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Sammanfattning
Syftet med uppsatsen är att studera ASOS, ett online modeföretag, för att se hur interaktion
och engagemang på ASOS Instagram påverkar deras rykte samt vilka framgångsfaktorer för
att skapa interaktion och engagemang som kan bli identifierade i deras kommunikation. Med
detta syfte som utgångspunkt har följande forskningsfrågor skapats: 1.) Vilka
framgångsfaktorer för att skapa interaktion och engagemang kan bli identifierade genom
ASOS kommunikation på Instagram? 2.) Skapar engagemanget och interaktionen på
Instagram ett positivt rykte för ASOS? Dessa forskningsfrågor besvaras genom en kvantitativ
innehållsanalys där 20 av de inlägg med högst versus lägst nivå av interaktion och
engagemang analyseras. Utifrån denna metod kartlägger studien förekomsten av till exempel
motiv, tillvägagångssätt och taggningar. Uppsatsen grundar sig i ett teoretiskt ramverk
bestående av Shannon och Weavers kommunikationsmodell (1972), teorin om AIDA (Agndal
& Axelsson 2012), teorin om interaktion på social media (Maecker et al. 2016) och digital
word of mouth (Castellano & Dutot 2016).

Med stöd av ovannämnda metod och ramverk dras slutsatsen att en av de största
framgångsfaktorerna i ASOS kommunikation på Instagram är användandet av trender inom
sociala medier. Ett exempel på ytterligare en stor framgångsfaktor var unika modetrender.
Den andra forskningsfrågan nådde slutsatsen att interaktion och engagemang på Instagram
formar ett positivt rykte för ASOS, främst på grund av att en stor del av publiken engagerar
sig genom att användanda digital word of mouth då de taggar andra Instagram användare och
kommenterar något positivt.

Nyckelord: Interaktion, Engagemang, Rykte, ASOS, Instagram
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Abstract
The purpose of this study is to study ASOS, an online fashion retailer, in order to identify
success factors in creating interaction and engagement through ASOS’ Instagram
communication and to investigate if this engagement and interaction shapes ASOS reputation
positively. This purpose has been the foundation of the study’s research questions: 1.) Which
success factors can be identified in creating interaction and engagement in ASOS
communication on Instagram? 2.) Does this engagement and interaction on Instagram shape
ASOS reputation positively? The research questions is answered through a quantitative
content analysis where 20 posts with the highest versus lowest levels of interaction and
engagement was studied. This maps the occurrence of motifs, approaches and tags among
others. With the basis in the theoretical framework based on the communication model by
Shannon and Weaver (1972), the theory of AIDA (Agndal & Axelsson 2012), The social
media interaction theory (Maecker et al. 2016) and Digital word of mouth (Castellano &
Dutot 2016) the conclusion is made that interaction and engagement shapes a positive
reputation for ASOS. This mainly because of the engaging audience’s use of Digital word of
mouth when tagging other Instagram users while commenting something positive. Another
conclusion reached by the study is that social media trends are one of the largest successfactor
identified in ASOS’ communication on Instagram. Other success factors where among others
posting unique fashion trends.

Key words: Interaction, Engagement, Reputation, ASOS, Instagram
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1.0 Introduction
In this chapter, an introduction to the study is given together with key concepts and
definitions. This is followed by, the study’s problem definition, purpose, research question
and hypothesis. The chapter is concluded with an exposition of the thesis disposition.

1.1 Subject introduction
“Communication with consumers has shifted from a one-way channel where companies tell
customers what they need to know, to a dialogue where companies listen to and engage with
consumers. Companies that understand and manage this process help develop long-term
brand advocates who recommend products both online and offline” (Smith, 2009).

This shift is the starting point of this thesis. Smith (2009) discusses the profits of engaging
with consumers, but which actions increases this engagement? What makes the audience take
the step from passive to active? This study investigates ASOS, a sizeable e-commerce and its
successes and failures on the social media platform Instagram. It studies ASOS’
communication and its success factors in creating interaction, engagement and its impact on
reputation.

