beyondmeat with sour cream sauce. Yummmm!!! 
No guilty, just pleasure! I’m waiting for you at the @whiterabbitmoscow 

   - Instagram post of @muhinvladimir on July 10, 2020  
 
At the time of data collection, Mukhin’s post had 2,188 likes, 38 comments, and 
could be associated with the topic POLITICAL POSITION: Diversity. Several tags 
also appeared. Mukhin’s median engagement numbers are 2,229.0 likes and 33.5 
comments.  
 
Generally, those examples of posts have longer text than those by other chefs. Be-
cause vision is a more complex topic, however, it makes sense for the text of related 
posts to be longer. One can also look at it the other way around: only chefs who are 
willing to post longer text appear in the category Vision. In the examples from 
Anand and Mukhin, they envision the future from a culinary perspective. It is no 
surprise that the topic POLITICAL POSITION works especially well for showcas-
ing vision, and this is not only the case for the two chefs mentioned here (consider 
also, e.g., Redzepi and Aduriz). 
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4.3.2 Emulation 
Narbona (2016) defines the second element of the transformational leadership 
framework as emulation: “to be a role model for their followers (idealized influ-
ence)” (Narobona, 2016, p. 92). Role models play an important role on Instagram, 
but it is not always about the chefs being role models themselves: it is also note-
worthy when they hold someone else up as a role model. Thus, in coding for this 
element, I included not only posts that showed the account owner as a role model, 
but also if the account introduced someone else as a role model. Those instances 
counted only if the introduction stated explicitly why the presented person should 
be considered a role model. For Kofoed, emulation is the most important element 
of the framework. Importance is derived from how often (in percentages to make it 
comparable) he posted on emulation. 
 

Ronni Mortensen is the Danish Bocuse d’Or candidate. 
He was my commis when we won silver back in 2007. 
Ronni is an excellent & very talented chef, 
but beyond that, he is also a father with his feet placed firmly on the ground. 
Now it’s my time to support him as a coach & as a friend. 

Tallinn see you soon
👊💥💥💥😘

 

- Instagram post of @rkgeranium on October 13, 2020 

 
At the time of data collection, this post had been liked 1,602 times and commented 
on 37 times; no one is tagged and no hashtags are used, but emoji are displayed. 
The post is allocated to the topic TEAM. Kofoed’s median number of likes is 
1,305.0, with 17.0 comments. The case for Hasegawa is very similar:  
 🇮🇹

TEAM LIDO84 

❤

TEAM DEN

🇯🇵

 

COOK TOGETHER @LIDO84 ON MONDAY, 28 OCT 
_____ 
 
Alla domanda di Laura Price, The World's 50 Best Restaurants: "The chef I’d most 
like to collaborate with" 
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Zaiyu Hasegawa, Ristorante DEN a Tokyo, vincitore del Chefs’ Choice Award, 
sponsored by Estrella Damm at Asia’s 50 Best Restaurants 2019, rispose: " 
Riccardo Camanini, Lido 84 
I tried his food three years ago at an event but only recently got to meet him in 
person. I really admire his style and have been wanting to cook with him for a long 
time. I hope my dream will come true this year." Non potevamo non tuffarci in 
questa avventura, ed ecco che fra esattamente 7 giorni, lunedì 28 ottobre, 
cucineremo insieme qui, al Lido 84 di Gardone Riviera. 
 
____ 
per prenotazioni: info@ristorantelido84.com 

  - Instagram post of @zaiyuhasegawa on October 21, 2019 
 

At the time of data collection, this post had 444 likes, 5 comments, and was associ-
ated with the topic INDUSTRY. One tag appears, along with a couple of emoji. Ha-
segawa’s median number of likes is 574, with 8.0 comments.  
 
The post from Hasegawa is a different example of a role model than Kofoed’s. The 
latter merely introduced a friend and colleague, whereas Hasegawa not only pre-
sented a role model, but the post also promoted an activity. Both posts not only say 
“here is someone great” but also explains why that person is a role model to them. 
The second post in particular demonstrates the ambiguity of whether a post relates 
to an element in the transformational framework or not. Coding involved a con-
stant assessment of whether the post addressed different topics and, of these, 
which was the most prevalent. If several topics are equally present in a post, the 
decision is made in favor of transformational alignment.  
The element emulation can also be about the leaders—here, the chefs—being role 
models themselves. Several chefs present themselves as role models, but there is 
one post that seems especially relevant. Mukhin presented his version of a “true 
leader” in the context of his profession:  
 

Do you want to be a true leader and be successful? 
I have a recipe for you! 
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You need to eat mold, moss and grasshopper. "Vladimir, are you in your right 
mind?" you might say. Yes, friends! 
Taboo is what limits our thinking. And our flexibility. 
The world in the 21st century is changing super fast. Remember your 2007 - most 
still went with Nokia 3310, and now we shoot professional videos on our 
smartphones. 
Therefore, one of the main soft-skis of our time - flexibility of thinking, willingness 
to change. And to change means to revise your limitations. 
If you're ready - waiting for you at your White Rabbit Chefs Table. 
 
The course is from the Black Swan menu. - Fried milk and koji mould 
- Jagel biscuit 
- Alternative protein - grasshopper 

   - Instagram post13 of @muhinvladimir on March 10, 2020 
 
At the time of data collection, the post had been liked 1,378 times and commented 
on 20 times. No one was tagged, and no hashtags or emoji were used. The post was 
allocated to the topic RESTAURANT.  
 
 

4.3.3 Purpose  
The third element of the transformational leadership framework is whether the 
transformational leader pursues the goal “purpose [:] to communicate an appealing 
vision of the future (inspiration motivation)” (Narbona, 2016, p. 92). Purpose is very 
similar to vision, but purpose statements focus more on reasons why and present 
motivation, in contrast to vision, which focuses on the future. One example of a 
post allocated to the element purpose is from Colagreco: 

 
In this brief time of confinement that we have taken to protect ourselves, nature 
 has shown us its capacity for regeneration. Look at these dolphins in the bay of 
#Menton .... 

 
13 Translated from Russian to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
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This is the right time to bring about change and to take care of nature.  
@restaurantmirazur @michelinguide @lesgrandestablesdumonde  
@relaischateaux @theworlds50best 

- Instagram post14 of @mauricolagreco on May 24th, 2020 
 

Thank you my love for accompanying me in this dream, for being my muse, my 

support, my eyes...... This third star is yours❤❤❤  @restaurantmirazur 

#3toilesmichelin #mirazurteam @michelinguide 
        - Instagram post8 of @mauricolagreco on February 17, 2019 

 
At the time of data collection, this post had 2,177 likes, 69 comments, and was asso-
ciated with the topic POLITICAL POSITION: Environment. One hashtag appears, 
and several accounts are tagged. Colagreco’s median number of likes is 4720.0, 
with 82.0 comments.  
This example from Mauro Colagreco shows how highly individual a sense of a 
purpose can be. The next example demonstrates how a purpose post looks when it 
is not associated with a specific topic, but originates from a personal reflection. 
 

"More than the brightness of victory, we are moved by the strength before 
adversity" #nocuelgueselmandil 

        - Instagram post15 of @enriqueolveraf on April 9, 2020 
 
At the time of data collection, this post had been liked 16,644 times and commented 
on 241 times. No one was tagged, nor were emoji used, but one hashtag was used. 
The post can be allocated to the topic REFLECTION. Olvera’s median number of 
likes is 5,014.0, with 43.5 comments. This reflection is also the most popular post in 
terms of number of likes on Olvera’s account during the analyzed timeframe. 
 

 
14 Translated from French to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
 
15 Translated from Spanish to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
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4.3.4 Action  
The fourth element of the transformational leadership framework is action. Narbo-
na (2016) defines it as the goal of a leader “to stimulate creativity in their followers 
who can put forward specific and concrete proposal (intellectual motivation)” 
(Narbona, 2016, p. 92). I applied every post to the element action if the chef directly 
addressed their followers with a call to action. This could appear in many different 
forms, but most often requires followers to bring forward their creativity in re-
sponse. The call and response can concern offline and online topics. This element 
also demonstrated that although the communication and interaction take place 
online, it could also trigger actions in the offline world as well. The part about con-
crete proposals in Narbona’s (2016) definition is less relevant in the context of this 
thesis, because it applies more to organizational contexts. However, communi-
cating concrete proposals via social media is not precluded, be it from the leaders 
or the followers. This might also take place in an area of Instagram that is not part 
of this thesis—private messages. The call to action by an account likely translates 
into a concrete proposal, wherever it happens to be: in a comment, private mes-
sage, or offline. The following examples demonstrate three ways for the chefs to 
request action from their followers: 
 

#Repost @disfrutarbcn with @make_repost 

・・・ 

If help was important before, now it's imperative. There are more than 300,000 
families who, because of #Coronavirus, do not have the most basic food. Collaborate 
with @fesbal_org in www.ningunhogarsinalimentos.org. 
Invited by @ferranadria, we participate in #NingúnHogarSinAlimentos and invite 
you to join @pacoperezmiramar, @danigarcia7 and @_jesussanchez 
@cenadordeamos 

 - Instagram post16 of @eduardxatruch on April 21, 2020 
 

 
16 Translated from Spanish to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
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At the time of data collection, Xatruch’s post had 437 likes, 10 comments, and was 
associated with the topic INDUSTRY. Tags and hashtags appear. Xatruch’s median 
number of likes is 281.5, with 6.0 comments. This post is an example of when the 
decision about the topic was not clear, because the post addresses the topics of both 
CHARITY and INDUSTRY. Because of the explicit reference to the culinary field, 
tagging of colleagues—especially the famous chef Ferran Adrià—the INDUSTRY 
topic was perceived as the more dominant.17  
The chef’s call to action is often associated with charity. Instagram provides a plat-
form where the chefs can, with a single post, have an enormous potential reach and 
results for their call to action. Olvera provides one example of the element action 
under the topic CHARITY:  
 

Armamos un crowdfunding para ayudar a nuestros paisanos en US que se quedaron 
sin chamba y que no pueden ir a hospitales por miedo a ser deportados. Ojalá nos 
ayuden a compartirlo. LINK IN BIO @donadoraorg / Help unemployed migrants 
without access to medical service. Our paisanos are too scared to go to hospitals out 
of fear of being deported and separated from their families. 

