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Abstract

In an era where Instagram is the new dominating social media platform to reach and communicate with
consumers, the demands on companies to differentiate their social media content have increased.
Executives seem to avoid social media due to absence of how to manage and learn from it. Therefore,
additional in-depth knowledge of how to place apparel products in favourable contexts through images
could make marketing efforts more efficient on Instagram.

The path this dissertation follows is qualitative with an abductive approach, since the aim of this
dissertation is to create an in-depth understanding of what image attributes influence and motivate
consumers on Instagram.

Primary data have been produced through three semi-structured focus group interviews along with
secondary data collectedfr om f i ve apparel brandsd I nstagram
consumer behaviour and theories of visual content, but does not rely on theory alone, as it would have
prevented findings of new insights.

Findings of previous research on how visual content influence consumers reinforced our research study
even when displayed in the forum of Instagram. Additionally, the results of this dissertation stress the
importance of placing the product in a relevant context, to a visually appealing background and preferably
shown on a human being. These findings may be useful as guidance for apparel companies using
Instagram as a promotional tool, as well as for companies who are planning to do so.
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1 INTRODUCTION

In the following chapter the background will present the shift in communication towards
OEAOET ¢ OEOOAI AT TOATO 11 )1 OOACOAi 8 ! PPAOAI
described, as well as the effects of visual content on consumer behaviour. Furthermore, the
problematization, research question, purpose, demarcations and disposition of the thesis will
be presented.

1.1 BACKGROUND

In an era where Instagram is the neamihating social media platform to reach and
communicate with consumers, the demands on companies to differentiate their social media
content have increased (Gao & Bai, 2014; Alves, Fernandes & Raposo, 2016). A social

media presence is, in itself, insuffient t o mai ntain userso atte
companies may benefit from developing an active, innovative and nuanced Instagram

profile (Schluze, Schdéler & Skiera, 2015; Kaplan & Haenlein, 2010).

Today, over one million companies are presentmhagtively using Instagram to promote

brands and products, aiming to stand out from competitors with appealing visuals (Soci,

2017). As of today, already half a million advertisers use Instagram as a marketing platform

and among the ATop9AOPeGt®mial aBe aamdtsi vel y us
Instagram users follow one or more brands (Soci, 2017), whereof 200 million visit them

daily (Aslam, 2018). For example, a top global brand gained 800.000 views in 24 hours
through one Storypload (Sugue, 2017). Overall, it seems like Instagram is an opportunity

to seize and benefit from, and the social media platform of our time that marketers should

not ignore.

Instagram was launched in October 2010 (Hu, Manikonda, & Kambhampati, 2014), and
was @quired by Facebook already two years later, when Instagram had 30 million users.
In 2017, Instagram had 800 million users and it is predicted that the number of users will
reach one billion in 2018 (Karlsson, 2017b). Remarkably, its content createsS8riore

engagement among users than both Facebook and Twitter (Eckerwall, 2015). More than
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half of all Internet users in Sweden are users of Instagram (Karlsson, 2017a), which makes
Sweden no exception of the growing Instagram trend. Instagram was thE reedia
platform that increased its number of users the most last year in Sweden (Karlsson, 2017a),
and the time spent in the application increased with 80 percent compared to 2016 (Karlsson,
2017b). According to the Internet Foundation in Sweden, thiervagrity of Instagram

users are in the younger age group, where women between the &jeepéesent a large
proportion (Karlsson, 2017a). Interestingly, Instagram is also the most common and
emerging social media platform used by apparel brands megpectheir latest products and

gain visibility by uploading photos (Manikonda, Venkatesan, Kambhampati, & Li, 2015).
According toThe GuardiarandThe New York Timesocial media tells you what to wear,

and Instagram is the frombw of apparel (Cartnaviorley 2015a; CartneMorley 2015b;
Friedman 2015). Since images have shown to be a dynamic way to communicate and raise
attention (Smaoui, 2017), apparel brands may benefit from utilizing images on Instagram.
Images enable them to direct their marketffgrts and create a desired perception among

consumers (Manikonda, Venkatesan, Kambhampati, & Li, Trending, 2016).

The use of images is not a new phenomenon, since images have been central in
advertisements for decades. Some researchers even béfhavéte future of advertising

would consist of images only (Edell & Staelin, 1983). Despite these beliefs, the verbal way
of communicating online have been the focus in previous research, where it has been argued
that images often are used as a compleroeboth written and spoken words (Russmann

& Svensson, 2017; Eriksson & Gothlund, 2004). However, Eriksson & Géthlund (2004)
mean that an image should be considered in its own greatness, even if it stands together
with verbal content. Burri (2012) highhgs the advantages with using visual content since

it cannot be converted into verbal content without partly losing its perks. Visual content
enables comprehension of a greater extent of information outright, contributing with a more
effective way of commuicating (Burri, 2012; Wu, o0.a., 201&tatistics show that the brain

can comprehend visual content 60. 000 times faster compared to verbal content (Sugrue,

2017), which makes the imafpased platform Instagram relevant for further exploration.
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1.2 PROBLEMATIZATION

Todaydés consumers have an abundance of avail
choice of how to advertise a product even more important for companies, in order to even

be considered as a source of purchase for consumers (Wua&6)., Rccording to Kotler

and Keller (2011), social media is a useful tool that can guide companies to achieve their

goals and convey a desired image of the company in ffasent way (Carlsson, 2012;

Kar i mi & Naghi bi, 2015) .and Gvemteeur mozial an@diai ncr e e
consumption has led to consumers being more powerful than ever (Mangold & Faulds,

2009; Andersson & Brodin, 2008). This empowerment is believed to have emerged through

the readily available information that social media prowaolesumers with, such as access

to reviews and wordf-mout h via soci al reference group
2012).

Sharing images has developed as an essential piece of improving the social media
experience among Western youths (Russmavénsson, 2017). Social media platforms

are perceived as credible sources of information among consumers (Mangold & Faulds,

2009; Karimi & Naghibi, 2015), which makes visual social media content important for

further research (Highfield & Leaver, 2016).€elkxpansion of Instagram has brought a
conversion where images and videos are dominating the social media landscape (Russmann

& Svensson, 2017). Visual content contributes to a more effective way of communicating

(Burri, 2012) and images do not only fumtias a visual source of information, but also as

an indicator of a productés real quality. TI
of visual shopping on soci al media (Smaoui ,
buying behaviour (Alves, Ferndes & Raposo, 2016). The prevalent use of ptased

cameras (Di, Sundaresan, Piramuthu, & Bhardwaj, 2014), along with the global expansion

of social media, have resulted in a worldwide spread fashion interest (Manikonda,
Venkatesan, Kambhampati, & LiQ25. In fact, fashion companies are found among the
Instagram users who have the highest number of followers (Statista, 2017). The vast
amount of fashion related i mages on I nstagr
(Manikonda, Venkatesan, Kambhartip& Li, 2015), which makes it interesting to explore

what image attributes n appar el b r a n disfléence cosstnzerg.r am accou
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Using images as means of communications enable companies to convey desirable
perceptions of products through theswal characteristics. Hence, product images play an
important role in the apparel industry in particular, since clothing depend on visual
performance rather than functional (Manikonda, Venkatesan, Kambhampati, & Li, 2015).
Though, images also have thel@pito illustrate how clothes drape on the body, different
ways to use the product, or remind the consumer of a specific personal moment in life. If
consumers are able to recognize themselves in the situation and feel a personal connection
to the image,here is a greater chance that the image influence the consumer behaviour
(Santaella, Summers, & Belleau, 2015). Apparel products continuously change and often
include a strong symbolic meaning for consumers. Also, apparel product attributes are able
to ralse attention among consumers, which may be the reason why apparel have been
appointed to be the most sold product onl{reark, Kim, Funches, & Foxx, 2012)lhe

creation and establishment of a desirable, attractive anedestloped online platform

with color-, design and style attributes, may influence whether consumers just browse
through, or if their attention is captured enough to evaluate the product and visit the apparel
brandbs website. 't i s important umhessto compar
visit their website, since it is there the actual purchase takes place (Park, Kim, Funches, &
Foxx, 2012). Therefore, it could be beneficial for marketers to create -dapth
knowledge of what influence and motivate consumers to be interegieatincts they did

not even consider before.

According to Kietzmann, Hermkens, McCarthy and Silvestre (2011), many executives

seem to avoid social media since they have an absence of knowledge about what it is and

how to manage and learn from it. A dbeage of managing social media is to understand

how a specific social media content can stimulate and impact consumer behaviour
(HennigThurau, o.a., 2010; Gensler, Volckner,-Thompkins, & Wiertz, 2013). Until

recently, consumer behaviour has often bseen as a rational manner, expecting
consumers to behave logical and have Afi@ihded behavioural patterns (Koski, 2005;

Kim & Yang 2017). Though, it is questioned if these rational behavioural patterns actually

are prominent, since Kim and Yang (201@&jlect upon that behaviour also can occur
without further thoughts. It i's also argue

emotions which evoke various feelings, and set aside rational aspects (Kotler & Keller,

9
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2016; Baines & Fill, 2014). According till and Turnbull (2016), it is shown that the use

of emotions is important in marketing, especially when it comes to create attention among
consumers. Therefore, it may be a necessity for companies to strive to inspire and create
interest for consumessith visual content to keep them motivated and attached, instead of
making the intention to sell too obvious (Eckerwall, 2015). It is known that companies use
visual content to appeal and inspire consumers (Russmann & Svensson, 2017). For
example, apparebrands commonly use celebrity endorsements on Instagram, since
celebrities are considered to be trustworthy and persuasive sources of information (Chiosa,
2012; Silvera & Austad, 2004).

According to Hand (2017), research about consumer behaviour &l &xplored area,
where less focus has been dedicated to consumer behaviour in relation to visual social
media content (Sheldon & Bryant, 2015), such as on Instagram. In particular, the
exploration ofwhatdifferentattributes included in images, and all the details featured by
these attributes, influence consumer behaviour, is limited (Wu, o.a., 2016). The
understanding of consumer behaviour towards images is important in order for companies
to be able to influenchem (Smaoui, 2017). Executives seem to need additiomkddth
knowledge of social media (Kietzmann, Hermkens, McCarthy & Silvestre, 2011), and how
to benefit from placing products in a context through images on Instagram. Therefore, it
seems to exigtneed for further exploring what image attribyt®bere products are placed

in a context, influence and motivate consunogrénstagramThis will enable us to explore

if these attributes may raise an intention

1.3 RESEARCH QUESTION
What image attributes, where a productpkced in a context, influence and motivate

consumer®sn Instagrarfl

1.4 RESEARCH PURPOSE
The aim of this dissertation is to create awl@pth understanding ahat image attributes,

where a poduct is placed in a contextfluenceand motivat&eonsumes on Instagram

10
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1.5 DEMARCATIONS

One demarcation of this dissertation is that the Instagram content explored only covers

images, and neither videos or captions. Nor will the dissertationrttkaccount whether
the subjective acts, such as likes and comments fiomtyfand friends, influence consumer

behaviour.