With this communication shift, new mediums emerges. These mediums brings new ways of
communicating. Therefore, new research questions are constantly rising. These contemporary
mediums have opened up for a more interactive communication between organisations and
consumers (Hansen & Machin 2013). Since the communication landscape for businesses has
changed, digital communication is becoming increasingly important. Therefore, it is relevant
to study how to successfully communicate and survive online. What part has interaction and
engagement in this? And if these parts are crucial, which are the biggest success factors? It is
of interest to investigate how digital word of mouth works and what effect it has on a
company’s reputation.
The goal is to study ASOS’ Instagram to see how the audience chooses to engage or interact
on their feed and how this influences their reputation, by using a quantitative content analysis.
To do this, a sub target is to create an understanding around the concept of digital word of
mouth and how it is linked with reputation.
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By using ASOS as a study subject, a major actor in e-commerce, this study will guide you
through their successes and their fails. By the end of this thesis, clarity on which factors in
ASOS communication increases interaction and engagement will be given as well as its
relevance in shaping their reputation.

1.2 Problem definition
A company’s reputation has always been essential (Fombrun & Van Riel 2004). Therefore, in
an expanding digitized world of which social media is becoming an increasing part, it is of
importance to examine the role of Instagram in reputation building. Since Instagram is a
relatively new phenomenon, more research in this field is significant to gain an understanding
of the evolvement of a medium that is moving from its original purpose of making it possible
for individuals to share pictures with their surroundings, to opening up for businesses to use
the platform by offering business accounts with analytic and ad tools (Techcrunch
[2017-01-01 15:30]).

Instagram’s global head of business and brand development, James Quarles, states that “fifty
percent of people follow a business on Instagram, and sixty percent learn about products and
services on Instagram” (Techcrunch [2017-01-01 15:30]). With this large number of potential
customers circulating on Instagram, it is of interest to investigate what communication results
in high interaction and engagement with this group. This together with the digitalization of
society (Oxford Reference 1) makes it relevant to investigate how a sizeable online fashion
retailer like ASOS chooses to communicate on Instagram and to identify which factors of this
communication increases and decreases interaction and engagement. It is also interesting to
investigate if the level of interaction and engagement is relevant for a business to work with
or not. Are the levels of interaction and engagement higher in the Instagram posts that
deliberately seek it or do the likes and comments increase in the posts that do not encourage
interaction and engagement? What relevance and role have interaction and engagement levels
in the process of building a reputation?
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1.3 Purpose
The purpose of this study is to identify success factors in creating interaction and engagement
through ASOS’ Instagram communication and to investigate if this engagement and
interaction shape ASOS reputation positively.

1.4 Hypothesis
The basic assumption in this study is based on the hypothesis that interaction and engagement
on Instagram is a source of information of how the audience perceive the company.

1.5 Research questions
-

Which success factors can be identified in creating interaction and engagement in
ASOS communication on Instagram?

-

Does this engagement and interaction on Instagram shape ASOS reputation
positively?

1.6 Key concepts and definitions
1.6.1 Instagram post
An entry published online that others can like, comment or share (Oxford Reference 5) (repost
or tag a friend in the comment field). On Instagram, a post is the picture together with the
appurtenant text.

1.6.2 Tagging
In this thesis, the concept of Instagram tagging is digitally connecting a user to a post by using
Instagram's @username function. When a user tags another user through the @username, a
notification is sent to that user notifying the person of the tag and making it possible for the
tagged user to be redirected to the post.

1.6.3 Interaction
In this thesis, the definition of interaction is when the audience likes a post, thus actively
interacting with the post. This level of interaction measures a quick unengaged approval of a
post in form of a like.
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1.6.4 Engagement
In this thesis, the definition of engagement is when the audience comments or shares a post
through tagging a friend, thus actively engaging themselves in a post.