         - Instagram post18 of @enriqueolveraf on March 28th, 2020 
 

At the time of data collection, the post ad been liked 3,058 times and commented on 
91 times. One tag was used but no emoji or hashtags were applied.  
Another topic for which chefs make use of the potential of Instagram as a commu-
nication tool is the environment, which is here captured by a subtopic under PO-

 
17 This post was also an example of a repost. Several chefs use this Instagram option—
duplicating a post by someone else in their own feed—and this will always be marked as a re-
post (see above #Repost). Most chefs used this option only rarely; however both Oriol Castro 
and Eduard Xatruch (head-chefs at Disfrutar) often repost. Many of their posts are direct re-
posts from their restaurant. Although this is a personal communication style for social media, it 
also affects the interpretations of leadership identity and brand (Horth, Miller & Mount, 2018; 
Kärrremann & Frandsen, 2020). This will receive further elaboration in the discussion chapter. 
18 This is an unusual case: the post was bilingual, but does have the same text in both languages. 
Here is a translation for the first part of the post: We set up a crowdfunding to help our fellow coun-
trymen in the U.S. who have lost their jobs and cannot go to hospitals for fear of being deported. We hope 
you can help us share it (by https://www.deepl.com/translator).  
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LITICAL POSITION. It seems to be an important issue for the chefs to address on 
social media, and it mentioned many times by multiple chefs (e.g., Colagreco, 
Redzepi, and Anand). The following example shows how Mukhin directed atten-
tion to environmental issues:  
 

In Kamchatka, an ecological disaster. All the media in the country have been 
writing about it for several days. And so far nothing has been done to begin to 
eliminate the consequences!!! I'm in shock!!! We don't have enough Norilsk, and 

it's terrifying. ⠀ For me, Kamchatka is so close. We all need to talk about this 

problem! I'm a cook - I talk to you through food... It so happened that my team and 
@whiterabbitmoscow always miss all the good events and not very thorough 
ourselves. We together with @dymovceramic created a plate that looks like the 
landscape of this beautiful place! Kamchatka crabs, hedgehogs, scallops are what we 

cook every day. ⠀ I'm shocked by what I saw in the news and blogs. Как помочь? Я 

и моя команда готовы! Прошу максимальный репост
🙏🙇

  Kamchatka, Far 

East is going through ecological catastrophe. It’s been in Russian press for several 
days already, but still no measure taken. I’m shocked!!! We’ve already had a massive 
eco distaster in Norilsk just 4 months ago and that’s terrifying! For me Kamchatka 
is not far away, it’s right here. We all we need to do smth about what has happened. 
My team and I are such that we take all the good or bad things close to our hearts. 
At the photo is Kamchatka crab on a plate that we made together with Dymov 
ceramics and whose patter reminds of beautiful Kamchatka coast. Kamchatka crabs, 
sea urchins, scallops are something we cook every day. I’m shocked with what I’ve 
seen in the new and blogs. How can we help? My team and I are ready! Please, 
share this post! Spread the word! 

- Instagram post19 of @muhinvladimir on October 3, 2020 
 
At the time of data collection, this post had been liked 2,422 times and received 46 
comments. Tags and emoji were used, but no hashtags. The post is allocated to the 
topic POLITICAL POSITION: Environment. 

 
19 Translated from Russian to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
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4.3.5 Education 
The fifth and last element of the transformational leadership framework is educa-
tion. It is a popular element of the group. For eight chefs, education is the element 
posted about most often. This appeared in both coding cycles. When considering 
the context, this is a logical result: education is an important factor in the role of a 
head chef and culinary leader offline. One expectation of these chefs is that they 
pass on their skills and knowledge.20 If the post topic was EDUCATION, the trans-
formational element assignment was also education, but there are also other topics 
that could categorized as education; here, I showcase three different ways these 
chefs posted about education on Instagram:  
 

Have you ever had a stinkhorn? Or a witche's egg? This peculiar mushroom 
(Phallus impudicus) that I’m slicing into is called a witche's egg in its early stages, 
but as it matures, transforms in both shape and name to the stinkhorn mushroom. 
You can only eat the centre part while it's young (leaving the alien like jelly 
behind); it carries the texture of a young chestnut, and a mildly nutty flavour to 
match. When full grown, flies are attracted to the foul smell the mushroom 
produces, the stench of rotting flesh, earning the apt name. And when the flies 
depart, they take the mushroom’s spores with them, spreading them through the 
forest as they shit. Nature. Is. WILD. (BTW, in Danish, the stinkhorn translates to 
“The pastor’s penis” for obvious reasons should you look it up, but please don’t 
google that at work). Bon appetite! 

- Instagram post of @reneredzepinoma on July 12, 2019 
 

At the time of data collection, the post had been liked 299,127 times and comment-
ed on 597 times. No tags, emoji, or hashtags were applied. The post is categorized 
in the topic INGREDIENT. This is an example of how Redzepi teachers about in-
gredients, but it also shows how he uses humor. Educating consumers about in-

 
20 Refer to the case descriptions, where the educational and teaching aspect was highlighted 
throughout the careers of the chefs (one example being Redzepi). It is important under whom a 
chef trained—for example, Colagreco under Passard or Aduriz under Ferran Adrià—and this is 
specific to the culinary industry.  
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gredients is something common in this group of chefs,21 but it is an especially im-
portant topic to Redzepi, at least on his Instagram account. Examples like this not 
only showcase a preference for or predominant topic on Instagram, but these find-
ings are also connected to the identities of the chefs offline, as I discuss in the fifth 
chapter.  
 
In a different part of the world, Virgilio Martínez has similar intentions to Redzepi. 
He is also keen on educating his audience about local, traditional produce and has 
even expanded his business around that. He often provides such information, in-
cluding descriptions of taste, use, or harvest, for those ingredients to his followers 
via Instagram.  
 

This is beautiful. Cocoas... see Chuncho varieties lady, achoccha, common, pamuco, 
eggshell, rough, smooth. They are being harvested at this time and worked on these 

fermentation boxes with jute. This is in Chahuares. 
🇵🇪

 then dried There are also 

hybrids that are harvested at different times of the year. August is an important 
moment too. The cooks, some, are as far from cocoa as we see their opportunities.... 

That's why you have to have the specialists closer. Invest resources of all kinds 
🧠

 

There come to Romulo, the PRODUCTOR and @nilver_mater CONNECTOR. 
We'll have to look beyond the "chocolate." 

- Instagram post22 of @virgiliocentral on May 21, 2020 
 

At the time of data collection, this post had been liked 5,067 times and commented 
on 51 times. Tags and emoji were used, but no hashtags. The post is allocated to the 
topic INGREDIENT. Martínez’s median number of likes is 3,139.0, with 37.0 com-
ments. 
Education is the element that is addressed by Alain Passard extremely often. It is 
almost the only category and the only topic about which he posts. This may be be-
cause Alain has a different type of account: it is more obviously curated and there-

 
21 It is ranked in the top five mentioned topics for Redzepi, Martínez, and Hasegawa (compare 
table A.3) 
22 Translated from Spanish to English by the automatic translation function of Excel, which has 
the same functionalities as the translation option on Instagram. 
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fore most likely to be managed by someone else, explained in chapter 1.3. Never-
theless, the intention to educate followers remains the same and can still be associ-
ated with him, as it is his personal account. In addition to his different account 
style, he is also one of the only chefs who shares recipes. Although cooking might 
be the most obvious area where chefs can educate, not many chefs share recipe de-
tails or cooking instructions. Some of them do so from time to time (e.g., Mukhin). 
In Passard’s case can the followers learn a new recipe almost every day,23 always 
written in both French and English.  
 