1.6 DISPOSITION

This thesis consists of seven chapters. Chapter one givesauction and starts with a
background that presents the shift in communication towards sharing visual content on

|l nstagr am. Appar el brands6é existence on
effects of vi sual cont ent egthe pcoblematizatignr s 0
research questiomurpose,demarcations and lastly, the disposition of the thesis is

presented.

Chapter two is theesearch method&nd intends to account for selected methods and
explains the path this dissertation has folldwe order to approach the purpose of the
thesis. In this chapter it is argued for the decision to follow a qualitative, abductive and

explorative approach. At last, the choice of theories will be discussed.

Chapter three will presemptrevious reseaftrelevant for the purpose of the dissertation,
since a common prenderstanding is necessark description of social media and

Instagram will be given, since a common-prederstanding is necessary.

Chapter four presents thbeoretical frameworkwhere consumer behaviour, the core
theory of the dissertation, is presented followed by various components that constitute and
influence consumer behaviour. These components consist of attitudes, celebrity
endorsements and motivation, along with 8iIBA -model. Furthermore, explanations of
visual content, semioti¢csolors, visual complexitgnd a categorization system of images

are given

11
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Chapter five describes teenpirical methodwhich presents thieme horizon, data
collection which includes selectiaX brands and sampling of imagd@$ereafter, the data
analysis]imitations ethical choices and validityill be discussed.

Chapter six is thanalysis,which presents and analyzée empirical data to be able to
approach the research purpose. The empiric
Instagram feed and produced through three focus groups and individual notes from all
participants. The analysis is based on the diffeainbutes of visual content presented in

the theoretical framework. The most prominent images in each category will be analyzed

to enhance previous research and create new insights.

Chapter seven is tle@nclusiorand begins with the research question being revisited along
with a thesis summary, followed by practical implications and suggestions for future
research. The chapter aims to answer the research question to fulfil the purpose of the
dissertation.

12
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2 RESEARCH METHOD

This chapter intends to account for selected methods and explains the path this dissertation
has followed in order to approach the purpose of the thesis. In this chapter it is argued for the
decision to follow a qualitative, abductivand explorative approach. At last, the choice of

theories will be discussed.

2.1 RESEARCH PHILOSOPHY

The field of research philosophies consists of three different approaches, which are
positivismrealismandinterpretivism These philosophies aim ta@ain the different ideas

on how the world is viewed by humans (Bryman & Bell, 2015). The perspective of this
dissertation is influenced by the research approach, since assumptions are drawn from the
philosophy, which in turn impact strategies and metlusesl Positivismadvocates the use

of science methods when studying the aspects of social reality where the gathering of
knowl edge strives towards objectivity, wi
mentioned philosophyrealism implies that the context is the only real existence,
independent of the human mind. Lastly, the philosapterpretivismargues that it is vital

to capture the subjective meaning of human actions, both in social contexts, and as study
objects of naturadcience (Bryman & Bell, 2015).

Due to the exploratory research purpose of this thesis, we believe interpretivism to be the
most suitable approach. The selection is supported by the complexity in interpreting human
behaviour, thus an idepth approackhat considers the subjectivity ofitman actions is
necessary. Alignedwith interpretivism, this dissertation seeks to create a deeper

understanding, explore, and drawnclusions based on the produaadpirical data.

2.2 RESEARCH APPROACH
There are di#rent approaches in research of how to work and involve with theory: the
inductive thedeductiveand theabductiveapproach. In thenductiveapproach, a theory is
build out of the collection of data, while on the contrary déeuctiveapproach is fouret
in existing theories whereupon these theories are tested through the collected data (Bryman
& Bell, 2015). Lastly, theabductiveapproach is related to both the inductive and the

13
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deductive approach, where the research process moves between theorpidndl elata,

and allows the understanding to increasingly emerge (Alvehus, 2013). The abductive
approach usually starts with observation of an object, and then generates a logical theory
in order to understand, explore and explain possible reasons dacusence (Saunders,
Lewis & Thornhill, 2012). As this dissertation aims to create agtejpth understandgnof

what image attributesnfluence and motivateconsumes on Instagramthe abductive
approach will be applied. This allow us to base our arsatysiexisting theories while also

considering the produced empirical data as new discoveries.

2.3 RESEARCH DESIGN

Accor di ng teesearchaoniamd0a2), shére are three research purpotes:
descriptive explanatory and exploratory purpose(See Apendix ). The descriptive
purpose is to create a detailed image of specific situations and individuals, and therefore it
is necessary that the observed object must be clatifiékheexplanatorypurpose, the aim

is analyze different situations to belalo illustrate a relationship between the various
components. Thexploratorypurpose aims to create understanding of complex phenomena
that needs to be further explored to obtain a clarified explanation. By using an exploratory
method, the researcher alowed to be flexible, easily adapt to changes and ask open
questions, which increase the likelihood of new insights being made. The research design
suitable for fulfilling the aim of this thesis is to use an exploratory approach, due to the
need of creting an indepth understanding afhat image content attributes influence

consumer behaviour (Saunders, Lewis & Thornhill, 2012).

2.4 RESEARCH STRATEGY

According to Saunders, Lewis and Thornhill (2012) a research strategy is a link between
the research philosophy and the chosen methods of data collection. In 1967, Glaser and
Strauss founded the research strategy nagneahded theorywhich is a methodotgcal
approach that enables exploration, explanation, interpretation and analyzation of the
essence that individuals create to make situations in everyday life understandable (Bryman
& Bell, 2015). Likewise, grounded theory studies various social interactivithin the

wide area of consumer behaviour, which is in accordance with the aim of our research.

14
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The strategy isalso commonly used when altering between induction and deduction,
making it an appropriate strategy for addressing the research questan abductive
thesis. Additionally, a fundamental part of grounded theory is the use of analytical coding
from collected data, where organizing data in categories facilitate empirical analysis
(Saunders, Lewis & Thornhill, 2012). This type of analytioading will be useful when

we later on conduct the content analyzes of focus group interviews.

Research strategies can be bgtfantitativeandqualitative. The quantitativeapproach is
appropriate when the dissertation is intended to generalizdyalarious concepts, test
hypotheses and investigate the relationship between different components. Contrariwise,
the qualitativeapproach has a holistic view and the aim is to develop an understanding of
complex social phenomena, perceptions, feelings expetriences (Saunders, Lewis &
Thornhill, 2012). The qualitative pursuit to understand social habits is a result of focusing
on peculiarities, which is useful for research that studies specific phenomena by the use of
a specific empirical selection (Yirg013). On this basis, a qualitative approach is
considered suitable for this dissertation, due to the fact that it strives to both create
understanding, explaining and exploring the subjective meaning of human actions,
perceptions and feelings. Therefdlee methods used to produce these qualitative data will
consis of focus group interviews andontent analyzes of the sampling of images in

combination with the produced data from the focus group interviews.

2.5 CHOICE OF THEORY

In order to answer the paose of our thesis, the theories are divided into a chapter of
previous research followed by the theoretical framework. The previous research presents a
brief description of social media and Instagram. We believe that the previous research is of
great imprtance to create a common {qmederstanding necessary to accompany our
thoughts, arguments and analysis. The theoretical framework is constructed to ease the
understanding of different components that constitute and influence consumer behaviour,
such as titudes, celebrity endorsement and motivation, along with the AitidAlel.
Furthermore, an explanation of visual content, semiotics and the categorization system

AHookO i mages are given. However, due to

15
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thesis @es not rely on theory alone, since this would have prevented findings of new

insights.

16
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3 PREVIOUS RESEARCH

This chapter will present previous research relevant for the purpose of the dissertation, aince
common preunderstanding is necessanj description of social media and Instagram will be

given, since a common prenderstanding is necessary.

3.1 SOCIAL MEDIA

Today, social media is a high priority within many companies, where executives try to find
beneficial strategies to gain profitioof different social media platforms. However, there
seem to exist a certain confusion among executives about the different building blocks of
social media, as well as a limiteddepth knowledge and understanding of the meaning of
social media (Kapla& Haenlein, 2010). According to theéhartered Institute of Public
Relations social media can be defined as (Fahy & Jobber, 2015, p.319):

Social media is the term commonly given to Internet and mbagded
channels and tools that allows users to iatgrwith each other and share
opinions and content. As the name implies, social media involves the
building of communities or networks and encouraging participation and
engagement.

It seems as social media is important for companies since it givestieespportunity to
interact with their consumers. According to Fahy and Jobber (2015), social media are more
dynamic to changes and advantageous in many ways compared to traditional media
(newspapers, TV and film). It has moved users into content cotatrsnstead of viewers

only, since it is free and accessible to anyone with Intermietected devices, such as a
computer or a phone. Social media enable-tisa dialogues, and permit individuals to
interact globally (Fahy & Jobber, 2015), which alpplées to companies in their marketing
communications with consumers. The interaction between companies and consumers
provides companies with more insights of
increase awareness of brands and products anomsgmers (Alves, Fernandes & Raposo,
2016). It is argued that online and offline consumer behaviour are similar and generally
non-distinguishable. Despite this, it has been found to exist clear differences between the
two, where the online consumer is matemanding, powerful, and practical, than the

offline consumer. These different characteristics are believed to have emerged through the
17
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readily available information that social media provide consumers with, such as access to

reviews and worebf-mouthva s oci al reference groups (Gat a

3.1.1 INSTAGRAM
Instagram is the fastest growing moHiased social media application that enables users

to upload images and videos instantly (Hochman & Schwartz, 2012; Salomon, 2013;
Sheldon & Bryant, 2015; Thelander & Cassinger, 2017). Instagram has the ability to
tansf orm i mages into visually appealing con:
retouch tools, such as brightness, saturation, hue, and contrast, to name a few (Hochman &
Schwartz, 2012). Despite the possibility of publishing an image instantly, ntore

common for users to post images after retouching them with different tools, such as
filtering, blurring and cropping (Zappavigna, 2016). Moreover, Instagram lets its users

share their content directly through other social media platforms, such elsoBkcand

Twitter (Hochman & Schwartz, 2012; Salomon, 2013; Sheldon & Bryant, 2015; Thelander

& Cassinger, 2017; Zappavigna, 2016).

Instagram has become an important social media channel for companies, where they can
create an account to easily publigiages on their products to reach a desired audience

(Krus, 2016). The Instagram corporate tools also provide companies with features, such as
adding contact information, showing statistics of posts and followers (Instagram, 2018b).
However, Instagram alsmposes various semiotic approaches, including both written and

visual constraints, which allows users to only post images that are limited to a square frame
and limits the number of characters and hashtags (Zappavigna, 2016). Instagram uses a
technologythat allows a website to memorize the page previously visited on the site, also
called cookies (Instagram, 2018c). Therefore, it is not necessary for users to follow a
brandds specific account to be exposed to

influenced by likes and comments, or of people the user follows.
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4 THEORETICAL FRAMEWORK

In this chapter, consumer behaviour, the core theory of the dissertation, is presented
followed by various components that constitute and influence consamaviour.