1.7 Source selection
The sources within this thesis are primarily printed literature. The choice of using printed
literature is due to the will to use well established and known research. Some of the printed
literature have been required reading in the recent years for courses at the Institution of
Informatics and Media and therefore accepted by Uppsala University. Other printed literature
have been found with help from the librarians at Uppsala University or through independent
search within these libraries. Since this printed literature can be found at the university, the
authors ought to be acknowledged within the scientific field and the research should therefore
be approved.

Another main part of sources that are being used in this study is scientific papers. All
scientific papers have been found through Uppsala University’s library search and Google
Scholar. The database that has been mainly used is Communication & Mass Media Complete.
The search words that have been used include: Interaction, Engagement, Social Media,
Reputation and Word of mouth. Furthermore, some of the scientific papers have been found
through the references of other scientific papers. The scientific papers are partly the
foundation for some of the theories used in this study.

The electronic dictionary Oxford Dictionaries has been used when defining some of the key
concepts. Since it is one of the recommended databases at Uppsala University’s library, it has
been considered as a reliable source.

Information about ASOS and Instagram have been found on their main web pages. This is
mainly information about their developments in the form of numbers, something that has been
of importance when it comes to the background and the financial status of these companies.
Due to the size and notoriety of the companies and the fact that many people examine the
numbers, the data is considered reliable. The source where the data was selected from was on
ASOS’ main account, @ASOS, on Instagram.
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However, something that needs to be considered is ASOS’ ability to moderate their
Instagram. Considering the fact that the majority of comments was positive towards the posts,
it is a possibility that ASOS has been removing negative comments. Although, the fact that
the quantitative content analysis showed that 0.36% of the successful posts and 7.19% of the
unsuccessful posts comments were negative towards ASOS service in combination with the
fact that ASOS tend to respond to negativity implies that the forum is not being censured.

Other electronic sources within this study that are not scientific papers, have been used with
caution and a critical view.

1.8 Disposition
This thesis is divided into seven chapters. The first chapter is the introduction where the
subject introduction, problem definition, purpose, hypothesis, research questions, key concept
and definitions, source selection and the study's disposition are presented. The second chapter
is the background, which introduces the subject background and the research background.
These two chapters aims to introduce the reader to the subject and its background and current
relevance in today’s research society. The third chapter introduces the reader to the study’s
theoretical background and the applied theoretical framework aiming to clarify the starting
point and framing for the study and why these theories are of importance. Chapter four
presents the method, where the choice of method, selection and sampling, implementation and
methodological reflections, ethical considerations, restrictions and analytical framework are
discussed. This chapter aims to clarify the relevance of the chosen method for this study, the
process of collecting the data as well as to explain reflections and restrictions in the study.
This chapter also clarifies the conduction and structure the material was analysed through.
Chapter five presents the study’s results, dividing it into pictures and the posts comment
section. This chapter shows the tendencies which is explained in chapter six. Chapter six
presents the analysis and how the result is linked to the theoretical framework. Chapter seven
concludes the thesis with a recollection of the study and its conclusions as well as a discussion
on the study’s relevance and suggestions for future research. Chapter seven is followed by
sources and attachments.
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2.0 Background
This chapter starts by introducing the subject background that includes the areas of Internet
and e-commerce, Reputation online, ASOS and Instagram. Later in the chapter, the research
background is introduced including the areas of Interaction and engagement in social media
and Influence of word of mouth.

2.1 Subject background
2.1.1 Internet and e-commerce
In the 1990s, the technology changed, bringing Internet into people’s lifestyle. This
revolutionized the relationship with media and communication (Gripsrud 2011). Internet is
the fastest growing tool of communication, reaching 50 million users in only three years,
something that took radio 40 years and television 15 years (ibid). Internet has become a global
marketplace where electronic commerce (e-commerce) and online shopping are a big part of
today (Thussu 2006). In line with the changing media landscape, the relationship between the
consumers and the producers have changed as well (Praprotnik 2016). Today's audience can
interact differently, for example by commenting and making suggestions on the content,
making it a two- way communication instead of a one- way communication (ibid). In
comparison to the traditional media, two- way communication gives the audience an
increasing opportunity to influence (Coombs & Holladay 2010). This affect companies ways
of communicating and market themselves, providing new alternatives to ads in the traditional
media. With today’s easy access to information, organisations have to adjust their way of
communicating (ibid). Therefore, social media strategies can be of importance, this to
increase their brand awareness online, building and/or engaging in a community and
enhancing traffic to their social media platform or website (Oxford Reference 2).