Recette : Magret de canard en prison. 
Enrouler le magret dans un ruban de grillage avec sur chaque face un bouquet de 
parfums et saveurs choisis (verveine/géranium/citron/thym/romarin/estragon/ 
poireaux crayon/sauge….) 
Cuire le magret à feu très doux au four ou au grill ou à la cheminée pendant 40 à 50 
minutes pour une cuisson à la goutte de sang! 
Libérer le magret du grillage en vous aidant d’une pince coupante. 
Savourer avec un trait d’huile de noisette et une fleur de sel. 
Servir avec une tombée de chou chinois au beurre salé. 
Bonne table ! 
. 
Recipe : Duck magret « in jail » 
Roll the magret in grid & place on each side a bouquet of perfumes and savors of 
your choice (verbena/geranium/lemon/thyme/rosmary/tarragon/tiny leeks/sage…) 
Cook very slowly in oven or on the grill or in the fireplace for 40 to 50 minutes for a 
rare cooking. 
Take the magret out of the grid with a wire cutter. 
Serve with hazelnut oil, fleur de sel & Chinese cabbage roasted in salted butter. 
Enjoy ! 

 - Instagram post of @alain_passard on November 21, 2020 
 

 
23 The general style of the account in 2019 was slightly different than in 2020, which also affects 
the recipes. In 2020, Passard’s Instagram account regularly posted recipes.  
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At the time of data collection, this post had been liked 8,581 times and commented 
on 171 times. No tags, emoji, or hashtags were used. The post is allocated to the 
topic RECIPE. Passard’s median number of likes is 6,540.5, with 65.0 comments. 
Those recipe posts from Alain’s account are usually accompanied by several pic-
tures that depict details from the preparation steps. This can be helpful if a follower 
is cooking the recipe, and it also highlights the functionality of Instagram in using 
visual and textual components.  
 
 

Summarizing Notes 
Looking closer into transformational leadership, in the context of social media, re-
veals the complexities of the concept of leadership. Even limiting the data source to 
one communication channel and a fixed two-year time frame—as well as a specific 
group of people, leaders of the culinary world—the findings remain complex and 
ambiguous (as the literature describes leadership generally (Alvesson & Spicer, 
2011)). Generally, transformational leadership is highly individual. However, the 
data revealed interesting findings. First, transformational leadership is a frame-
work that applies to the majority of the sampled chefs, i.e., leaders in the culinary 
world, quite well (compare Figure 7). Second, two elements of the transformational 
leadership framework, Purpose and Vision, are difficult to distinguish and less 
present in the short texts the chefs are able to present on Instagram. Third, Emula-
tion is interpreted in the chefs’ posts not only as being role models themselves, but 
using Instagram as a platform to introduces others/their own role models to their 
community. Fourth, calls to action—Action as an element of the framework—are 
not limited to the online world, but the chefs’ online initiatives can be very power-
ful because of their (potential) reach. Fifth, education, an element important in the 
chef’s “offline” role as culinary leaders is also highly present on Instagram.  
 
 

4.4 Interaction Levels on Instagram 
Four types of interactions were measured for each Instagram account: likes, com-
ments, use of hashtag(s), and whether someone was tagged. These types of interac-
tions are grouped by function. The first group, likes and comments, contains direct 
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interactions between the chef and his/her community. Likes are a more passive 
interaction, while comments require an active engagement from the followers. Both 
types of interactions are initiated by the followers, and they affect not only the 
holder of the account but also the account’s community, as well as non-following 
Instagram users, because all users can "see" high engagement rates. High engage-
ment rates are a sign of popularity (or controversy) and are an important meas-
urement for an account’s degree of reach and influence. The account’s absolute 
number of likes and comments are partially dependent on the differences in fol-
lower numbers and the frequency of posts. Ratios were therefore used to make the 
accounts comparable.  
Generally, the most mentioned topic is not necessarily the most-liked topic. The 
same is true for the comments: the most liked topic is not necessarily the one that 
receives the most comments. However, many accounts show a correlation between 
the topic popularity and the posts with the most likes and/or comments. There is 
no prevalent theme, and the analysis shows mixed results, but one interesting ten-
dency is noticeable: personal themes are often the most popular in terms of likes and 
comments. For example, posts with the topic FAMILY tend to have more likes and 
comments for many chefs. 
 
The second group, hashtags and tags, are not a direct form of interaction, but rather 
function as nodes of communication. Nodes of communication because these In-
stagram functions allow user to connect indirectly amongst each other. These func-
tions also add to the social network character of the social media platform Insta-
gram.  
 
The use of hashtags varies greatly among the studied chefs. Some use them very 
often—up to 22,816 times during the two years—while some use them only rarely 
(one chef used a hashtag only once). Some of those hashtags are very orchestrated, 
in the sense that they are always the same, but many seem very personal and indi-
vidual.  
The use of hashtags is generally a very personal choice for each chef. However, 
corresponding to the topics used, the professional theme is prevalent. This is not only 
evident from the use of hashtags but also the frequency of tags. A closer look re-
veals that the results are even more specific: The post topic with the most tags for 
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almost every chef is INDUSTRY. The functionality of nodes of communication 
seems to be especially relevant for chefs in their professional context—specifically 
to stay connected within the industry. All detailed numbers for each chef, includ-
ing likes, comments, hashtags, and tags concerning the top topics are depicted in 
Table A.1 & A.4 in the appendix. There is a divide in the different types of interac-
tion, where the first group (likes and comments) concerns a more personal level, 
while the second (tags and hashtags) is clearly on a professional/industry level (see 
Table 2).  
 

 
Topic with 
the most 

likes 

Topic with 
the most 

comments 

Topic with 
most hash-
tags used 

Topic with 
most tags 

Most 
mentioned 

topic 
Nr. of 
Posts 

Mauro 
Colagreco 

INDUSTRY  REFLECT-
ION 

INDUSTRY INDUSTRY INDUSTRY 98 

René 
Redzepi 

INGREDI-
ENT 

INGREDI-
ENT 

INGREDI-
ENT 

INGREDI-
ENT 

INGREDI-
ENT 

208 

Gaggan 
Anand 

RESTAU-
RANT 

RESTAU-
RANT 

FOOD INDUSTRY RESTAU-
RANT 

320 

Rasmus 
Kofoed 

DISH DISH RESTAU-
RANT 

DISH/ 
RESTAU-

RANT 

DISH 175 

Virgilio 
Martínez 

INGREDI-
ENT  

INGREDI-
ENT  

NATURE INDUSTRY INDUSTRY 287 

Pía León FAMILY  FAMILY  INDUSTRY INDUSTRY FAMILY  

Andoni 
Luis 
Aduriz 

INDUSTRY  FAMILY  INDUSTRY  INDUSTRY INDUSTRY 1003 

Alain 
Passard 

RECIPE  RECIPE  RECIPE RESTAU-
RANT 

RECIPE 558 

Oriol 
Castro 

FAMILY  FAMILY  INDUSTRY INDUSTRY INDUSTRY 123 
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Eduard 
Xatruch 

DISH  FAMILY  RESTAUR
ANT 

RESTAURA
NT 

RESTAUR
ANT 

144 

Mitsuharu 
Tsumura 

INDUSTRY  RESTAU-
RANT  

 

DISH INDUSTRY INDUSTRY 297 

Zaiyu 
Hasegawa 

FOOD  FOOD  FISH 
(INDUST-

RY) 

FAMILY 
(INDUSTRY) 

FOOD 519 

Enrique 
Olvera 

DISH  DISH  REFLECT 
ION 

INDUSTRY DISH 89 

Vladimir 
Mukhin 

INDUSTRY  INDUSTRY  INDUSTRY INDUSTRY INDUSTRY 576 

Eneko 
Atxa 

DISH  DISH  DISH INDUSTRY DISH 188 

Table 2: Interactions om Instagram 
 
 

Concluding Notes 
This chapter was set out to analyze the data collected from the 15 chefs’ Instagram 
accounts regarding leadership and communication. The first sub-chapter, on the 
one side, delivers detailed insights into each case and, on the other side, provides 
an overview of the group of chefs. In the sample of chefs, the male gender is repre-
sented more often. Also, an outstanding number of restaurants are located in Spain 
and, further, a majority of the chefs speak Spanish as their native language. How-
ever, the way they use language on Instagram—which is not necessary their native 
one—varies between the different chefs. Another important divergence within the 
group is the number of followers.  
The second sub-chapter demonstrates the difference in the frequency of posting of 
each chef. However, the number of topics the chefs cover in their post, even though 
the number of posts in total is vastly different, is very similar and always hovers 
around 18 different topics. Comparing the top five topics of each chef revealed two 
findings: First, the top five topics are dominated by the professional theme. This 
can be explained by the profession that unifies the group which also appears to 
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prevail in their personal Instagram accounts. Second, the top five always include at 
least one topic that stands for the individual character behind each account.  
A focus of the analysis was the third sub-chapter which investigates the framework 
of transformational leadership and how the chefs present themselves in the context 
of the framework on Instagram. The findings demonstrate that to a majority of the 
chefs, the transformational leadership is relevant. However, the way, i.e. through 
which topics, the elements of transformational leadership are communicated are 
highly individual. Education is the most popular element. In the context of the In-
stagram posts, the elements vision and purpose are very similar. Action is mostly 
associated with the topic CHARITY and emulation is mostly presented by role 
models the chefs talk about and rarely by the chefs presenting themselves as role 
models.  
The last and fourth sub-chapter presents the findings regarding the different inter-
action levels on Instagram. Generally, the interaction levels and types of interaction 
diverge vastly between the chefs. However, there are two groups prevalent in the 
different interactions. The first group encompasses the likes and comments by fol-
lowers which are especially engaging in personal topics. The second group is inter-
action initiated by the chefs themselves in form of tags and hashtags. These are 
mostly applied in posts that are associated to the professional theme, specifically 
the topic INDUSTRY. Through the different types of interactions, the chefs become 
nodes of communication within the Instagram community with a focus in their 
professional field. 
 