These componestonsist of attitudes, celebrity endorsements and motivation, along

with the AIDAmodel.Furthermore, explanations of visual content, semiotics, colors,

visual complexity and a categorization system of images are given.

4.1 CONSUMER BEHAVIOUR

The theory of consumer behaviour is essential to approach the research purpose and
question of this thesis. Thus, this theory will be the core of the theoretical framework and
contribute to how the interpretation of various attributesmages influence the behaviour

of consumers. Consumer behaviour is a broad research field, bringing together diverse
research methodologies (Morales, Amir, & Lee, 2017). According to Kotler and Keller

(2016), it is important to understand consumer behaviousoth theory and reality.
Therefore, the consumersé behaviour on soc
consumers are more sceptical than before (G
explained by the readily available information of todayiclwhnfluence their attitudes and

opinions regarding a product (Mangold & Faulds, 2009). Consumers evaluate products in

order to match their expectations, aiming to fulfill their wants and needs (Cohen, Prayag &

Moital, 2014; Wu & Chan, 2011; Kotler & Kalt, 2016).

Consumer behaviour describes why individuals act the way they do and can be defined as

a consumer 6s actions, t hought s, experience
Moital, 2014; Wu & Chan, 2011, Kotler & Keller
attitudes and behaviours, although values are more profound because they are built up over

a longer time (Kotler & Keller, 2016). One influence of consumer behaviour is age, si

a person gathers experiences throughout | i

Anot her influenti al factor is onebs person
consumer 6s choice, since consumer Bectihgend t o
their personality (Kotler & Kell er, 2016) .

personality is the inner psychological characteristics which explains how they respond and
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react to the environment. Furthermore, consumer behaviour can ngdtlby its way

of living, activities and reference groups, such as family, friends and celebrity
endorsements (Kotler & Keller, 2016). Together these influences create the foundation of

an indivipeualpsi esal f whi ch havsbehanouriamdp a ct 0
reactions. When marketing efforts are incorporated in the social lives of consumers,
offerings become alive, which increases the likelihood of product evaluation (Baines &

Fill, 2014).

4.1.1 CONSUMER ATTITUDES

Animportant aspectofconste r b ehaviour is to understand c
which is a response towards a situation or
& Turnbull, 2016). Marketers want to create positive consumer attitudes towards product s
andthroughm under standing of peopleds attitudes
change already established attitudes. One model that highlights attitude change and
formation is AIDA. The model communicates all the stages a consumer is lead through in

the pesonal selling process (Fill & Turnbull, 2016). In 1925, the Albwdel was

developed by Edward Strongalnd is perhaps one of the oldest models in marketing. The

AIDA -model stands foattention interest desireandaction Both attention and interest
arecognitivecomponents, while desire is affectivecomponent and action iscanative

component (Fill & Turnbull, 2016). As the actual purchase behaviour is beyond what is

being studied in this thesis, the last component of the AtiAlel, action, will nbbe used.

Attitudes can be seen as the channel bet wee
be distinguished into the three previous mentioned comporegsitive affectiveand
conative(Evans, Jamal & FoxalR008; Fill & Turnbull, 2016). The first component is the

cognitive attitude, also called the learning attitude, which is associated with opinions,
perceptions and knowledge of a product or various attributes of an offering, and also
connected to the AIDAnodel 6 s t wo component attention ¢
perceptions are important for determining their relation to reality, although the perceptions

do not always match the reality. The second componaiffieistion which is referred to as

emotions desires and feelings, and is shaped
perspectives towards an issue or object (Evans, Jamal & Foxall, 2008; Fill & Turnbull,

2016). Emotions are essential to understand consumer behaviour and intended actions
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(Bagozzi,Gopi nat h, & Nyer, 1999) , since they in
products (Laros & Steenkamp, 20s@&fuedtobeEhe beh
deeply intuitive and emotional, and usually independent of rational manner since behaviour

and intended actions often are guided by ¢t}
Madden, & Hudson, 2015). The affective component connects to the desire component of

the AIDA-model. The third and the last component isdbwativeattitude, also referceto

as the action component in the AlBAodeland explains the ways individuals intend to

behave (Evans, Jamal & Foxall, 2008; Fill & Turnbull, 2016). The theory states that all of

the three components must work in balance with each other, in order toegetost
comprehensive understanding regarding consumer attitudes (Evans, Jamal, & Foxall,
2008). Marketing communications can be a central component both when changing and
remaining existing attitudes. Condhyther sé6 at
way they interpret different communications in their surroundings, the environment and
previous experiences (Fill & Turnbull, 2016). Attitudes are influenced by the ways
companies communicate with 1indiviedignands, f or

creativity.

The cognitive component can be referred to as the informational and rational component
and is essential when marketers need to cha
that consumers either lack necessary informatiopofao duct 6 s attri butes o
perception of the product. Advertisement makes it possible for the marketer to direct

consumers6 attention in desired direction

product or from one product attributeanother (Fill & Turnbull, 2016).

The affective component aims to create a desire among consumers. According to Fill and
Turnbull (2016), marketing communications are an effective, emotional source of
information and a good complement since rationf@rmation is not always enough when
trying to stimulate consumersod behaviour. S
marketing (Fill & Turnbull, 2016), companies should strive towards inspiring and creating

interest for consumers with visual cent. The reason for this is to keep consumers
motivated and attached, instead of making the intention to sell too obvious (Eckerwall,

2015). Marketers try to change an existing neutral or negative attitude by differentiating
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their message or product frorampetitors by making use of a more unusual style or color.

One common way is to take wuse of i mages to
feelings in order to make them get the feel
t oo. | f c able sourenegnize thamisaves in the situation and feel a personal

connection to the image, there is a greater chance that the image influence the consumer
behaviour. Further, marketers can benefit from using different tools, such as colors and
celebrity exdorsements, when trying to communicate what the product represents and

i nfluence consumerso behaviour and attitude
uses celebrity endorsement to market their products in combination with little or no verbal
information. The idea of using celebrity endorsement is to create a visual impact to get the
consumer to shape a positive attitude and associations between the brand, the product and

the endorser (Fill & Turnbull, 2016). By introducing the benefits with theyct in

i mages, they can influence consumersodé6 attit
Belleau, 2015).

4.1.2 CELEBRITY ENDORSEMENT
The use of celebrity endorsements could be a beneficial strategy for companies, since

celebrity endorsers almlieved to be an effective tool to increase attention in a cluttered
environment (Zafar & Rafique, 2015\ celebrity endorser is a famous or wietlown

person who advertises a product and has achieved popularity for some reason. The use of
celebrity endrsement can take various shapes, for example, a celebrity can endorse the
product only, use the actual product, induce the product and appear with the product
(Chiosa, 2012). Endorsers have the ability to shape and influence someone's attitudes,
actions ad motivation through interaction, images and posts (Forbes, 2016). In that way,

a consumer could be influenced and motivated to potentially purchase an endorsed product,
even if the consumer does not have an actual need for the product in the fir6T ptaosg,
Xiao, & Liu, 2014). People often admire cel
use of celebrities add value and is often seem tasstworthy, believable and persuasive
source of information(Chiosa, 2012; Silvera & Austad, 2004furthermore, the
characteristics of a celebrity endorser, such as likeable, charming and attention drawing,
increases the attractiveness, level of recall and attention and makes the advertisement more

memorable (Chiosa, 2012; Zafar & Rafique, 2015). Ha@wetiow consumers interpret
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content on iIimages and posts depend on oneos
Babakus, 2014).

Motivation is a force that drives both conscious and unconscious dec&idng an

essential part of consumer behawigEvans, Jamal & Foxall, 2008; Nwankwo, Hamelin

& Khaled, 2014). Evanst al. (2008), argue that one must distinguish between needs and
desires as a drivingower. The needs refer to physical needs, such as food, while the desire
refers to psychogenic rtiges, such as wanting fashionable clothes (Evans, Jamal, &
Foxal |, 2008) . Kotler and Keller (2016) arg
when one reaches the level of intensity that provokes an action. According to Baines and

Fill (2014), motvation arise from intrinsic and extrinsic interest, either in combination or
separately. An intrinsic interest is based
liking a product due to previous satisfactory experiences. On the contrary, an extrinsic
interest oftentimes is provoked by others, such as family, friends or celebrity endorsement
(Baines & Fill, 2014).

4.2 VVISUAL CONTENT

According to Eriksson and Go6thlund (2004), humans learn by seeing and therefore images
play an important rolen marketing. To ensure that visual content is perceived in a desirable
way it is important to analyze what message the image actually sends, both as the image
altogether and the different parts of the image. Due to previous experiences, signs can
symbolize different meanings to the viewer and can be helpful in trying to understand

messages that marketers want to convey to the consumer (Baines & Fill, 2014).

4.2.1 SEMIOTICS
When analyzing and interpreting an image, one must take several contexts cuotacc

since an image is not limited to one context only. Therefore, the concept of semiotics has
shown to be important when studying the underlying meaning in images. Semiotics is the
science explaining how people study and analyze the function of sigisas visuals,
sound, taste and touch, in a specific context. Semiotic analysis corresponds to the
interpretation of different attributes of the image as a sign, identification of all meaningful
parts, and analyze the attributes individually and in matio each other. Images are sets

of symbols combined in a variety of ways, just like language, spoken words and written
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characters (Eriksson & Gothlund, 2004). One way to facilitate the understanding of
semiotics i s thepostibningt@wdot, hevhmadelcomsi sts of t
factors: thatem thesymbo] and theneaning Theitemrepresents the actual object or the

product, followed by thesymbolthat intends to communicate something about the item.

Lastly, themeaningaims to give a&learer understanding of how the consumer interpret the

message (Baines & Fill, 2014).

4.2.2 COLORS
In addition to find the underlying meaning with images, it is shown that colors can influence

consumer behaviour, as well as online purchase intentiomsefbine, marketers should

understand the importance of strategically use colors to influence consumer feelings,
desires and attitudes towards products. In that way marketers may differentiate their
products from competitors (Singh, 2006). According to @hamd Lin (2010), colors are

the visual attributes that capture -%® viewer
percent of the judgement on colors only. Hence, colors are emotionally powerful and
together with components, such as size and shapg,cn convey messages, increase

attention, influence emotions and arouse feelings (Singh, 2006). According & &V/u

(2016), an image witlsharp contrasbf colors to its background and salient product,
captures consumer s 6 a herimagesi Also, atiriloute® suchasmp ar e d
shape and color, could influence consumers and increase the likelihood of an intention to
consider a purchase of the product. However, research has shown that different colors have
different meanings and physiologidaipact on humans. For example, orange, blue and

yellow are considered as happy colors while black, brown and red are considered as sad
colors (Singh, 2006). According to Hall and Hanna (2007), people perceive colors, such as

blue and green, more pleasdmn red and yellow.