2.1.2 Reputation online
The digitalization brought social media marketing where organisations focus on keeping a
dialogue with their customers (Oxford Reference 3). This has created new challenges for
organisations since reputation management has changed. A new concept, online reputation
management, has been formed, which is the monitoring and influencing of the audience’s
view of an organisation on Internet. With this, the importance of encouraging consumer
engagement has increased as well as the importance of responding positively to criticism and
11

monitoring conversations about brands (Oxford Reference 3). This goes in line with online
presence, which is how an organisation is represented on the Internet, counting both how they
represent themselves but as well how others refer to them (Oxford Reference 4).
2.1.3 ASOS
ASOS is the biggest fashion e-commerce in the UK (ASOS 1). Its leading position makes it a
relevant subject to study due to its success in the digital arena. Since ASOS has no physical
means of communication, it has to conduct all of its communication online. The phenomenon,
of only existing on the Internet, is an interesting aspect since it differs from the traditional
fashion stores where customers can go to a physical store.

ASOS (originally As Seen On Screen) was founded in June 2000 (ASOS 2). The corporation
acts in the fashion business as a webshop which provides women’s and men's clothing,
accessories, footwear, beauty and jewellery at affordable prices (ASOS 3). It is a
multinational corporation that ships to 231 countries and territories (ASOS 4). The
corporation defines their target group as “the twenty-somethings fashion-lover: an avid
consumer and communicator who is inspired by friends, celebrities and the media.” and
expresses their aim to understand their target group so they can be able to “join their
conversation and offer them the fashion they want.”(ASOS 5). To be able to reach this goal,
ASOS communicates through their website ASOS.com, Instagram (where they has 15 sub
accounts), a “new in” app, mobile news website, ‘ASOS Likes’, ASOS Marketplace, ASOS
MAGAZINE, Facebook, Twitter, Google+, Pinterest, Youtube and Tumblr (ASOS 6). From
its start in 2000, the corporation has gone from a gross profit of £2.2m to a gross profit of
£722.2m in 2016 (ASOS 4), which is a growth in gross profit of £720m.

2.1.4 Instagram
Instagram is a social media platform that is concentrated around visual storytelling (Instagram
1) through pictures and videos but also with the possibility to write an appurtenant text to its
picture. It was launched in October 2010, and in December, after 3 months, it reached 1
million users (Instagram 2). Since 2010, Instagram has kept developing and in 2012, it was
purchased by Facebook. Since then, further development has included, for example, the
adding of sponsored videos and photos in the user's feed. This was introduced in October of
12

2013 (Instagram 2). The developments have created new opportunities for organisations to
show and market themselves on this relatively new application.

Today, almost six years after its launch, Instagram has reached over 600 million monthly
active users in the world (Instagram 3). In the first half of 2014, the most frequent users of
Instagram were between 16-24 years old (Statista 1). This age group stood for 41% of the
Instagram users, followed by the age group of 25-34, which represented 35% of the users
(Statista 1). These statistics indicate the relevance of the chosen medium. Since ASOS’ target
group, age wise, is specified as twenty-somethings, it is highly relevant to examine Instagram,
as 76% of its users are in the preferred age group. In comparison, looking at Facebook, during
the last quarter of 2014, 53% of its users were between 16 and 34 years old. (Statista 2). In
regard to this comparison, Instagram is identified as the most relevant medium to investigate
since this is where ASOS’ target group is located. This in combination with the platforms
uniqueness in image communication makes it a relevant subject. Instagram’s relevance in this
study is also founded by the fact that it serves as ASOS’ most followed social media with 5,3
million followers [2017-01-02 11:35] in comparison to Facebook with 4,5 million followers
(ASOS Facebook 2017-01-02 11:37), Twitter with 1.01 million followers (ASOS Twitter
2017-01-02 11:37), Gmail+ with 2,4 million followers (ASOS Gmail+ 2017-01-02 11:38),
Pinterest with 544 thousand followers (ASOS Pinterest 2017-01-02 11:39) and Youtube with
73 694 thousand subscribers (ASOS Youtube 2017-01-02 11:39) (Tumblrs followers are
hidden).