 

5. Discussion  
In the following chapter, I further discuss three central questions from my analysis 
in light of my question how world-class chefs represent themselves as leaders on 
Instagram: Is it possible to claim that leadership is represented on Instagram? What 
is the relevance of Instagram as a social media platform for representing leader-
ship? How does the leaders’ representation on social media impact leadership 
communication?  
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5.1 Leadership on Instagram 
At the start of this project, the question of whether leadership can be observed as a 
phenomenon on Instagram was more of an assumption. Considering this I careful-
ly reflected various established definitions and concepts of leadership discussed by 
different scholars (see chapter 2, Literature Review). Based on my analysis and 
findings and after consulting appropriate literature, it seems reasonable to claim 
that leadership appears to be present on Instagram. My argument for this is two-
fold: First, there is no one definition of leadership—leadership is a complex and 
broad concept. Second, even though my findings in this study, how world-class 
chefs represent themselves as leaders on Instagram, do not fully adhere to any of 
the different established definitions of leadership, this is because the study is out-
side an organizational setting and because it has been shaped by the substantial 
changes of the current digital society. However, I argue that my findings challenge 
and expand the concepts of leadership and communication by including the digital 
context. 
 
 

5.1.1 No Single Definition of Leadership  
The literature review showed that there is no one universal definition of leadership, 
not even when scholars share a common perspective on the topic. This is exempli-
fied by the four definitions presented in the literature review chapter, which are all 
associated with a process-relational perspective on leadership. For each example, 
the aspects of the definitions (ir)relevant to my study on, how do world-class chefs 
represent themselves as leaders on Instagram, are highlighted. 
 
First, Northouse defines leadership a process whereby an individual influences a 
group of individuals to achieve a common goal” (Northouse, 2015, p. 5). The first 
two important keywords, process and influences, are relevant to the understanding 
of leadership, as my findings also demonstrated. Leadership— especially as identi-
fied on Instagram—is not static but a constant process of instant exchanges between 
the leaders and followers. The word instant is especially important here, because 
every form of communication on social media can immediately receive different 
types of reactions (such as likes, comments, shares). Influence is a highly relevant 
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component on Instagram (as follower count), and it is also part of transformational 
leadership framework by Bass and Avolio (1994). Influence on Instagram is consid-
ered in more detail in the next sub-chapter. However, the last part of Northouse’s 
(2015) definition of a common goal, stems from an organizational context and out-
side that context potentially aligns with the characteristics of political or spiritual 
leaders (Katz, Barris, & Jains, 2013; Narbona, 2016). In the context of the culinary 
leaders on Instagram, there are goals present, but there is not one common goal 
that is shared among them. This definition is thus only partially relevant, yet the 
process-relational aspects in it seem to be a useful conceptual element for under-
standing leadership representation on Instagram as a communicative phenomenon 
with influence on followers.  
 
Second, Rost defines leadership as “an influence relationship” (Rost, 1993, p. 100). 
Here, the focus is on the relational aspect of leadership, as well as the element of 
influence. As argued above, both aspects are present my findings and relevant to the 
context of Instagram. This understanding of leadership applies to the collected da-
ta, but this definition is very schematic, and remains limited in providing details 
and insights compared to more specific concepts of leadership.  
 
Third, Alvesson and Spicer (2011) define leadership as an “influencing process in-
volving some degree of voluntary compliance by those being influence [in a leader-
ship-followership relationship]. It involves some work or task-related purpose, and 
it is seen to benefit the group or the organization” (Alvesson & Spicer, 2011, p. 4). 
The relevance of influence and process in my data and findings, especially in light of 
the context social media, has already been established. This definition is, however, 
more detailed, which allows more insights into Alvesson and Spicer’s (2011) un-
derstanding of the concept leadership. The voluntary aspect is given, due to Insta-
gram not being a business context, so each instance of presence and interaction is 
an individual voluntary decision. The aspect of work or task-related purpose here 
seems to be formulated considering an organizational context. My findings demon-
strated the presence of purpose, as part of the transformational leadership frame-
work, in the posts from the culinary leaders, but outside the organizational context, 
work or task-related connotations are not applicable.  
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The benefit described at the end of the definition is different in a non-organizational 
context, although there is (individual) benefit in the context of Instagram, which 
explains the large number of followers and the frequency of posts. Both the leaders 
and followers must receive an individual benefit—otherwise they would not use 
Instagram. In conclusion, elements of Alvesson and Spicer’s (2011) definition do 
seem to apply to my findings in this research project in the context of social media, 
although the definition was formulated in light of a formal and organizational con-
text.  
The authors emphasize, however, that this formality and the organizational setting 
are not a prerequisite of leadership. The past decade since the publication of the 
book by Alvesson and Spicer (2011) has brought many changes regarding leader-
ship and social media. As chapter 2.3 outlined the relevance and presence of social 
media, especially Instagram has grown rapidly in the last few years. Even though 
social media was well established in 2011, the extent and relevance it could have in 
the context of leadership communication, as well as the understanding of any lead-
er’s representation and the concept of followership was not and could not have 
been imaged by the authors.  
 
Fourth, leadership scholars have engaged with the phenomenon of multiple defini-
tions of leadership (e.g., Alvesson & Spicer, 2011; Narbona, 2016). Alvesson and 
Spicer (2011) have suggested an ambiguous-centered approach, which “sees lead-
ership as a contradictory phenomenon that can be used in different ways by differ-
ent people” (Alvesson & Spicer, 2011, p. 10). This allows a perspective conscious to 
cultural contexts and recognizes different meanings of leadership. The focus in this 
perspective is on the interactions between leaders, followers, and contexts (Alves-
son & Spicer, 2011), which is a similar to the analysis followed in this thesis. Never-
theless, Alvesson and Spicer (2011) explain that “an ambiguity-centered approach 
involves listening to people in organizations” (Alvesson & Spicer, 2011, p. 10). 
Here, my findings go further, because they are a result observation in a context 
outside an organizational setting. In conclusion, the perspective of Alvesson and 
Spicer (2011) is informative for analyzing data from Instagram while reflecting crit-
ically on the underlying organizational assumptions.  
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Furthermore, the four examples demonstrate why it is highly relevant to look into 
leadership on social media as a new and important area for representations of lead-
ership, and as part of that, challenging existing research, concepts, and theories on 
leadership. There is an influential process between the interactions of leaders, fol-
lowers, and context present on the Instagram accounts of the 15 chefs studied. 
Some aspects of common leadership definitions are not relevant to the data from 
the group chefs, because of the fundamental differences between the context of so-
cial media and more organizational or political, mostly analog, contexts. The latter 
two aspects affect the context that ultimately impacts the understanding of leader-
ship. My findings and analysis suggest that leadership on social media is shaped 
on the one side by the number of followers and their active engagement with the 
leaders they choose to follow. On the other side, it is shaped by the way the leaders 
represent themselves on Instagram, which includes the frequency of posts, the var-
ious topics they address, and their active contribution to become nodes of commu-
nication, especially in their own professional field.  
 
 

5.1.2 Changed Context 
When comparing different definitions of leadership—but also when searching for 
methods to analyze leadership—those definitions and methods are based on differ-
ent assumptions regarding the context. Context is one of three essential elements to 
leadership, along with followers and leaders (Uhl-Bien, 2006; Fairhurst & 
Connaughton, 2014; Alvesson & Spicer, 2011). Changes or differences in context 
thus have a major effect on the understanding of leadership. The contextual as-
sumptions in leadership research have mostly been organizational and have not 
considered an evolved digital society (e.g. Hatch, Kostera & Koźmiński, 2006; 
Sinclair, 2011; Fairhurst & Connaughton, 2014). These two assumptions—an organ-
izational and analog context—do not align with the context of the data of my 
study, how world-class chef represent themselves on Instagram, and this has pro-
found implications for future definitions of leadership.  
 
First, considering a context outside of any organizational structure or formal role 
settings means and that leadership is not limited to organizational structures 
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and/or formal roles, as has been emphasized by different distinguished leadership 
researchers (e.g. Uhl-Bien, 2006; Alvesson & Spicer, 2011; Fairhurst & Uhl-Bien, 
2012). However, when considering the corresponding definitions, case studies, or 
study methods of those researchers, the context still is or assumes an organizational 
structure or formal role distribution (Uhl-Bien, 2006; Alvesson & Spicer, 2011; 
Fairhurst & Uhl-Bien, 2012). Analyses of political or spiritual leaders are no excep-
tions because they have established formal roles outside or in addition to organiza-
tional settings (Katz, Barris & Jain, 2013; Narbona, 2016). Leaders often communi-
cate outside of their organizations, and such occasions have been part of leadership 
research (Narbona, 2016; Horth, Miller & Mount, 2018; Hensellek, 2020).  
 