Further, Pelet and Papadopoulou (2012) explain that colors have three key components;
hue brightnessandsaturation Thehuecorrects the visual sense of an image by adjusting
the color scheme combination of blue, red and greleabiightnesss the component that
illume the overall lightness of the image to make it more or less bright. Lastly, the
saturation regulates the degree of chromatically pure color in the image, where high
saturation equals to intense colors. The hue aightness have shown to significantly

affect online purchase intentions in a posi.l
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of bright images with warm tones. It is also shown that purchase intentions are preeminent
when the brightness of colors beemethe background and foreground are not too bold.
However, overall color preferences in images may vary depending on gender and age of
the perceiver (Pelet & Papadopoulou, 2012; Singh, 2006).

4.2.3 VISUAL COMPLEXITY
Another factor that may influence Wa@onsumers interpret images is the visual complexity

of them. Visual complexity corresponds to all the various attributes included in the image

and all the details highlighted by these attributes (Wu, o.a., 2016). Images that include more
attributes, suchs movement, visual features or colors, are considered to be more complex

than others. For example, a black and white image is less complex than an image with two

or more colors against a background (Huhmann, 2009; Pieters, Wedel, & Batra, 2010).
According to Wuet al (2016), it has been argued if one should use a complex or simple
design to differentiate the image in order to create attention in marketing. Some studies
advocate the use of complex design, while others advocate a simple design. Th@eslvanta

of applying a complex design, which is information rich, is that it facilitates the viewer to

create an attitude towards the product and evaluate the product (Wu, o.a., 2016). Further,

one believes that marketers can benefit from the use of a congdigdsince it increases
consumersd attention in another way than si
A di sadvantage could be consumersd | imited ¢
at the same time. As individuals have limitedigbto process things, the simple design of

an image has fewer attributes in the image to ease the understanding for consumers (Wu,
0.a., 2016).

The choice of which marketing strategy is the most efficient varies. Because of this,
marketers sometime choose to apply a combination of the complex and simple design,
which means that they publish simple product images among more complex ones, or the

other way around. Today, many marketers often apply similar strategies to improve the
productds visual compl exity, which makes it
creation of more appealing images than other marketers may be crucial (Wu,l&patp20

have an innovative, nuanced and inspiring Instagram account). To simplify the
understanding of image design and attributes, images can be categorized based on their

different characteristics.
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4. 2.4 THE CONCEPT OF OHOOKG6 | MAGES
AHO Ok O iamancept foundes by Mohamed Smaoui (2017), which is useful for the

Il mage categorization in this dissertation.
il lustrate visual content or a product I n
behaviours. Acording to Smaoui (2017), images can be divided into four subcategories
based on content attributeSele Appendix)2The first category is referred to esllage

where numerous products are placed together in one single image. By making use of this
catggory, a company can market several products through a common theme. The second
category is referred to d@ndscapamage, where the product itself is not the main focus,

but instead the surrounding nature is the centre of attention. This type of imagehgiv
consumer an idea of what the apparel collection contains of and in what contexts it can be
used. The third category is referred tonasdel/lifestyle where a model or a celebrity
displays the product. The fourth category is referred tosasméeproduct where only one

product is in focus. Smaoui (2017) says that if a company composes appealing images that
are differentiated based on consumer segments, the visual content should provoke desirable

attitudes and |ikely .influence prospectso b

In order to create a more-depth understanding of the various attributes of an image, the
concept of AHookoO I mages may benefit from be
Hu, Manikonda and Kambhampati (2014), assort Instagram images incaiglories,

whereof four are relevant for this study, caléedivity, selfig fashionandfriends The first

mentioned categoryactivity, consists of images visualizing both indoor and outdoor

activities, as well as spots where happenings take placepmneerts. The second category,

selfig can be recognized as splirtraits where the image consists of one face only. The

third categoryfashion belongs to images containing fashion products, such as costumes,

shoes and makeup. Lastly, thieendscateyory requires an image of at least two persons,

for example a user posing with friends (Hu, Manikonda, & Kambhampati, 2014).

4.3 THEORETICAL SUMMARY
To the best of our knowledge, there seems to be a need to further exip&inearious

attributes include in an image and all the details highlighted by these attributes, influence

consumer behaviour. The exploration of these attributes leadsvhatimstagram images,
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where a product is placed in a context, motivate consumers and may raise an intention to
visit an apparel brandsé website. To be
we have developedtheoretical summarlgased on existing theories and a combination of
different concepts. The combination of concepts along with the producpdicam

material will be the foundation in the analysis.

The understanding of consumer behaviour towards images will be important to create an

abl

understanding of what influence consumer soé

celebrity endorsenms will be analyzed to understand how it influences and motivates

consumers. To follow the AIDAnod el 6s f i r st atteftionanéerestandnp onent

desire enable us to explomhatimages affect consumer behaviour and in what ways a
consumer is inflanced by an Instagram image. The three compepoétite AIDA-model

will be treated by asking, What was it that caught your
feel i nterested ,andi Boese tthhi en gi mapee i md i?de
The concept of fiHooko i mages, along with
will be the building blocks when conducting the description and categorization of images
(See Appendix)6We believe that these together cover the important aspecisnsigler
necessary to interpret different attributes in an image. The categories within the concept of
AHookoO i mages, | andscape, model , coll age
image sampling, together with the complemented categories frieagtson, selfie and

activity (See Appendix)3
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5 BEMPIRICAL METHOD

In this part the time horizon, data collection which includes selection of brands and sampling
of images will be presented. Further, the choice of focus groups is argued for, as well as
selection of participants and a practice of focus groups. Thereaftteg,data analysis,
limitations of the dissertation, ethical choices and validity will be discussed.

5.1 TIME HORIZON

There are two types of time horizons when a research study is executedgihedinal
andcrosssectional The longitudinal time hozon corresponds to exploring or measuring

an object or a phenomenon over a long period of time. Contrariwise, asexismal
research study is conducted over a limited time span (Bryman & Bell, 2015; Saunders,
Thornhill & Lewis, 2012). Our thesis is aigjitative crosssectional research study, due to

the exploration of influences on consumer behaviour that is limited to a research period of
15 weeks. In addition, a crasectional research study is advised as the most appropriate

time horizon when data produced through focus group interviews (Hansson, 2011).

5.2 DATA COLLECTION

According to Saunders, Thornhill and Lewis (2012), empirical data can be either primary
or secondary sources, wherein primary data counts for entirely new sources and secondary
data are already existing sources. Both types of empirical data can be foundnmpirical

method, since data is produced from three focus groups and collected from five apparel

brandsd I nstagram account s.

5.2.1 SELECTION OF BRANDS
The sampling of images has been conducted through conscious selection from five different

apparebr andsd I nstagram accounts: Asos, Bubbl e
The reason behind the selected brands is based on dumpeew!| edge regarding
similarities of target groups and product lines, and they are alles&lblished and

wellknown apparel brands on the Swedish market. To the best of our knowledge the brands

target the same age group and mostly women, in line with the selection of participants in

this thesis. The brands also have in common to actively use Instagram, gethuanbers

of followers and frequent updates. In addition, the brand selection is influenced by our
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preknowledge of the common use of celebrity endorsements, as well as product placement

in attractive contexts on Instagram. However, the five apparel ifandsn st agr am ac c
differ in design, style and color scheme. We believe this diversity enable us to see the
differences more clearly between which attributes are preferred and how they raise
attention, interest and desire among consumers. Through thigpproach the sought to

see whether the context really matters.

5.2.2 SAMPLING OF IMAGES
The selection of images has brought much discussion and reflection to ensure our

consi stency regarding the i magesd vhel ue ani
research purpose. We have categorized the selected images into eight different categories:
landscape, model/lifestyle, collage, single product, fashion, friends, selfie and aStaty (
Appendix3 , based on the concept Ilenfenteld ehtegokes. | ma g e
The path of the i mage sampling begun with s
Instagram feeds to find images that correspond to the eight categories. In each category,

two different images have been selected in order to getater variety without making

the selection unmanageable. We have tried to choose both neutral and more distinctive
images in order to create a more nuanced discussion in our focus groups. We strategically
selected two images with an absence of appawyots, to explore if this influence
consumers as they know the i mages are from
the focus on the eight categories, different attributes such as colors, symbols and people,

also played a vital role when selectintages. In our belief, a greater variety among images
facilitates for the participants to account for attributes that influence their emotions,
attitudes and motivation. Our definition of a varied selection is to choose images with
different attributes, \een if they are within the same category. As an example, when
selecting two images for the landscape category, we chose one image of a summer

landscape, and the other one of a winter landscape.

5.2.3 FOCUS GROUPS
This dissertation is based on empiricatalfrom three focus groups to understaitht

image attributesinfluence and motivate consumers InstagramA focus group is a
gualitative primary data source which consists of a small group of people, where the aim is

to explore attitudes, perceptiorieeling and ideas in a specific subject area through-semi
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structured interviews (Denscombe, 2016). The theme of open discussions makes focus
groups a suitable research method for an exploratory research approach. The choice of
conducting focus groups isabed on our belief that it can avoid the discomfort that
participants can experience during doene interviews. In addition, focus group
discussions are believed to contribute with more perspectives and enable the participants
toreactandrespondtocd ot her 6s perceptions in a trans
groupsfacilitatesto get responses we did not consitbert can be important for our

understanding when answering the research question (Bryman & Bell, 2015).

The role of the researcher is to facilitate the interaction in the group rather than leading the
discussion. This enables the researcher to explore and understand the underlying meaning

of the participants® vari oust(Dengpcombe®dls). and p-
Therefore, this method enables us to capture not only the semiotics of what the participants

think, but also how and why they think in a certain way. By exploring thoughts and
attitudes, it may be possible to create adepth understn di ng of peopl ebds p
image content attributes, which help us to approach the research question and purpose.
Moreover, the selection of focus group participants may vary depending on the objectives

with the research, where the researcher shomgider which ones best suit the topic of
exploration (Kumar, 2014). The selection of participants is further described in the

following section.

5.2.3.1 SELECTION OF PARTICIPANTS
The criterion of choice in this dissertation is called a convenisalestion, which means

that participants are chosen due to their availability. A convenience selection is
advantageous in smaller research studies when the researchers have limited time horizon
and a small budget (Denscombe, 2014). The convenience selea® also due to
difficulties in bringing together group members at the same time (Bryman & Bell, 2013).
The selective process was conducted through asking people in our contact network if they

wanted to participate in our focus group.

In section 1.1it is clarified that the vast majority of Swedish Instagram users are women

between the ages 4. Therefore, the selection of focus group participants is based on
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these statistics of frequent Instagram users. Besides their gender and age, the only
requrement was that they used Instagram on a daily basis. The participants in the first focus
groups are between 22 and 25 years old and consist of five female preschool teacher
students from Kristianstad University but not belonged to the Faculty of Busiress.
advantage of selecting individuals with the same schedule is that it increases the chances
for them to be able to participate at the same occasion. We have chosen to exclude Business
students as we believe their sharedlprewledge may would have ioenced the results.