2.2 Research background
2.2.1 Interaction and engagement in Social media
Interaction and engagement on Instagram and its connection to reputation is a fairly
unexplored field, communication wise. Earlier research have examined engagements effect on
the perception of the medium offering the service, in this case Facebook, using a literature
review and exploratory qualitative research interviewing ten subjects (Hollebeek et. al, 2014).
Hollebeek et al. (2014) investigates “consumer brand engagement” dividing it into three
dimensions; cognitive processing, affection and activation. Moreover, the study's main
difference from this study is the focus area, where they focus on explaining the nature and
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different dimensions of engagement rather than concretely giving examples of success factors
as well as investigating the connection to reputation.

Another study investigates how Smirnoff and General pants communicate on Instagram. The
researchers focused on the audience's use of two specific brand related hashtags and the
containment of the pictures under these hashtags (Carah & Shaul 2015). This is the major
difference, that this study investigates how the audience engages by posting their own photos
through a hashtag, rather than in this study where the audience interaction and engagement is
analysed through comments. Carah and Shaul’s (2015) study also investigates how Instagram
as a medium works, investigating how for example algorithm modes of control interrelate,
something that this study does not. Carah and Shaul’s (2015) study also investigated how
brands harness the audience's capacity to produce images and share them on Instagram.
However Carah and Shaul’s (2015) study lacks the connection the engagement has on the
company's reputation something that this study investigates.

Kaplan and Haenlein (2010) study focuses on why social media should be used and which
social media businesses should choose. In the study, engagement and interaction are given as
reasons to use Social media without explaining its purpose in detail. For example, five
pinpoints of using social media are given where interaction and engagement are mentioned in
four of these pinpoints. Mentioning interaction and engagement as for example “[...]direct
end-consumer contact at relatively low cost[...]” hence remarking on its benefits rather than
its effect. This gap is in part filled by this study, by identifying the relevance of working with
engagement and interaction for organisations’ reputation as well as by giving indications
towards which factors create interaction and engagement.
2.2.2 Influence of Word of mouth
Word of mouth (WOM) is a well researched area. Baker, Donthu and Kumar (2016) are some
of the researchers that have studied this concept. They have studied the effect WOM has on
individuals’ behavioral intentions. Their study focused on the different effects that positive,
negative and mixed WOM have. Their research has concluded that positive and negative
WOM differs in terms of the effect. Positive WOM had the largest effect for retransmission
intentions whereas negative WOM had the largest effect for purchase intentions.
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Another finding by Baker, Donthu and Kumar (2016) is the difference between online and
offline retransmission intentions. Because of the simplicity of sharing WOM online, a normal
presumption is that this leads to a more frequent retransmission. However, this study finds the
opposite: offline WOM conversations lead to higher retransmission intentions.

A restriction in the study is that they investigate conversations online and offline instead of
looking at, for example, a retweet on Twitter or, as this study examines, a comment on
Instagram. With this, it differentiates itself from this study since it can not be applied on the
social media platform Instagram. This is making it possible to identify a knowledge gap.
Since DWOM on Instagram is not as explored as WOM, this study aims to fill a part of this
knowledge gap.
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3.0 Theory
This chapter includes a presentation of Shannon and Weaver’s model of communication, the
AIDA model (Agndal & Axelsson 2012), the Social media Interaction theory (Maecker et al.
2016) and the theory of Digital Word of Mouth (Castellano & Dutot 2016). The presentation
of these theories serves as a background for the theoretical framework later presented in this
chapter.