Furthermore, a social media platform, especially Instagram, is another type of con-
text: it is outside any organizational setting, does not involve any formal roles, and 
is not to comparable to other mass media communication such as TV or newspa-
pers because just like in an organizational setting it enables direct interaction be-
tween leaders and followers. In the social media context, they are also not entirely 
independent from their organizational context or formal roles in the offline world. 
The chefs are recognized by The World’s 50 Best Restaurants list due to their formal 
role as head chef which is also reflected in their Instagram bios (see appendix Table 
A.2). Their Instagram followers can also include their (formal) employees, inves-
tors, and colleagues or competitors. The same also applies from a follower’s per-
spective, they can directly communicate or follow their formal leader. Context is 
essential when building leadership concepts, and different contexts change the un-
derstanding of leadership. If leadership is not dependent on organizational settings 
and formal roles—and it does not seem to be—then it should also be studied out-
side those contexts, as this thesis set out to do, by studying how world-class chefs 
represent themselves as leaders on Instagram. In my view this also enables further 
insights into the phenomenon of leadership as a whole.  
 
Second, there has been a societal shift to a digital society over the last decade, which 
has accelerated in recent years (e.g., remote learning and working as a response to 
the COVID-19 pandemic). This has strongly affected human communications. Hu-
man interaction has across the world become more instant and constantly present. 
Due to mobile devices, communication is possible at any time, everywhere. These 
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changes affect people’s identity, way of life, and working (Slaney, 2016). It is simple 
to check the phone during family time and see an email or post on social media 
from a leader (either from a work-related context or a personally chosen leader). 
Many characteristics of digital society accumulate in social media platforms such as 
Instagram. Examples of change—be it in communication, identity building, or way 
of working—are also connected to the understanding of leadership.  
 
These changes towards a digital society are fundamental and impact all contexts, 
both offline and online. Looking at the number of mobile devices worldwide, peo-
ple who do not communicate or consume online are rare.24 The number of social 
media users is so immense that it cannot be considered a marginal phenomenon. 
There is, for example, a trend among businesses to make their products or experi-
ences Instagrammable which means easily presentable and attractive for posting on 
Instagram (Dornis, 2020). In the culinary world, this thesis is underlined by the fact 
that all top 15 restaurants in The World’s 50 Best Restaurants have an Instagram ac-
count, and only three chefs from those leading restaurants do not have a personal 
Instagram account. Even if a leader gives a speech to an in-person audience and is 
not personally present on social media, a recording of the speech or discussions 
around it can make their way to social media.  
 
In a digital society, there is no separation of the online and offline worlds. Events in 
the “offline world,” such as The World’s 50 Best Restaurants award ceremony or the 
closure of restaurants, appear on Instagram—that is, in the “online world”. The 
whole spectrum of online communication, such as knowledge exchange, inspira-
tion, and critique, translate and impact the “offline world” as well. Leadership 
studies have to account for those changes in context; because social media focuses 
on these changes, it is in my view not only an appropriate context for studying 
leadership, but suitable to analyze the impact the described societal changes have 
on the understanding of the concept leadership.  

 
24 In 2020, there were 3.5 billion smartphone users worldwide, which means almost every third 
person worldwide owns a smartphone. Generally, are almost 10 billion mobile devices current-
ly in use and their application, usage impacts many aspects of every day, personal and profes-
sional life (Georgiev, 2021). 
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This sub-chapter has emphasized the importance of context as part of determining 
leadership concepts. The first part highlighted the shortcomings of existing leader-
ship research in regard to digital representation of leadership as analyzed in my 
findings, and the second part explained fundamental societal changes that necessi-
tate a more comprehensive understanding of leadership as a concept in the context 
of digital communication. Both points explain the relevance and choice of a digital 
context in this thesis. The reasons for choosing Instagram specifically, as well as its 
features in comparison to other social media platforms, are the subject of the next 
chapter.  
 
 

5.2 Why Instagram? 
This sub-chapter addresses the second question raised at the beginning of the dis-
cussion chapter: the relevance of the social media platform Instagram in a leader-
ship context. Instagram is the social media platform where culinary leaders repre-
sent themselves. In this sub-chapter, I first demonstrate how scientific and popular 
literatures have connected other social media platforms to leadership. Second, I 
elaborate on the specific field of the culinary world – which is part of the creative 
industries and to which the group of chefs belong – and its specific relationship to 
Instagram.  
 
First, leadership has been studied in the context of social media only a few times 
(e.g. Hensellek, 2019; Katz, Barris, & Jains, 2013; Narbona, 2016), and these studies 
focused on platforms other than Instagram. The presence of leadership on other 
social media platforms seems to raise fewer questions than for Instagram, which 
could be due to the different associations people have with the platforms. Twitter, 
for example, is known throughout mass media for hosting famous (or notorious) 
accounts of well-known leaders (e.g., former U.S. President Donald Trump; the 
Pope; Tesla CEO, Elon Musk). Leadership has thus been often researched in the 
context of Twitter (Katz, Barris, & Jains, 2013; Narbona, 2016). Other platforms, 
such as LinkedIn, are already set up in the business and organizational context, so 
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the presence of leaders and leadership is given or expected there (Katz, Barris, & 
Jains, 2013; Ingerson & Bruce, 2013; Schjoedt, Brännback & Carsud, 2020).  
 
Instagram, however, was built with a different intention. It started as a photo-
sharing platform and evolved into something much more complex. Many of the 
developments are rooted in the personal sphere, but further developments includ-
ed business aspects as well. With 90% of Instagram users following business ac-
counts and Instagram’s ad revenue was around $18.16 billion in 2020, there are 
clear benefits for businesses in using (Newberry, 2021). One particularity of Insta-
gram is that a successful account does not have to be either completely personal—
that is, from a private person—or entirely business driven. On the contrary, mixing 
these two worlds is especially successful on Instagram (Narbona, 2016). My find-
ings also demonstrated this for the accounts of the culinary leaders considered in 
this study. Although Instagram was set up as a private social media platform, it has 
evolved into one that is highly relevant in business and organizational contexts. It 
is particularly important for certain industries such as the creative industries. 
 
Second argument, Instagram is the most popular social media platform amongst 
culinary chefs.25 This is not coincidental. The culinary field belongs to the creative 
industries, where experience is especially relevant, and experiences are communi-
cated effectively on Instagram. Instagram is a popular platform for creative profes-
sionals generally. The platform makes it possible to express an identity, brand, and 
advertise with particular success (Rystead, 2018).  
 
Creative industries are those that are “supplying goods and services that we broad-
ly associate with cultural, artistic, or simply entertaining value” (Caves, 2000, p. 1). 
The experience of those goods or services is essential to creative industries. Experi-
ence is also fundamental to the culinary field (Mengual-Recuerda, Tur-Viñes & Juá-
rez Varón, 2020). Not everything from a culinary experience can be translated to 

 
25 Even if a chef has other social media accounts, such as Twitter or Facebook, they tend to have 
the most followers on Instagram and post more frequently there (e.g. comparing the Instagram 
(950,00 followers), Facebook (268,754 followers), and Twitter (228,593 followers) accounts of 
René Redzepi (all numbers are retrieved on September, 20th 20201)). 
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social media—the actual dining experience, for example—but Instagram does 
transport experiences well, because it is a visual platform, where aesthetics are im-
portant (Rystead, 2018). The aesthetic aspect is relevant to chefs in displaying their 
artistically created dishes. Photos or videos of their work process, not only the re-
sulting dishes, are presented by the chefs. Other platforms, such as Twitter or Face-
book do not center on the aesthetic concept. Instagram is not only a platform espe-
cially suitable for creative industries, but its affordances for displaying process also 
make it popular among creative professionals. 
 
Creative people generally choose Instagram as their main social media channel. 
Whether they are an artist, chef, model, or designer—all can use Instagram to 
showcase their visual portfolio and their work often translates better to a visual 
presentation than a textual one. Instagram itself can be viewed as a creative space 
for creating a visual portfolio (Rystead, 2018). These aspects work differently or are 
not present on other social media platforms. Although social media platforms have 
many similarities, they remain different in terms of their purpose, functionality, 
and audience, and different platforms are therefore suitable for different industries 
or individuals. Given the features of Instagram, it is clear why it is the most popu-
lar platform in the culinary world.  
 
The potentials for presenting oneself on Instagram go further. Instagram allows 
individuals and business to represent their identities (Lindahl, 2013). Identity crea-
tion and online identity is a field of research relevant to leadership research, but is 
beyond the scope of this study, so it will be presented here only briefly. Leadership 
identities are another perspective in leadership studies, and Instagram has high 
potential as a source of data to understand identity building and presentation. In-
stagram is also a platform widely used to build, form, or present a brand at indi-
vidual or organizational level; 81% of people use Instagram to help research prod-
ucts and services, relying heavily on network recommendations, and shopping 
posts receive 130 million taps per month (Newberry, 2021).  
 
This is just a small overview of the power and potential for branding on Instagram, 
along with some of the other platform potentials. Again, leadership branding is 
another perspective of leadership research where data insights from Instagram 
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might further our understanding of leadership today. The numbers mentioned 
above for Instagram—such as user numbers, reach, or ad revenue—also explain the 
important role Instagram plays in the context of advertising. Advertising is not 
within the scope of this thesis, but it is an ever-present topic when investigating the 
scope of Instagram as a social media platform. Instagram is especially relevant in 
the context of the culinary field because of the experience factor connected to crea-
tive industries, the representation potentials for creative professionals, and the pos-
sibilities for creating and fostering (individual and business) identity and brands.  