The risk could be if they would direct their answers in the direction they thought we headed
for. The second focus group consists of women between the ages25f B8t their
occupation differs from the first focus group, since alenhdull-time jobs and also
postsecondary education. The third focus group consists of a combination of both female
students and fullime workers between the ages of-Z2 There is a more detailed

description of the participants Appendix 4

The chace to have participants with diverse occupations, both students artimtll

workers, is based on our belief of their different financial conditions and views. We believe

this choice may contribute to a broader and more comprehensive perspectivedsthough

and reflections. In the first focus group, all the participants are classmates and familiar with

each other, but not on a personal level outside the school environment. We believe the
participants to feel comfortable in each other's presence, whichfullgpeeduces
uncomfortable situations and make them dare to participate actively in the discussion. In

the second and third focus groups all the participants are friends and sometimes meet in
social contexts. According to McLafferty (2004), it is benafievith homogeneous focus
groups, due to homogeneitybés removal of pot

participants to engage and share their opinions.

5.2.3.2 THE PRACTICE OF FOCUS GROUPS
According to Bryman and Bell (2015), it can be diffictd keep a focus group organized,

since the discussion can take an undesirable direction. Due to the knowledge of this risk,
we constructed an interview guidede Appendix Spased on our theoretical framework,
in case the group discussion would becasuoattered. The advantage of this interview

method, instead of just open questions, is that it allows for answers to be in line with our
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theoretical framework. Another advantage, according to Lind (2014), is that a conducted
interview guide also facilitatethe comparison of empirical interviews. To ensure that all
participants would be able to express themselves in a convenient way, all the focus groups
were held in Swedish. Swedish is the native language for all the participants, which

hopefully would preent potential misinterpretations.

The conducted focus group interview guide included a brief introduction about us and the

aim of the project and the thesis, followed
be recorded. All empirical data veerecorded, which facilitate the transcription of the focus

groups. The first focus group took place in a conference room at Kristianstad University,

the 26th of April 2018 and lasted for approximately one hour. The second focus group took

place the2ndfo May 2018 in one of the participants
lasted for almost one and a half hour. The last focus group took place the 10th of May 2018

in the same apartment as in the second focus group and lasted for over an hour. The choice

to organize the focus groups on different days enabled us to slightly modify some questions

if needed. Due to the key general information requirement, explained in Ethical choice 5.5,

we clarified the conditions that their participation is voluntary &ed right to interrupt at

any time without any negative consequences. We ensured the participants that there are no
right or wrong answers, in order to ease the air between the participants since they
mentioned their slight nervousness. We chose to netatevhich different brands it was,

but only told that all i mages came from fiyv
This decision was based on the belief to ensure that neither recognition nor loyalty towards

a brand influenced the result of tthesis.

Initially, we asked two questions of somewhat more open character, to gain a more basic
knowl edge of the participantsd I nstagram ha
the application they opened when they were bored and had nothing to garti&lipants

explained that they check Instagram every day, but the time spent in the application varied
among the participants. Some participants visit the application more frequently in shorter

time periods, while others visit it fewer times in longerdiperiods. All participants agreed

that they check the feed where the people they follow upload photos and do not often check

what others like and comment. Beyond this, there are differences in their use of Instagram,
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such as viewing the public feed anlitking on interesting imagesr watch Instagram
stories. An important aspect is that all participants are used to Instagram and spend quite a
lot of time inside the application. However, their limited use within the app may influence
the result of this disertation, since they do not utilize all Instagram features. The fact that

they do not look so much on the public feed or what their friends comment and like, make

them exposed to commercials to a | esser ext

uer 6s public feed if the wuser do not f ol
discussion to enable analysis and fulfilment of the purpose of our dissertation. According
to Denscombe (2016), the placement of the participants is important, arfdrénatethe
participants were placed around a table, where they could see and interact with each other.
We gave instructions about the 16 images from section 5.2.2, where we first asked them to
glance through all the images individually and take shoesfir each. The purpose to

take individual notes was to give them the opportunity to create their own perception before

being influenced by each otherds opinions.

In the first two focus groups the images were printed and put on a table, where all
paricipants could see and freely send the images between them. Meanwhile as they glanced
through the images, the participants individually noted their impressions of each image.
The groups were then asked to together select at least 5 images and a maxif tihabf
captured their attention in a positive manner. During their discussion, we were given the
opportunity to explore and observe their reflections and opinions. After the participants
selected which images they found preferable, we went through ath#iges one by one,
starting with the ones they excluded. We asked for the reasons why they excluded these
images particularly, in order to explosmhatspecific attributes influence them. Afterwards,

we followed the same procedure with the images thefepesl. At first, we let them
discuss freely about their thoughts, but during their discussion we interposed 9 questions
connected to the new theoretical framework in order to approach the aim of this

dissertation.

In the first focus group the discussion between the participants was very natural and driven,
and some of our questions were answered automatically. In the second focus group, we felt

that follow-up questions were needed to maintain a discussion and &lis@s break the
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silence. One challenge we faced during the second focus group was the difficulty to ignore
the discussions in the first focus group. As interviewers, we almost expected them to reflect
upon the same image attributes, even though we iotexlly selected both students and

workers as participants in the quest for different perspectives. So, in fact, we got what we

sought and produced very useful data.

After completing the two focus groups, we chose to add another focus group to use this a
a control group. For the most part, the third focus group followed the same structure as the
previous two. Unlike the first two focus groups, the participants instead received
instructions to use their smartphones and search for eriksson.fronm at amst&gmn
beforehand, we had created an Instagram account where we published our 16 selected
images $ee Appendix)7The participants got to glance through the feed on Instagram and
take individual notes. The modification to publish the images on Instageenb&lieved

to influence the outcomes of the third focus group discussion, since the images then are put
in their true context. Contrary to our assumption of different outcomes, the answers and
discussions in the third focus group were very similar t@tbeious two. The fact that the
control groups6 discussions were similar to

the validity of our empirical findings.

5.3 DATA ANALYSIS

Both the collected and produced empirical data in this dissertatiorbkaveanalyzed. At

first, we highlighted all the relevant responses in the transcriptions with different colors
that could be found in our theoretical framework. This was done in order to facilitate the
analytical coding from the produced data, by condemgand organizing the empirical
data into meaningpearing units, meaning interpretation, codes and categories. The
meaningbearing units refers to meaningful extracts from the transcripts, and the meaning
interpretation is a summarized interpretatiothef meaningbearing units in relation to the
theoretical framework. The third headline, code, is the encoding of the meaning
interpretations, and a subcategory for the main categories. In turn, the main categories
consist of the related theories. We bedighis strategy of encoding will enable us to find
links between the empirical data and the theoretical framework. An extract of how the

coding and categorization have been conducted is attaciAggbandix 8

34



Eriksson & Frohm

5.3.1 DESCRIPTION AND CATEGORIZATION OF IMAGS
In order to organize the selected images, sort out the different attributes, and apply the

relevant theories from the literature review, a description and categorization of the images
was conducted from our perspectivBeé¢ Appendix)6The descriptio and categorization

of images is included in the thesis to increase the transparency and to allow the reader to
follow our interpretations and thoughts during the process of image seldti®based

on the theoretical framework and structured by thected brands, along with colors,
semiotics, brief i mage descriptions, and
complemented categories. Under the different headlines, there are more specific key words
and meanindpearing units to follow our method dfie image sampling. For example,
colors is divided into key words, such as hue, saturation and brightness, and semiotics into
item, symbol and meaning. Further, in the image description, we tried to provide a
noninterpretive explanation of the objects antbrs in the image itself. We believe that a
description and categorization of the image sampling simplifies the analysis of the focus

group discussions and to compile the analysis into conclusions.

5.3.2 CONTENT ANALYSIS OF EMPIRICAL DATA
The producednaterial from the three focus groups, along with the selected images, were

compiled into content analyzes, to facilitate analysig/laitimage content attributes on
Instagram influence consumer behaviour. A content analysis is used to collect and analyze
observed content and decompose the data into different categories in order to carry out the
most meaningful attributes to identify patterns (Krippendorff, 2004). One advantage of the
content analysis is the ability to produce data from social groups amexto that are
otherwise complicated to access. This advantage facilitates the process of organizing and
categorizing our findings from the focus groups and helps to identify the most meaningful
attributes. Furthermore, a content analysis is considered #otransparent and objective
research method due to the compilation of what have been said without the influences of
ther e s e a rintetpretations (Bryman & Bell, 2016), which increases the aspect of

validity in this dissertation.

5.4 LIMITATIONS
When exploring influences on consumer behaviour, we must bear in mind that different

ages and lifestyles entail different behaviours, which likely can result in as many aspects
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influencing a consumer 6s behaviourrtads t her
aspect to keep in mind is that the particiorg
captures their attention and how they interpret the message in the image. It is also important

that we are aware of that our interpretations of the participants e s ponses may af
outcome and analysis of this thesis. Although Instagram is a-koo@n social media

platform, one limitation is that this dissertation is based on a small selection of Swedish

people only. Another limitation in this thesis &t the sample consists of women only,

between the ages 25, which selection is supported by that this segment can be found

among the vast majority of Instagram users in Sweden. Lastly, this dissertation is limited

to apparel brand&bd6 I nstagram account on

5.5 ETHICAL CHOICES

When conducting a dissertation with data collection with human involvement, such as focus
groups, it is necessary to consider various key general information requirements of research
(Denscombe, 2016 he researcher must inforgither verbally or written, all participants
about the purpose of the project and clarify the conditions for their participation. Hence, all
participants must be informed about the voluntarily of the participation and their right to
interrupt their partipation at any time without any negative consequences. Further, all
participants have the right to decide independently about how long and under which
conditions they will participat¢Denscombe, 2016 How these requirements have been
treated during the focus groups are further
names in the focus groups are held anonymous, even if they did not mind if their names
were published. By ethical choice am$pect, we chose to refer to them as participants or

the number of the focus group.

5.6 VALIDITY

As the essence of this dissertation is qualitative, it is of interest to prove the validity of the

study since it strives towards being transferable onaimontexts. According to Bryman

and Bell (2016), four criteria are present within the framework of validitgdibility,

transferability dependability and confirmability. Credibility corresponds to the

trustworthiness of the findings, thus linked tee tcredibility of the sources of findings

(Bryman & Bell, 2016). To strengthen the credibility of our findings, no prior information
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was given regarding what images or attributes to be discussed, in order to prevent the
participants from preparing answe#slditionally, we selected focus groups participants
outside the Faculty of Business as sources of findings, to avoid the risk of receiving
responses influenced by an academieymr@erstanding of the economic pursuit. Avoiding

this is crucial for our digstation since it strives towards exploring influences and
interpretations that could be found in the mind of any woman between the age2%f 16

We are aware of the fact thaill the participants have an ongoing or completed
postsecondary education, which could influence their opinions and the results of this thesis.
The fact that we are familiar with respondents may possibly give a greater and more
accurate perception of thmeittitudes, as they dare to be more open and honest. However,
one must reflect upon the abnormal setting of focus groups, where the credibility of findings

i s dependent on the researchersé success
participants feelsecure enough to express their thoughts freely (Denscombe, 2016).
Informing all participants of the general key requirements of research, as discussed in
section 5.5, is the fundamental step to create a secure focus group climate. Moreover, we
ensured to &ep clear of academic terms as well as keeping discussions on ayogasy

level, making sure we were seen agpedticipants, rather than leaders of the discussion.