3.1 Theoretical background
3.1.1 Shannon and Weaver's (1972) model of communication
This model describes communication in seven parts: Information source → encoded message
→ medium/transmitter → decoding message → receiver→ destination. It is also
complemented with noise (Shannon & Weaver 1972). The information source is the person or
organisation who intends to communicate a desired message. This intended message is
encoded by the person or organisation with their concept of the world, therefore the message
is formed with an intention based on these concepts. The message is later transmitted through
a medium, to be received and decoded by the receiver. The receiver decodes the message with
their individual concept of their surroundings, therefore, the message might not be interpreted
in the same way as it was intended by the sender (Shannon & Weaver 1972). Complementing
this process is the concept of noise, disturbances in the receivement of the message (Shannon
& Weaver 1972) from for example the surroundings. To contextualize; for example receiving
a text message disturbs the receiver in the process of viewing a picture on Instagram and
might change the course of thoughts created by the picture.

.
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The model by Shannon and Weaver has been criticised for its linear way of explaining
communication as well as its lack of feedback (McQuail & Windahl 1993), giving the
receiver a passive role and suggesting that the communication process is one-way rather than
two-way.

However, the choice of using this model, even though it is aged and flawed, is because of its
clear structure in communicating a message through a medium hence the technical
background to communication through a medium. Since this study, in part, examines ASOS’
use of the medium Instagram, it is important to get an understanding of the process in which
the message is formed and transmitted to the user. However, it is well known within this study
that the model is lacking because its linearity. This however is made less significant in the
study’s adaption of the model due to the combination of theories (presented below) which
adds dimensions the original model was lacking.

3.1.2 A-I-D-A
Agndal and Axelsson (2012) presents the concept of AIDA, which is a theory of
communication that was invented by Elmo Lewis in 1898. They state that it is originally a
model of the acceptance and buying process by customers. Its four stages consists of
Attention, Interest, Desire and Action and these shows the stages the customer follows when
purchasing a product or service. Even though it was introduced 1898, this model is still
relevant and it is frequently used today, especially when it comes to formulating marketing
strategies. Research by Hassan et. al (2014) shows that it can be applied in the context of
digital marketing since the basis is still the same. They mean that products still need to reach
the user's attention and users still need to show interest and desire in the products.

However, to apply the model to the Internet can be problematic since it is not as likely for
prospective customers to find the advertises on Internet as it is was in traditional media
(Hassan et. al 2014). Although, this problem can be avoided within this study since it studies
Instagram, a platform where users normally chooses to “follow” a company and therefore
chooses to receive the company’s ads in their feed.
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Combining an older model with a new medium might be problematic, especially since there is
not much research within this field yet. However, there is research that shows that it is still
applicable (Hassan et. al 2014). Thus, in order to decrease the potential risk with using an
older model, this study combines this model with modern theories as well to limit the
restrictions.

The first stage (A) starts when the customer pays attention to a new product/service or
becomes aware of it. In the second stage, (I), the customer develops an interest which leads to
interest in finding out more about the product/service. In this stage, the customers assess
whether or not the product or service meets their needs or expectations. During the third stage,
(D), the customers feel a desire towards the product/service since it meets their needs, wants
and interests. The fourth stage, (a), is when the customers take action or not. The action can
for example be deciding to purchase the product/service or the action can take another form
(Agndal & Axelsson, 2012).

3.1.3 Social media Interaction
Maecker et. al (2016) discuss the role of customer interaction in social media and which affect
this interaction has on the relationship between the organisation and the customer. Based on
three empirical studies performed on mobile phone providers, they studied if customers’
interaction with an organisation made them more profitable. Interacting in this case means for
instance commenting on the organisations’ social media.