 
 

5.3 Instagram’s Impact on Communication  
In this sub-chapter, the impact of digital context and platform-specific effects of 
Instagram on communication in a leadership are discussed. As there is no leader-
ship without communication, so it is highly relevant to the understanding of lead-
ership when the parameters of communication change (de Vries, Bakker-Pieper, & 
Oostenveld, 2010; Narbona, 2016). There are five areas where communication via 
Instagram is different from face-to-face communication in a business context.  
 
First, communication via Instagram is done visually. Although other business 
communication scenarios also use visuals, such as PowerPoint presentations, 
communicating through building a visual portfolio is a unique to Instagram 
(Rystead, 2018). Second, Instagram provides another layer for presenting an identi-
ty. This layer can showcase a different or similar aspect of identity as that present-
ed in the offline world. For example, chefs who might be strict or even harsh in 
running their kitchen, can and do represent another side of themselves on Insta-
gram. Although it makes sense to showcase different leadership styles in different 
contexts, the online and offline selves are not independent, particularly when it is 
acknowledged that some Instagram followers are also employees. Intertwined with 
the leaders’ identity and leadership style, online or offline, is their functionality as 
role models. Being a role model, being perceived as such and presening yourself as 
such, is also one of my findings in the analysis of the transformational leadership 
framework considering how the world-class chef represent themselves on Insta-
gram. 
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Third, communication on Instagram occurs at anytime and anywhere due to the 
ubiquity of mobile devices. This changes the context in which messages are re-
ceived; it also leads to the fourth point. Communication via Instagram blurs the 
line between private and professional communication. There is no longer a merely 
professional or private sphere when Instagram is ubiquitous. For example, a per-
son can read a message regarding vision from their leader (e.g., one of the chefs 
studied here), right before going to bed that appears next to a snapshot from a 
friend’s vacation. Fifth, as society has changed, communication in general has been 
affected: online and offline communication remain very interconnected. These five 
aspects have been fully developed elsewhere, but are reiterated here to highlight 
how extensively they impact communication, which is essential to leadership. 
 
 

Concluding Notes 
The discussion around my analysis and findings regarding how world-class chefs 
represent themselves as leaders on Instagram was threefold: First, the question if it 
is possible to claim that leadership is represented on Instagram. In my understand-
ing this is possible because leadership is not a concept characterized by a single 
unifying definition and its conceptualization depends on different elements such as 
context (Uhl-Bien, 2006; & Spicer, 2011; Narbona, 2016). The context is what is fun-
damentally different in my case study. The context of my data is not only outside 
any organizational setting and any formal roles but set in a digital world. I argue 
that this digital component is not a minor specific factor only due to the setup of 
my case study, but rather that there has been a fundamental change in our society 
towards a digital society (Slaney, 2016). This shift challenges and expands, both at 
the same time, established concepts and understanding of leadership. A case study 
such as mine, where leaders are researched in the context of social media, contrib-
utes to expand the concept of leadership in today’s digital society by demonstrat-
ing how leaders represent themselves on Instagram.  
 
Second, the question what relevance Instagram as a social media platform has for 
representing leadership. My first argument is the context of the specific field of the 
leaders in my case study: world-class chefs. As culinary leaders, they are part of the 
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creative industries. Experience is highly relevant both to the chefs and creatives 
industries and Instagram enables them to present part of that experience. Also, In-
stagram is a highly visual platform and visual presentation of the chefs’ skills and 
“products” as well as their creation process translates well to Instagram. Outside 
this specific culinary and creative context, Instagram is a platform that enables 
leaders, such as the world-class chefs in this study, to represent their identities and 
brands in an additional context, aside from the offline world or mass media (Sin-
clair, 2011; Friedmann & Hersteed, 2016; Kärreman & Frandsen, 2020). Thus, all 
discussions on the relevance Instagram has on the representation of leadership 
must take place in light of the enormous popularity and distribution of the applica-
tion around the world. 
 
Third, the question how the leaders’ representation on social media impacts leader-
ship communication. I identified five areas in which communication in context of 
leadership via Instagram is different: First, it is extremely visual, not only through 
images but also through videos. Second, it provides a new and different channel to 
communicate identity, brand, and style as a leader, as well as being a role model. 
Third, the communication can take place anywhere anytime. Hence, it is more in-
dependent of time and location than analog leadership communication. Fourth, 
communication via social media platforms blurs the lines between the personal and 
professional sphere in a way offline communication cannot. Fifth, the shift toward 
a digital society has also affected human communication in general.  
 
To summarize, the analysis and findings of my study to research how world-class 
chefs represent themselves on Instagram have triggered different discussions of 
assumptions, concepts, and implications of the underlying leadership and commu-
nication research.  
 
 

6. Conclusion, Limitations, and Further Research 
In this thesis, I investigated how world-class chefs represent themselves as leaders 
on Instagram. I conducted a qualitative case study including quantitative insights 
into the personal Instagram accounts of 15 world-class chefs over a two-year peri-
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od. The findings included an overview of the presence of the chefs on Instagram 
and details about the people behind the accounts. The accounts are very diverse in 
terms of follower numbers, the average number of likes, comments, and general 
style. The chefs are from around the world, with a focus on Latin America and Eu-
rope, especially Spain. This is also reflected in the language of the Instagram ac-
counts.  
 
The research also revealed a vast difference in the frequency of posts during the 
two-year timeframe, as well as insights into the topics about which the chefs post-
ed. The topics are very diverse, although a similar number of topics were men-
tioned by each chef. Analysis of the topics showed the predominant professional 
theme in the most mentioned topics, although the most mentioned topics also in-
cluded a topic representing the individual character of each chef.  
 
The results of my findings also show how the transformational leadership frame-
work applies to the chefs’ posts. In my understanding this provides insights into 
how, hence through which topics, the chefs represented themselves as leaders on 
Instagram. The results also highlight how the interaction between leaders and fol-
lowers takes place on Instagram. 
There is a divide between the different forms of interaction possible on the plat-
form: likes and comments are associated with personal topics, while hashtags and 
the tag functions were more often applied by the chefs in the professional context.  
In conclusion, this study provides insights into leadership in a digital context, spe-
cifically on social media, by showing how world-class chefs represent themselves 
on Instagram. In my understanding my analysis and findings revealed how the 
world-class chefs represented themselves as leaders on Instagram, specifically from 
a transformational leadership perspective. Furthermore, my findings also consid-
ered a process-relational component of leadership by analyzing the followers’ reac-
tions and interactions with the culinary leaders on Instagram not as is, but as a de-
velopment over time across the interaction points, i.e. posts. 
 
Naturally, this study is subject to certain limitations, which include the list of chefs 
and specifically the source from which they were chosen, the leader-centric data, 
observation as a research technique, and the exclusion of the Instagram story func-



 

77 

tion. The source for selecting the group of chefs to consider was The World’s 50 
Best Restaurants; it was chosen because it is a prestigious and well-respected list of 
world-class chefs. There was not update in 2020 due to the pandemic and the top 15 
therefore remained unchanged during the study timeframe. However, the list itself 
can be criticized, and those concerns translate into my study as well. An obvious 
critique is the male dominance in the ranking. In the top 15, only one female chef is 
represented. The discussion regarding female chefs and their missing representa-
tion in culinary rankings is important and complex in itself. I will not dive deeper 
into this topic, but I do recognize that my data stem predominantly from a male 
perspective inherited from the list of research objects – the chefs. Another critique 
of the list is the Western focus of the selected chefs in particular, as well as haute 
cuisine in general. This is again a bigger and more complex issue, which should re-
ceive greater reflection, but it is beyond the scope of this thesis.  
 
The second limitation is that the data is leader centric. This resulted from the setup 
of the case study. Leadership research (e.g. Alvesson & Spicer, 2011; Narbona, 
2016) emphasizes that leadership is more than leaders: it is equally about the fol-
lowers and context. I did consider the latter two components of leadership as well 
and do think they are essential to the concept. Nevertheless, the data analyzed and 
discussed in this thesis are informed by theory and concepts that approach leader-
ship from the leaders’ perspective.  
 
A third limitation is the research technique applied. Passive data observation and 
collection has enabled this study to open the scope to 15 world-class chefs around 
the world. Still, individual insights gained from the interview research technique 
are an important aspect of leadership research. It is important to use a variety of 
different research techniques to study a phenomenon such as leadership while rec-
ognizing the limits and benefits of each technique. 
  
A fourth limitation is that one feature from Instagram was not considered, alt-
hough it is publicly available and a distinctive feature of the Instagram platform. 
This is the story function that enables accounts to share content—mostly snap-
shots—which are only available for 24 hours and then disappear unless saved as 
highlights. It is certainly a distinctive form of communication between an account 
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and its followers, but a coherent study that made use of this data would have re-
quired a completely different (and more complex) setup for observation.  
  