The second criteriotransferability, refers to the applicability of findings on otle@ntexts
(Bryman & Bell, 2016) which is also much connected to dbesiderations mentioned

above Transferability is essential for the validity of our research since findings of a
qualitative research may contribute to a better understanding of ceotatepts (Yin,

2013). To increase the transparerall/focus group interviews were transcribed since we

did not want any valuable data to disappear or let responses become influenced by our
interpretations. Bryman and Bell (2016) stress the benefitsanédribing focus group
interviews as the researcher can access and work through the empirical data several times.
However, when conducting research, one of the most important choices is to determine
which of the collected data will be included in the asslyAlthough the fundamental aim

is to make our research as credible and transparent as possible, some of the produced data
will automatically be excluded from the analysis since it is not possible to include all
produced data (Yin, 2013).
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The third citerion, dependability is induced by consistency and transparency regarding
important data, such as transcripts and interview guides (Bryman & Bell, 2016). In a
qualitative research the achievement of credibility is essential, which can be pursued by
degription and documentation of all the used qualitative research methods. It is also
important for all produced empirical data to be available to the public, so others can
interpret, understand and judge the data (Yin, 2013). This criterion is treateiddhyrag

all images used in the focus groupsAppendix 5 in addition with a description and
categorization of the selected images showing our interpretation of them, followed by three
content anal ysis of the f ocuth,thgcritketopofpar t i ci
confirmability has its focus on reassuring the study is conducted in good faith, without

letting findings be affected by any personal agenda intervention (Bryman & Bell, 2015).
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6 ANALYSIS AND DISCUSSION

In this chapter the empirical data is presented and analyzed to be able to approach the
research purpose. The empirical data ar e
and produced through three focus groups and individual notes from all partisipetms

analysis is based on the different attributes of visual content and attitudes presented in
the theoretical framework. The most prominent images in each category will be analyzed

to enhance previous research and create new insights.

The analysisd aimed to create an-depth understanding afhatimage attributes influence
behaviours, in order to approach answers to the research question. The third focus group
was a control group, with the aim to see if the forum where the images are displafyed is
crucial importance. However, no apparent défeces were shown and thereftire third

focus group will be analyzed in the same way as the other two focus grbopgh when
opinions and interpretations differed in the control group, the reasomsitibls have been

reflected upon in the analysis.

6.1 CELEBRITENDORSEMENT
A common way for apparel brands to capture attention, influence and motivate consumers

is by making use of celebrity endorsement (Zafar & Rafique, 2015). In all focus groups,
celebrity endorsements were shown to be an attribute that markedly influenced the
behaviour of the participants. The idea of using a celebrity endorser is to get the consumer
to shape a positive attitude and associations between the brand, the product adordes

(Fill & Turnbull, 2016). However, as seen below, celebrity endorsement does not always

influence attitudes and behaviour positively.

I had not used this as an image for commercial. If she would not
look so unhappy, | think the purpose of itn@ege would be
completely different.

- Image 3, participant 14, 25 years
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The celebrity endorser was recognized as th
But according to the quotation aboviee presence of the celebrity did not seem to bring

any benefits due to her unhappy and discomfortable appearance. This impression aroused

a discomfortable feelings and it was very clear that the image did not contribute with
positive attitudes or desirasd did not raise any intentions to act and visit the website (Fill

& Turnbull, 2016).

i —y

b
TS T i

IMAGE 1 6 LANDSCAPE IMAGE 10 6 FASHION IMAGE 15 8 SELFIE

I would have clicked on the image because it is her, Kenza, because that is often
what catch myttention, when it is an influencer.

- Image 15, participant 9, 25 years

The first thing that captured the participa
present in the image, Victoria Térnegrédmdge 1}, Janni Deléritmage 10 and Kenza

Zuiten (mage 15).Even if the Victoria Térnegren did not face the camera, the majority
recognized her. However, those who did not recognize her, still preferred the image which
means that the product was placed in a favourable context. All three wonan ae

Swedish famous bloggers that have many followers on Instagram. These women are also
often used by apparel brands to market their products and are considered to be celebrity
endorsers, since they increase the attractiveness and attention bedhesefafne and

presence on Instagram (Chiosa, 2012; Zafar & Rafique, 2015). The quotation above, along

with the high recognition, indicate that the use of a celebrity endorser is an effective tool to

capture attention in a cluttered environment (Zafar &iqeea, 2015).
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She looks happy, not fake happy. It looks like she really wants this and therefore
her image will be better.

- Image 10, participant 2, 23 years

It makes me happy, and because she looks so good | would click on her Instagram

or blogand maybe seen some more images on the shirt and get interested.

- Image 15, participant 8, 25 years

As seen in the quotations above, it was stated in lmodge 10and 15 (p. 34)that the

celebrities look really happy, seem to have fun and do nofdke| which made them

happy and felt that the image communicate positive emotions and warmth. This proves that

the celebrities succeeded to arouse positive emotions among the participants, which likely

is due to them being perceived as likeable (Chio§d22 Zafar & Rafique, 2015).

Therefore, unlike some other images, these images have succeeded in stimulating the

emotional consumer behavior in a positive way (Fill & Turnbull, 2016). To create positive

emotions is of great importance since they influemcec ons umer 6's

att

or products (Bagozzi, Gopinath, & Nyer, 1999; Laros & Steenkap, 2005).

She usually has nice clothégrust her style.

Table 1.Extract from content analysis of focus gro@ps

- Image 15, participant 1, 24 years

Image Meaning-bearing units Meaning interpretation Code
“Iwould look at the image because 1t 1s Kenza”, “when Recognition, capture Attention, interest, desire,
15 there 1s an influencer it often captures my attention™, “I did attention because she is action, cognitive
(FG2 not actually look at the shirt but I looked at her because I well-known, creates component, affective
know who she 1s”, “I become more interested in her and interest, destre & action to component, conative
want to click further to her blog™ go to her blog component
10 “Partly because it is her, Janni”, “I recognize her”, “she has Recognition, opinions, Conative component
(FG2) | good style™, “I would have clicked further because it 1s her™ action
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The fact that both Janni Delér and Kenza Zuiten were considered to be pretty and have
desirable taste in clothin@ée Table )1 make them trustworthy and persuasive sources of
information in the context of promoting apparel (Chiosa, 2012; Siketaistad, 2004).

According to Chiosa (2012), the use of a celebrity endorser can take various shapes, and
since the celebrities use the actual producH
top, it can be interpreted that the celebrities ledorsed the products. In all three images,

the celebrity endorsement seems to have led to positive influences towards the products.

The product is more in a context here, they are not just lying on a bed [...] | could
probably have entered [theebsite] because of the pants here.

- Image 1, participant 2, 23 years

| like the pants because they are very nice, but | did not think they fitted her
ultimately, even if | heard that everyone else thought that. But if the pants would
have fitted hebetter, | had clicked further to see what model it was.

- Image 1, participant 9, 25 years

This [image] | have seen on Instagram and | really liked her desskwent to
Nelly to order it.

- Image 10, participant 12, 21 years

IMAGE 1 8 LANDSCAPE IMAGE 10 6 FASHION IMAGE 15 0 SELFIE

There was a | ot of focus put on the actual p

the green dress and the yellow top, which do not particularly stand out from their
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backgrounds. TiB contradicts the theory of Wet al. (2016), who mean that a salient
product to its background capture consumer s
the image with Janni Delér in the green dress would trigger the participants to visit the
websiteto see if there was something else in their style, just because of her presence. This
implies that the participants evaluated the product even though they did not have an actual
need for the product in the first place (Cheung, Xiao, & Liu, 2014). A sirpé¢tern
appeared during the discussions of the image where Kenza Zuiten wears a yellow top and
were considered to create more interest than the actual prtdage(15, pt2). Yet, her
presence influenced some participants so much that, despite tloé ¢eesrable products,

they felt an intention to visit her blog to see if there are other things to buy. These reflections
imply that the celebrity endorser added value to the image, likely since the participants
admire her as a person or her lifestyleiSh, 2012; Silvera & Austad, 2004). When a
celebrity is admired, she is also more attention drawing, which increase the level of recall
and makes the advertisement more memorable (Chiosa, 2012; Zafar & Rafique, 2015). The
memorability was clarified asgari ci pant 1 rememmber whemKemnza her§elf

posted this image on her Instagram feed

You have some kind of connection with her, because | for example, follow her on

Instagram.
- Image 10, participant 4, 24 years

According to the quotationparticipants reflected upon a personal connection to the
celebrity endorserlifhage 10, p42), since some follow her on Instagram. When the
participants feel a personal connection towards the image it may increase the likelihood to
influence their behaviguand attitudes in a positive way (Santaella, Summers, & Belleau,

2015). The company has benefited from the use of a celebrity endorser in combination with

no verbal content to market their product in this imdgea@e 10. It is clear that the

personal conection and associations they feel towards the celebrity, Janni Delér, have
influenced the participantsd attitudes and

explore more about the produtingge 10.
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Victoria Térnegren. | follow both her, heartner and her sister.
| think she has good style overall, a bit like Kenza. It may be a
pattern why you sell via influencers.

- Image 1, participant 8, 25 years

IMAGE 1 8 LANDSCAPE

In the image above, it was reflected upon that thaght be a pattern of how companies

use influencers, which reflection may be considered interesting since they are aware of the
business purpose of using influencers but are still influenced by thegd ). It was also
mentioned inmage 15 Selfie(p.42) that it was believed to be smart to use a celebrity,
since it c¢ommuiffKenzaahtsdhss sveeater, ¢au sheuldddy Rditicipant

8. These reflections strengthen the theory that a celebrity endorser is seen as a trustworthy,

believableand persuasive source of information (Chiosa, 2012; Silvera & Austad, 2004).

Another important and interesting finding was the recognition of
the product brands in the image to the left, since it seemed to be
the most contributing factor as the imaggptured attention and
interest only among the participants who recognized them (Fill &
Turnbull, 2016).

| recognized the Lowengrip brand, that is what | fell for. It was
IMAGE 5 8 COLLAGE the only thing | thought of, the products, that | recognibhedn.

- Image 5, participant 12, 21 years

Despite the absence of a physical celebrity endorser, it was clear that the awareness of the
celebrity owner of the product brands made them perceive the products as trustworthy and
believable sources aiformation. Participant 11 explained that she had two of the products

in the imageand was satisfied with them and would probably buy them agjaegg 9.

Previous satisfactory experiences lead to positive intrinsic motivations (Baines & Fill,
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2014)and he participantsd product experiences s
image triggered them to purchase the product agaiother interesting finding was in the

image with the unknown woman on the tennis colma@e 13. The participants

themséves declared that they would have preferred if a celebrity related to tennis would

promote the products.

Had it been Serena Williams in a colorful skirt, | would ha
liked it. Because then the clothes are used for the right
purpose. Not a super skinmyodel wearing sunglasses on t
tennis court.