The limitations in this thesis point towards further research which could provide 
improved insight into the concept of leadership, especially in the digital context. 
Although limitations have been mentioned regarding observation and features, 
because social media data are uniquely stored indefinitely, an interesting research 
project could be built around the development of leadership and leaders on their 
accounts over time. One piece of information I chose not to record during the data 
collection process was location. There is a feature on Instagram to link a post to a 
location, and many of the chefs used this function frequently. These data could en-
able research into how leaders travel or meet globally.  
 
To complement my analysis and findings, further research could consider a similar 
research question and design a study based on the follower perspective. Consider-
ing leaders and followers equally in the data collection would allow to dive deeper 
into understanding the process-relational perspectives of leadership in the context 
of social media. 
In addition, the relevance of meaning construction and experience, as elements 
both relevant for the leadership concept and the social media context could be re-
searched with a similar data set applying interpretative phenomenological analysis 
to its full extend. It would also be interesting to see how the findings and insights 
from my data might be applicable to a more diverse group of chefs. Any research 
on different leadership perspectives that also considers the digital context is highly 
relevant in today’s world. Such research could provide essential insight into the 
complex concept of leadership. 
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Appendix 
Table A.1: Code Book 

Code name from the first round 
of coding Description of Codes 

CHARITY How they/the team are part or support in 
charity events or activities. 

COMMUNITY 
Thanking or addressing their followers direct-
ly. Also, taking their suggestions into consid-
eration. 

COVID 19 Comments on the Pandemic crisis risen in 
2020. 

CULUTURE 
Any posts concerning with any form of art. 
Art is very boardy understood from paintings, 
sculptures, music which can be historic or 
contemporary. 

DISH 
Explanations or information of dishes, ranging 
from specific ingredients to production and 
assembly of the dish as well as its history. 

EDUCATION 
Teaching a new generation of chefs as well as 
informing about different aspects regarding 
cooking generally, including health advice or 
teaching classes. 

FAME 

Posing together and commenting or cooking 
for “famous” people like actors, presidents, 
athletes, etc. [this code excludes chefs who 
might also be considered “famous”, but in this 
context they are part of INDUSTRY] 

FAMILY Sharing insights from their personal life and 
family. 

FISH 
When they are fishing themselves. This in-
cludes also the freshly fished fish (if depicted 
with them), fishing gear, and them being on a 
fishing boat. 
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FOOD 

Food they eats while traveling which are more 
than an ingredient, but not a dish or has any 
connection to their restaurant. This includes 
eating out when the restaurant is not specified 
[because if the restaurant in named its includ-
ed in INDUSTRY]. FOOD can also be labeled 
if it is a dish but not from him and not speci-
fied. Generally, FOOD is more cooked, pre-
pared or processed then the raw INGREDI-
ENT.  

FRIENDS Sharing insights of their friendships and activ-
ities with friends. 

HUMOR Any funny remarks that are either jokes, but 
also include sarcastic comments or parody. 

INDUSTRY 

Information about the food scene as well as 
cooking techniques of other chefs. It also in-
cludes shouting out or tagging of other chefs 
and/or restaurants. This category generally 
includes producers, farmers, etc. which are 
part of the supply chains of the restaurants. 
Further, INDUSTRY encompasses all festival, 
talks, competitions, etc. chefs use to exchange 
knowledge.  

INGREDIENT 

General information, but often health aspects 
about food (e.g., nutrition, seasonality, how 
they grow and get harvested or hunted. Also, 
general information about local and introduc-
ing foreign ingredients. 
INGREDIENT is considered everything raw 
edible which is not yet cooked or processed.  

MEDIA 
Everything in the media, e.g., magazine co-
vers, blog posts, TV shows and appearances, 
but also books.  

(NATIONAL) IDENTITY 
Identical factors and themes with their (home) 
country. This includes national holidays and 
traditions. 



 
 
 

XII 

NATURE 

General information about nature including 
landscapes, wildlife, nature phenomes like 
sunrise and the ecosystems. Additionally, 
NATURE encompasses their gardens which is 
important resource for them. 

POLITICAL POSITION 

In five different categories: 
1. Against discrimination: Showing solidari-

ty with discriminated communities; ac-
knowledging and addressing grievances 

2. Diversity: Promoting and addressing di-
versity issues and solutions 

3. Environment: Informing and addressing 
problems regarding climate change, pollu-
tion and generally about the ecosystems as 
well as environmental benefits of vegetari-
an diet. 

4. Politics: Addressing issues directly con-
nected to politics like elections or actions 
of politicians that the chef opposes to  
 

POP UP If they/their team cooks somewhere else  

RECIPE 

Any detailed description or explanation on 
how to cook or prepare something. Detailed is 
decisive for this category, it is not counted if a 
e.g. is simply described, it has to be fairly real-
istic to be cookable from the post.   

REFLECTION When they reflect on the past e.g., personal or 
professional milestones 

RELIGION When specifically referenced or mentioned of 
religion.  

RESTAURANT 
All information regarding the restaurant e.g., 
new menu, new reservation option, opening 
hours, etc. (not dishes; not team) 

SPORT 
When the chefs themselves do or talk about 
sport. It was mostly applied when the chefs 
showcased if they are running or biking or of 
their sport apps, what they achieved.  

SUCCESS If it is about winning something (the chef or 
restaurant personally). 
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TEAM Everything regarding, promoting, and thank-
ing his team and staff  

TOOL Specific tools to use while cooking  

TRAVEL 

Encompasses everything around travel, such 
as the chefs traveling, but also sightseeing 
(when not specifically presenting their FAMI-
LY, INGREDIENT, INDUSTRY or NATURE, 
which can all be part of traveling but was then 
assigned to the respective code) 
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Table A.2: Overview of Instagram accounts of the 15 chefs 
 

Profile 
picture 
+ name 

 
Mauro 

Colagreco 
 

 
René Red-

zepi 
 

 
Gaggan 
Anand 

 

 
Rasmus 
Kofoed 

 
Virgilio 

Martínez 

 
Pía León 

 
Andoni 

Luis 
Aduriz 

 
Alain 

Passard 

Insta-
gram 
name 

mauroco-
lagreco  

reneredze-
pinoma 

gaggan_anand rkgeranium 
virgiliocent-

ral 
pialeonkjolle 

andonilui-
saduriz 

a-
lain_passard 

Blue 
Badge26 

yes yes yes no yes no yes yes  

Insta-
gram 
Bio 

Mauro 
Colagreco 

 
Chef du 

@restauran
tmirazur 

 

Rene 
Redzepi 

 
Chef/co-
owner: 

@nomacph
barr.dines

up-
erb.com/ 

reser-
ve/experie

nce 
 

Gaggan 

⚡Anand ⚡ 

 
Things we do 

together 
@mariaandsin

gh 
@restaurant_s

uhring 
.. @wetwinesh

op 
@cdgre.bkk 

.. coming soon 
coffee 

☕ 🥯 🥐 🍝 🍰 
...www.nytime
s.com/2020/1
0/21/magazin

Rasmus 
Kofoed 

 
Geranium 

 

Virgilio 
Martinez 

 
Cocinero en 
CENTRAL / 

MATER / 
MIL 

@centralrest 
@mater.in 

@milcentro 
@mayo.come

dorcen-
tralrestau-

rante. 
com.pe/rese

rvas.html 
 

Pia Leon 
 

@kjollerest 
@mater.in 

@milcentro 
@centralrest 

@mayo.comed
or 
 

Andoni 
Luis 

Aduriz 
 

¿Y si todo 
fuese más 
sencillo? 

Pues, 
¡habría 

que com-
plicarlo! 

🤷aprende

mosjun-
tos. 

elpais.com 
/especial/

de-
aprendiz-

Alain 
Passard 

 
Chef in Paris 
Arpege - 84, 
rue de Va-

renne 75007 
lespaniers-
dalain.com 

 

 
26 This verifying badge is assigned by Instagram (also Facebook and Twitter and always looks 
the same) to indicate that an account is the authentic presence of a notable public figure, celebri-
ty, or global brand. It is not very transparent how to get this badge, but factors such as authen-
tic, unique, public, complete, and notable (Cooper & Newberry, 2020). Also, it is not a necessity 
nor has it important consequences for not having the badge. Nevertheless, to many Instagram 
user it is important, because seems to be an honor to have the badge granted as Instagram only 
assigns them scarcely (Cooper & Newberry, 2020). Being public recognized figures many the 
chefs have a blue badge next to their name. 
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e/ 
gaggan-

anand.html?re
ferring-

Source=article
Sh 

 

a-chef-de-
alta-

cocina-
andon 

 

Nr. of 
post of 
the 
account 

602 936 1,795 658 1926 527 2119 1018 

Nr. of 
follow-
ers 

224,000 965,000 228,000 67,900 272,000 59,600 155,000 498,000 

Nr. of 
follow-
ing 

1,563 3,431 601 741 2,141 330 258 43 

Nr. of 
high-
lights 

2 20 14 0 14 0 2 4 

Nr. of 
post 
during 
time 
frame 

98 208 320 175 287 177 1,003 558 

Avg. nr 
of likes 

6497.6 115,577.1 3404.4 1,441.8 3,809.7 1492.5 1537.0 7517.9 

Post 
with 
the 
most 
likes 

43,063 
 

Valentin 
con el gran 
@juancarlos

pallarols 
Gracias 

amigo por 
tanto 

amor!!!! 
 