- Image 13, participant 14, 25 years

. . ) . IMAGE 13 8 ACTIVITY
What appears from this quotation, is that the connection betwcci:

the model and the activity does not go along athith strengthens the impression of fake.

The participants explained that it would feel more natural, trustworthy and persuasive if it
was Serena Williams posing on a tennis court, since she is a world known tennis player.
Serena Williams would have been mdkely to increase the level of recall, attention and
motivation, making the image more memorable (Chiosa, 2012; Zafar & Rafique, 2015). A
person’'s motivation can be created through both intrinsic and extrinsic interests, and in this
caseit can be intergted as an extrinsic interest is the factor behind the motivation. This
because it is provoked by a celebrity endorser, and not from previous satisfactory

experiences (Baines & Fill, 2014).

6.2 COLORS

In this section, some images already analyzed inose6t1, will appear again since the

analysis now will apply to the colors in the images. Colors also turned out to be an important
attribute, as both <colors of the 1 mages?®o
extensively in the majority images. Thaenxsive observations are in line with the findings

of Chang and Lin (2010), stressing that col
first impression, and the attributes that individuals basectbar majority of their

judgement on.
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IMAGE 1 6 LANDSCAPE IMAGE 3 8 MODEL IMAGE 10 8 FASHION

In the image with the yellow dreslsniage3 , t he par ti cgopndiretwvithd obser
the argument of Chang and Lindés (2010) abov
captured the participants6é attention was th
color and shape. These opinions can also be found in thiy tfe®ingh (2006), that colors

in combination with size and shape are powerful to arouse emotions and convey messages.

I n the image with t hleage 2} the cdlers wer discgsssedand t he b
referred to as soft and pleasant, giving theigipants a sense of calmness and harmony.

These interpretations and feelings are in line with Singh (2006), who means that colors are
emotionally powerful, and the colors blue and green are perceived as more pleasant (Hall

& Hanna, 2017). The colors itné image with the green dresmége 10, also aroused

feelings as the pink and blue background was described as desirable, fun and colorful. The

i mageds ability arouses feelings emphasize
emotions. Therefore, anketers could benefit from strategically use colors to influence
consumer behaviour. In that way, marketers differentiate their product from competitors in

a desirable way, enabling increased purchase intentions (Singh, 2006).

Much colors always makewy happy.

- Image 10, participant 1, 24 years

As further clarified in the citation above,
which reinforce the finding that colors are emotionally powerful (Singh, 2006). It is also

discussed thahe colorful dress in combination with the blue and pink background would
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have caught onebds attenti on arnnbgeild,p®r est i f
This reflection indicate that the participants tried to imagine how they would have resonated

if the image had appeared in the forum it usually is displayed in, and not on a printed paper.

The participants believed it would not have created attention or interest if the image was

dark, such agreyand black, or if she stood in front of a brick Wdlhese reflections

emphasize the theory of Chang and Lin (2010), that colors are the visual attributes that
capture a Vviewer 60s emphasiéstheifindpgseos Pdaleamd. |t a
Papadopoulou (2012), showing that low brightness is not prédefBie participants also

reflected upon that even though there are numerous intense green, blue and pink colors in

the imageis very clear, which they believed was due to a good combination of colors

(Image 10. Clearly, this image has succeedecchange attitudes in a positive manner

through differentiating the visual content by making use of unusual style and colors (Fill &
Turnbull, 2016).

The importance of the background colarsl design proves to

be important also in the discussionmfge 12 Friends as its

www background confused the partici
ua image. The message the image was assumed to convey,
happiness and friendship, did not go along with the ptailal

and grey concrete background. This shows that the strategic

choice of colors is cruci al t o i

- feelings in a positive way (Singh, 2006). It also strengthens the
IMAGE 12 8 FRIENDS ) ] ]
belief that a product may be emphasized advantageously if

placed in a relevant context.

If there had been a carnival or something happening in the background, you might
have thought that something fun went on in the background, but here it is really
just concrete, rocks and cold.

- Image 12, prticipant 10, 25 years

As explained in the citation, another background would have been better and not as

contradictory as the present non colorful background. Some participants in the first and
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second focus group also noticed the snow in the backdimut discussed that if they had

seen this image in the Instagram fekdage 12, p.4), they would probably not evdrave
noticedit. This reflection can be strengthened since none of the participants in focus group
three, who saw the image on Instagrdid,not reflect about the snow on the roof until they
saw the printed image. This indicates that the perceptions of this image may vary depending
on what forum it is displayed in. Furthermore, suggestions were given on how to improve
the background, wheigepair of green pants or a red sweater could bring more contrasts to
the current dull background. Participants of the third focus group shared the same opinions
regarding the dull and plain background as they believed nothing stood out in the image.
The fact that the participants provided a concrete example of a better background shows
that the background really feels misplaced and just disturbimagée 12. This reflection
strengthens the theory that an image gitlarp contrasbf colors to its bekground and
salient product capture consumersodé attentio
goes in line with the theory of Wet al (2016), is in the right image below, where the
attention was captured due sharp contrasof colors to dark Isades of colors in the

background, and a salient yellow drelssgge 3.

IMAGE 1 8 LANDSCAPE IMAGE 3 6 MODEL

Preferences of images with high contrasts is contradicted in the discussioregefli
Landscapeas it was perceived to have the same color tone, without contrasts between the
colors. Despite this, all participants thought that the product appeared favorably. Although
previous research shows that high contrasts draw attention (Wu, o.a., 2016)aisda
shown that purchase intentions are preeminent when the brightness of colors between the

background and foreground are not too bold (Pelet & Papadopoulou, 2012). This detection
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might explain why the perceptions of this image contradicted the théthgary of Wuet
al. (2016) (mage ).

It has managed to capture a feeling [...] The image is cold, but the feeling of it is
warm.

- Image 1, participant 6, 25 years

The quotation above displays an interpretation of the coldnsage 1i Landscape (p &),

which is not consistent with findings of previous research meaning that consumers prefer
images with warm tones (Pelet & Papadopoulou, 2012; Singh, 2006). Thevwasgé¢so

perceived as being favourably bright in its entity. The grading of brightness was discussed

to be important for the participants to be interested to click on an image, aligned with Pelet
and Papadopoul ouds (2012)brightmess significamtihadfect ( 2 0 0 6

purchase intentions.

IMAGE 4 6 MODEL IMAGE 7 - ONE SINGLE
PRODUCT

A low degree of brightness is seen in the left image above, where both the background and
foreground are dark coloreth{age 4. In this image, the dark and dull colors resulted in
that the products were not clearly visible according to the participants. The overall low
degree of brightness in this image added on to its already complex design, and the
behaviours were influencedven more negatively, in accordance with Pelet and
Papadopoul oués (2012) and Singhdés (2006) fi
images. The pattern showing preferences of brightness was again clearly shown in the right
image abovelmage 7i Onesingle product.
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No light is shed in it [swimsuit] which makes it too dark in some way.

- Image 7, participant 6, 25 years

According to the citation, the product was not clearly visible, due to the lack of light shed

on the swimsuit along with the too plain color of it. The participants explained that the

product would capture more interest if it would have had another soich, as red, as it

would make the product stand out more. However, the colors of the background were
described as very intense, and the color of the ocean and nature appealed bmagem (

7, p.®). These opinions indicate that a high hue and saturatipreferable, aligned with

the color theory of Pelet and Papadopoulou (2012). It also implies that the participants

value the choice of colors both in the background and on the product, which strengthen the
importance of strategically use colors to infltem consumer sdé emoti ons
attitudes towards the image (Singh, 2008jage 7i One single producilso shows that

the colors blue and green are more pleasant (Hall & Hanna, 2007). Another good example

is in the left image below, where the nice,rmawveather and environment captured the

eyes of the participants, particularly pointing at the beautiful colorful sunsagé 14.

This also shows that high hue and saturatior
(Pelet & Papadopoulou, 2012)

IMAGE 14 8 ACTIVITY IMAGE 13 8 ACTIVITY

If you are promoting a sports brand that is very active, | think it is better with
much color

- Image 13, participant 14, 25 years

50



Eriksson & Frohm

The degree of brightness was also brought upnage 13- Activity, and considered too

dark, and that it is better with colorful surroundings when promoting a sports brand. What
can be interpreted through the citation above is that a colorful background may would have
made the participants pay more attentionhte tlothes, since the woman wears white
clothes only. These reflections indicate that the image does not capture attention and the
focus is not on the actual product, and do not stand out enough from the background (Wu,
0.a., 2016)lfnage 13, 0). Neithe attention nor an interest among the participants were

created, since they said they would just scrolled on (Fill & Turnbull, 2016).

There is nothing wrong with the background, it is just the sho
The shoes does not match the background at all.

- Image 8, participant 12, 21 years

IMAGE 8 0 ONE SINGLE
What can be interpreted through this quote is that garteipants PRODUCT

perceived the coloas a weird type of yellow that did not go along with the shoes and
together it looked awful. Yet, others believed the color selection in this image to emphasize
the clarity of it. These reflections are in line with the finding that individuals base @tyajo

of their judgment on colors only and that colors are emotionally powerful (Singh, 2006).
However, yellow could be perceived as less pleasant in some contexts (Hall & Hanna,
2007), like in the image with the yellow dress, where the yellow color wortbens
impression when combined with the black and brown backgrdumabé 3, p.8), which

colors are considered as sad (Singh, 2006). The contrast between the background and
foreground was considered too bold and the brightness todrimagé¢ 3, which is sid to
decrease the intention to act (Pelet & Papadopoulou, 2012; Singh, 2006).
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‘3_’ The first and second focus groups reflected upon the colors in

the image to the left and considered them to bedwsirable.

The majority ofparticipants reacted on the color combination
of the outfit, since they meant that you cannot have purple shoes
to that kind of orange handbag. The colors seem to have
accounted for a decisive part of the participants’ negative
opinions towards it. In cdrary, the third focus group

appreciated the numerous colors, even though they admitted it

IMAGE 9 8 FASHION

was totally wrong colors together since nothing matched. It may
be considered interesting that the participants of the third focus group were not disturbed
by the numerous colors, since many colors correspond to a complex design (Wu, o.a.,
2016). A possible explanation could be that the colors were not perceived as extreme when
displayed on Instagram, as both shape and degree of brightness, hue and saturation can
differ between mobile phones and printed images. Also, color preferences in images may
vary depending on gender and age of the perceiver (Pelet & Papadopoulou, 2012; Singh,
2006).

6.3 VISUALCOMPLEXITY

There is just so much. Too much makeup, too daokmuch
clothes. It becomes a bit hard to understand and commercial
looking.

- Image 4, participant 3, 22 years

It is the clothes they want to selhd she is sitting there with a

candy stripe in her mouth and pout with her lips? No, it
IMAGE 4 3 MODEL bothered me directly when | saw it because | do not understand
the context.