(Sept. 4, 
2019 – 
Video) 

 

621,485 
 

A thousand 
hours have 
been spent 
in making 
these saf-
fron, car-
damom 

caramels 
into sea 
stars - 

SWIPE

👉

 

 
(Mar. 19, 

17,502  
 

Sorry 
😐

 
🙏

 an 

apology 
🙈🙉🙊

 

from me and my 
64 rebels. But 
it’s high time 

for me to give u 
my side of situa-

tion...Please 
read all the 3 
pages u will 

know why and 
how especially 
those who have 

6,307 
 

A fairytale... 
 

(Jan. 30, 
2019 – Pho-

to) 

23,005 
 

“ uncharted “ 
premieres 

Sunday, July 
21 on Nation-
al Geographic 
@gordongram 

@milcentro 
#MILCEN-

TRO 

@mater.in 

🇵🇪

 

 
(Jul. 5, 2019 -

Photo) 

7207 
 

3 /12 
Bravo Amigos , 

bravo Peru ! 
Siempre unidos 
. Desde nuestro 
lado mis felic-
itaciones a la 

familia de Casa 
Tupac , Central 

, mater In y 
kjolle .. por 

cusco vamos 

con Mil 

⛰

 

11167 
 

Zori-
onaaaaak 

Aritz 
Aduriz por 
esa chilena 
que vale lo 
que no está 

escrito... 

Ahora, 

🙏

 

please, 
activar una 
cuenta en 
instagram 

27160 
 

Départ des 
paniers 

d’Alain
☀

 

 
(Aug. 26, 

2020 – Pho-
to) 



 
 
 

XVI 

2019 – 
Pho-

to/Video) 

received reser-
vation cancella-
tion emails so 
late #gaggan 
#sorry #hug-
meismelllike-

curry 
 

(Aug. 19, 2019 
– Photo)  

Y muy orgullo-
sos queridos ... 
@jaimepesaque 
@mitsuharu_m

aido 
@josedelcastillo 
@juan_luis_mt

_ 
@renzo_garibal

di 
@rodrigoalz 

@francescaferre
yros 

@jorge_munoz_
castro 

@arletteeulert 
@jamesberckem

eyer 
 

Gracias 
@theworlds50be

st LATAM , 
@hablachicho 
📷😀😀

 

 
(Dec. 17, 2020 

– Video) 

para que 
dejen de 

etiquetarme 
a mí... que 

hay un 
mundo que 
cree que he 
metido un 

gol de 
chilena 
desde la 

cocina de 
Mugaritz 
🤦   

 
(Aug. 17, 

2019 – 
Photo) 

Lan-
guage 
used 

English, 
French, 
Spanish 

English  
(very few 

exceptions) 

English  
 

English  
(very few 

exceptions) 

Spanish, 
English, once 

Japanese 

Spanish, Eng-
lish 

Spanish, 
English 

French, 
English 
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Profile 
picture 
+ name 

 
Oriol Castro 

 
Eduard 
Xatruch 

 
Mitsuharu  
Tsumura 

 
Zaiyu  

Hasegawa 

 
Enrique 
Olvera 

 
Vladimir 
Mukhin 

 
Eneko 
Atxa 

Insta-
gram 
name 

oriolcastro-
forns 

eduardxatruch 
mitsuha-
ru_maido 

zaiyuhasega-
wa 

enriqueolveraf muhinvladimir enekoatxa 

Blue 
Badge 

no no yes no  yes yes yes 

Insta-
gram 
Bio 

Oriol Castro 
Forns 

Eduard 
Xatruch Cerro 

 
Disfrutar & 
Compartir 

Mitsuharu 
 

www.maido.pe 

Zaiyu Haseg-
awa 

 
I’m @puchi.jr ‘

s Dad and 
owner chef at 
DEN in Tokyo 

Japan.  
It's cooking to  
make happi-
ness for peo-

ple around the 

world😘 

www.jimboch- 
oden.com/en 

Enrique 
Olvera 

 
@pujolrestaurant 

@cosmenyc 
@damiandtla 
@molinopujol 
@criollo_oax 

@eno_mx 
@atlanyc 

@casateomx 
@mantacabo 
@ticuchi.mx 

@caraorestaurant 
@ditroitdtla 

www.enrique-
olvera.com 

 

Vladimir 
Mukhin 

 

◾Brand 

Chef #WRF 

◾#9 at Best  

Chef’s Award 
‘19 

◾#13 at The  
Worlds 50 Best 

‘19 @whiterabbit 
-moscow 

◾Co-founder 

 @ikrafest 

◾Magic  

@chefstablewhite
rabbit 

youtu.be/fwNJK
7 

Kr2qw 
 

enekoatxa. 
com 

 

Nr. of 
post of 
the 
account 

125 239 1103 3788 2336 2161 800 

Nr. of 
follow-
ers 

13,400 9948 153,000 41,600 339,000 188,000 104,000 

Nr. of 
follow-
ing 

773 558 5,226 380 913 5,084 618 



 
 
 

XVIII 

Nr. of 
high-
lights 

1 0 0 0 0 53 0 

Nr. of 
post 
during 
time 
frame 

123 144 297 519 89 576 188 

Avg. nr 
of likes 

369.7 299.1 1,813.2 632.7 5,917.2 18,367 1,604.4 

Post 
with 
the 
most 
likes 

1177 
 

Pocas veces se 
puede observar 
apagarse una 

constelación. Es 
un privilegio 
compartir con 
gente a la que 

quiero y admiro 
un momento 
tan bonito. 

@danigarcia7 
gracias por 

tanto 
🙏

 

 
(Nov. 16, 2019 

– Photo) 

979 
 

Pesto multiesfé-
rico 

@disfrutarbcn 
#pesto #eel 
#pistacchio 

#disfrutarbarce-
lona #disfrutar-

restaurant 
#disfrutar 

 
(Aug. 23, 2019 

– Video) 

9668 
 

Con el maestro de 
maestros Robert 
De Niro!!! Gra-

cias por visitarnos 
#Maido 

 
(Jan. 12, 2019 – 

Photo) 

2621 
 

Today’s Field 

Trip😆  

Wild 🍓🍓🍓  

 
(Jun. 4, 2020 – 

Photos) 

16644 
 

“Más que el brillo 
de la victoria nos 

conmueve la 
entereza ante la 

adversidad” 
#nocuel-

gueselmandil 
 

(Apr. 9, 2020 – 
Photo) 

18367 
 

@spleanband Бог 
нам судья!!! 

Всем нам!!! Верю 
в добро!!! 

 
Гарри, скорей 
прилетай, ты 

нужен, 
А то 

нерушимый 
совсем разрушен. 

Из всех 
проплешин и 
проушин 

Они выкачивают 
нефть и газ. 

 
(Apr. 5, 2020 – 

Video) 

4786 
 

2 nuevos 
restau-
rantes. 
Lisboa. 

2 estilos... 
#enekolis-

boa y. 
#Basque 
Día 25 de 

Septiembre. 
#equipazo-

oo 
 

(Sep. 18, 
2020 – 
Photo) 

Lan-
guage 
used 

Spanish, Eng-
lish 

Spanish, Eng-
lish 

Spanish, English 
English, Japa-

nese 
Spanish, English Russian, English 

Spanish, 
English 
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Table A.3: Overview of Instagram accounts of the 15 chefs top five topics  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Note: The numbers are calculated in percentages in relation to the overall result of each account) 
*Topics belonging to the professional theme 
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Table A.4: Number of interactions of hashtags and tags 
 Hashtags Tags 

Number 
of Posts 

Topic with most 
hashtags used 

(total number of 
hashtags with 

topic) 

Total 
number of 
hashtags 

Topic with most tags 
used (total number of 

tags with topic) 

Total 
number 
of tags 

Mauro 
Colagreco 

INDUSTRY (14) 64 INDUSTRY (20) 80 98 

René 
Redzepi 

INGREDIENT (8) 18 INGREDIENT (8) 30 208 

Gaggan 
Anand 

FOOD (22520) 22816 INDUSTRY (29) 151 320 

Rasmus 
Kofoed 

RESTAURANT 
(2)  

6 
DISH/RESTAURANT 
(2) 

8 175 

Virgilio 
Martínez 

NATURE (10) 53 INDUSTRY (41) 189 287 

Pía León INDUSTRY (3) 7 INDUSTRY (30) 121  

Andoni 
Luis 
Aduriz 

INDUSTRY (24) 72 INDUSTRY (43) 103 1003 

Alain 
Passard 

RECIPE (20) 44 RESTAURANT (1) 1 558 

Oriol 
Castro 

INDUSTRY (20) 79 INDUSTRY (24) 96 123 

Eduard 
Xatruch 

RESTAURANT 
(36) 

137 RESTAURANT (37) 119 144 

Mitsuharu 
Tsumura 

DISH (42) 178 INDUSTRY (80) 156 297 

Zaiyu 
Hasegawa 

FISH (71) 125 FAMILY (28) 76 519 

Enrique 
Olvera 

REFLECTION (1) 1 INDUSTRY (8) 27 89 

Vladimir 
Mukhin 

INDUSTRY (64) 259 INDUSTRY (100) 336 576 

Eneko Atxa DISH (38) 107 INDUSTRY (31) 56 188 

 