- Image 4, participant 6, 25 years

As clarified in the first quotation there were difficulties to understand what the image
actually tried to sell, which also were evident when listening to the discussions among the
52



Eriksson & Frohm

participants. This is beli eveiunageocontehewae nd on
too much of everything. The second quotation also indicates that the participants tried to
analyze the different attributes in relation to each other (Eriksson & Goéthlund, 2004), but

found it hard to understand the connection betweewnaheus attributes. The impressions

of excessiveness connect to the theory of complex design, which are explained by
consumerso6 | imited ability to process rich
on the complex design and the overflow of infotima (Image 4, it seems as the
participants6é behaviour and attitude were
products noffavorable.Another example of a complex design where the attitude and
behaviour have been influenced in a negative wary image 6- Collage,which can be

seen inTable 2

Table 2.Extract from content analysis of focus group 1 and 2

Image Meaning-bearing units Meaning interpretation Code
“I do not understand the message”, “there are too many Even 1f the image s well structured it 1s | Complex
6 different brands”, “yes 1t is too messy™, “too much in the hard to understand the image and its design
(FG1) | image”, “it1s uniform but still messy™, “what do they want to message

convey with the image”, “I do not get it”

“It is messy™, “very messy”, “you do not see anything because | Hard to understand the imape and its | Complex
6 there are too many things™, “it gets too much™, “so much to message, too many things, messy design
(FG2) look at & many different things™, “do not understand the
connection & what they want to show/sell”, “what is the
thing?”

e - NV It is very messy. | can feel that even though | look at this

image, | would never carry on because it is so hard to sort
out and figire out what is what. | would get tired of it
before | understood what they sell or want to communicate
with the image.

- Image 6, participant 6, 25 years

IMAGE 6 & COLLAGE

This quotation shows that the image was perceived as really méssyvas also a shared
opinion among the majority of participants, since it included too many different products,
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which made it hard to sort out since nothing really caught their eyes. One can believe that

the image was designed to differentiate its@frf others by making use of a more unusual
style (Fill & Turnbull, 2016). l ndeed, this
way than a simple design, but the use of too many attributes and products together can
complicate the interpretation (Rees, Wedel, & Batra, 2010; Wu, o.a., 2016). Even if some

products were recognized by the participants, it was believed to be really messy, and caused

no interest to neither explore, act nor visit the website.

Another image considered as complex indésign is in the image to the right, although
due to different reasons. Firstly, it was unclear among some participants what the company
wanted to sell: sunglasses or exercise clothes, while others agreed that it was a commercial

for the sports brand Nike

She is just there to pose for the clothes, you do not even s
the clothes properly, | think there is a fence in the way.

- Image 13, participant 11, 25 years ’ X XX

Secondly, even though the tank top was appreciated, the f

was believed to be too close and in the way for the cloth~<
IMAGE 13 8 ACTIVITY

which opinion was shared among all participants. The fact ......

the fence was disturbing indicates that the image got-favomrablecomplex design (Wu,

o.a., 2016).

Among the images perceived as simple in their designs, was
this collage since the items were clearly visible and made it
easy to understand the message, aligned with the criteria of
simple design(Wu, o.a., 2016). However, other participants
thought the message was hard to interpret, which may indicate

of a kind of complex design. The fact that the image consists

of four products only, as well as few colors, means that the

IMAGE 5 6 COLLAGE
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image should be categped as a simple design according to,Wtal.2016. Therefore,
the struggle to interpret the image was probably be more based on understanding the
message itself, rather than the attributes of the image. The difficulties are more linked to

struggleswittnal yzing the attributesd relation to

One sees what they sell. | like images where | can easily ¢
that | like this or | do not like that. Do not like to spend tim¢
to check if I like it or not.

- Image 8, pdicipant 3, 22 years

If I had only seen images like this, | would have deleted
Instagram.

- IMAGE 8 8 ONE
- Image 8, participant 1, 24 years SINGLE PRODUCT

The first quotation shows that the image was perceived as simple to interpret, which implies
on a simple design, according to Wu et al. (2016). The second quotation means that a
variation of images is preferable on Instagram to remain interested of iésitdrhe two
contradictory quotes indicate that it is important to apply a combination of both simple and

complex design (Wu, o.a., 2016) to get noticed and maintain interest from consumers.

6.4 SEMIOTICS

The pants are ni candtherpantsdre know i
too expensive and do not fit me.

- Image 1, participant 13, 24 years

You understand that it is the pants they want to sell, but it is
not the pants that captures one's attention.

- Image 1, participant 12, 21 years

IMAGE 1 8 LANDSCAPE
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As stated in the first quotation, the Levid
due to previougxperienceghe participant knew the jeans would not fit her body type.

However, there was still an interest and desimtop| or e mor e about ot het
the website. This indicates on the item being noticed (Baines & Fill, 2014) and implies on

that the product is an important attribute why the image is apprecldtedecond quote
demonstrates the simplicity tot@rpret and understand the imam®&d its message. The

participants mentioned the product was put in a relevant context and believed this image to

be preferable for sales purpose. These reflections clarify that the participants appreciate
images with no olbwus impression of being a commercial. To not be interested in images

that look like commercials reinforces previous research, which means that consumers do

not prefer when the intention to sell is too clear (Eckerwall, 2015). Below are quotes of the

participants' views on images where the intention to sell was considered too obvious.

But somewhere | imagine a person who has removed her
duvets and then 'here | have a nice top, then | have bought
flowers that | put on the bed, and a duvet in a bagthed
some productsd. For me, it is m
do this.

- Image 5, participant 10, 25 years

N OV | think it is a typical influencer image, that you have received

'.“ a lot of products that you have to advertise at the same time.

ﬂ@ e

EHUDSE | - Image 6, participant 14, 25 years
lll\IE '=ﬁ
= ~: 3% @
: 1‘. [N

IMAGE 6 & COLLAGE
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She does not even have a tennis racket [...] If she stood in a
serving pose or something, with sweat dripping or something,
it had appealed to me much more.

- Image 13, participant 14, 25 years

IMAGE 13 8 ACTIVITY

What can be interpretatirough all quotations above is that when an image looks like a
commercial and expresses a too obvious intention to sell, it is not desirable (Eckerwall,
2015).Image 5i Collage (p.®) was considered as a typical Instagram image since 90
percent of theifeed were said to consist of these types of images. Together with the other
collage (mage 6),were also interpreted as a collaboration, where the noticeable business
purpose was not appreciated. Interestingly, even though the white and pink collage was
caegorized as a common image, it was shown that it succeeded to stand out in a cluttered
environment and somehow differentiate itséthdge 5. The participants from the third

focus group reflected similar as participants in the second focus group, wkethai proof

that this image is interpreted alike, regardless of which forum it is displayed. In the last
citation it is clarified thatmage 13/ Activity just feels unnatural, due to the fact that the
woman does not actually play tennis. Participans 14 a tiseskle:realfy playing tennis?
Sheisnotevensweaty whi ch strengthen the belief of
negative attitude. The participantsd negat.
interest and desire to indicate tlla¢ intention to sell is too obvious in all these images,

which is not preferable (Eckerwall, 2015).
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This image was also considered to be a typical and boring
Instagram image. Still, it was discussed that some probably
would click on it automatically without knowing why. It may
seem interesting that the participants would click on an image
without knowingwhy, but as Evans, Jamal and Foxall (2008)
argue, individuals motivate themselves by both conscious and

unconscious decisions. This strengthens the belief that actions

can be provoked without being rationally founded (Fill &

IMAGE 16 6 SELFIE

Turnbull, 2016). Below, imagethat were desirable due to no

noticeable sales purpose are shown.

| think | would have preferred a company better which had"
more of such images that trakedd away and took photos of i ;
their products, rather than those who just took them in a
smallroom.

- Image 2, participant 1, 24 years

The quote above, shows that the participants appreciatec ;
companyb6s efforts of tryi r , fkr enti at
on InstagramSometimes, however, a total lack of an intamti®  maGEe 2 5 LANDSCAPE

sell can also lead to confusion and difficulties to find tf._

underlying meaning of image, as seen in the quotation below

(Baines & Fill, 2014).

It could as well have been a vacation image in the Alps, but | do not understand
the dog. To me it isatural to go skiing, but | do not really understand how the
dog fits in there. Because dogs do not tend to be so much in the Alps.

- Image 2, participant 14, 25 years

They definitely sell a sports brand, Fjallrdven or something like that.

- Image 2 participant 13, 24 years
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According to the first citation, it is a bit hard to understand what was being sold in this

i mage, due to the absence of products along
could have been a contributor to why the environment and destination weeé/pd as

more desirable than the clothes. Although the second quotation reflects upon that it must

be a sports brand, it was explained by the majority of participants that it was hard to see the
products, which gave a feeling that the company did neh¢hto sell a product. Another

clear pattern among the participants was that negative attitudes were created when it was
difficult to find a connection between the products or in relation to their background
(Eriksson & Gothlund, 2004).

It does nofeel like a typical commercial image, but it is more
appealing because it feels a bit more private and natural, not so
fake.

- Image 10, participant 14, 25 years

IMAGE 10 6 FASHION

In this citation, it is clarified that image gave impression of an ordinary person on a nice
summer day, dressed up to take a photo with a nice background. According to the
participants, botlimage 2i Landscape (p& and107 Fashion,created positive itudes

and emotions.

| think it is weird to have bought a new facial product and tt
| will show it and then | add a bouquet of flowers, withc
water, on the bed.

- Image 5, participant 2, 23 years

IMAGE 5 8 COLLAGE
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The white and pink collage below was believed to feel unnatural according to the
participants, and the connection of the different items, the flowers, top, facial products and
theduvets, were confusingntage 9. It emerged through the discussions thatatiributes

in this image were interpreted as individual objects at first, and then a connection between

them as a whole, were tried to be understood (Eriksson & Go6thlund, 2004).

It is clear, but it looks like they hang on a washstand or in a
bathroan. So, | do not get it.

- Image 8, participant 13, 24 years

These quotations reinforce the theory stressing the importance

that the viewer understand the attributes individually, as well
as in relation to each other (Eriksson & Géthlund, 2004). The

IMAGE 8 8 ONE SINGLE confusion in this image may be because the symbol, the
PROPET washstand, does not communicate anything relevant to the

item, the shoes (Baines & Fill, 2014).

Confusion regarding connection between products were also
reflected upon inmage 6i Collage The image was discussed

to include various shapes, which increased the difficulty to
understand the message and the purpose of the image. This
interpretation isnot quite consistent with the theory of Singh
(2006), where various shapes are said to increase the likelihood
of an intention to consider a purchase of the product. It was

IMAGE 6 - COLLAGE mentioned that the image might communicated some kind of

Val ent i ne dscauBeaoltheddaftseand, flower printseSdreflections can be

linked to trying to find the underlying meaning of the image through the item, symbol and
meaning (Baines & Fill, 2014). The item represents the actual products in this image, the
symbol comects to their design of hearts and roses intending to communicate something

about the item, and the meaning corresponds to the way the participants interpret the
message, which in this case is the i mpres:

importantfor an image to contain symbolism in order for the viewer to understand what
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