One discussed aspect is the effect interaction has on other customers. Social media contributes
to a phenomenon where customers can share and take part in others’ experiences through, for
example, reviews and likes (Hennig-Thurau et al. 2004, 2015). This contributes to forming an
individual opinion based on others’ opinions of the product or service (Schau et al. 2009).
Maecker et al. (2016) applies Dichter’s (1966) word of mouth where customer receives the
information about products from sources that they find trustworthy in their social network.
Maecker et. al (2016) state that it can be applied to social media, which is a contemporary
social network. The concept opens up to share both the customers’ positive and negative
experiences (Hennig-Thurau et al. 2004). This interaction helps form prospective customers’
attitudes towards the brand (Downing et al. 1992; Morwitz et al. 1993).
18

The results of Maecker et al. (2016) show that the risk of agitation is reduced when customers
interact with the organisation’s social media as well as it increases the loyalty towards the
organisation. This positive effect is due to the relationship the interaction creates between the
customer and the brand. By interacting openly on the organisations social media, a
community that revolves around the brand is created (McAlexander et al. 2002; Muniz and
O’Guinn 2001). Research shows that interaction of positive word of mouth increases the
social identification and the commitment towards the brand. It also increases brand
community which leads to a higher customer retention (Brodie et al. 2013). Research by
Maecker et al. (2016) show a correlation between customers’ social media interaction and a
longer customer lifetime as well as a higher likelihood of upgrading their customer
relationship.

3.1.4 Digital word of mouth
Word of mouth is crucial when it comes to changing behaviour and attitudes towards services
or products according to Katz and Lazarsfeld (1955). They indicate that the primary group,
such as families, friends etc., have a strong impact on individuals. This because people tend to
influence each other's opinions and adopt the thinking habits of a group. Therefore, it implies
that WOM has a strong impact when originating from the primary group.

Due to the contemporary digital society, a new form of WOM has developed, something
Hennig-Thurau et al. (2004:39) defines as “any positive or negative statement made by
potential, actual, or former customers about a product or company, which is made available to
a multitude of people and institutions via the Internet”. In this thesis, it is referred to as Digital
Word Of Mouth (DWOM).

E-reputation is “the reflection of the image that Internet users have of a company or an
individual, based on what others say about the company or the individual.” (Frochot &
Molinaro 2008). E-reputation in this thesis will be referred to as reputation since the study
object only exists online. Castellano and Dutot (2016) argue in their research for a correlation
between DWOM and reputation. Moreover, they contend that reputation is more than just
online reputation. Their research show that there are three main influencers regarding
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reputation: tie strength, valence and the degree of influence (Castellano & Dutot 2016). Thus,
in order to influence e-reputation when communicating online, it is of importance that the
bond between the ones communicating is strong because as a result, more emphasis will be
placed on the exchanged information. This goes hand in hand with what Katz and Lazarsfeld
(1955) say about the primary group having a strong impact. Moreover, giving a positive
review, for example in the form of a comment, mostly generates positive influence which
Castellano and Dutot (2016) indicate can lead to higher reputation. Further, they argue that
social influence can have an impact on the customer’s decision-making. When individuals are
asking for help when thinking about buying a product and they receive an answer from
another user with strong ties to them, this has a positive influence on their perception of the
organisation’s reputation.

Cordell et. al (2013) argue that people are more likely to remember and share stories if they
can relate to them, thus becoming more personal. In line with what Castellano and Dutot
(2016) are saying, Cordell et. al (2013) also state that WOM has a stronger impact if it
originates from a person who you have strong ties to. In combination with this, it also has a
bigger impact if the person is very passionate about the subject. Furthermore, Cordell et. al
(2013) state that the reasons differ when it comes to sharing online and offline. Since
face-to-face conversations tend to be more intimate, emotions are the main reason why people
use WOM offline. Online however, since everyone can take part in the conversations, WOM
is often used as a way to “broadcast” to people and socially signal our uniqueness. Also,
factual and functional information, interesting products and shared passions are reasons why
people share online. Another reason is disrupted schemas, meaning something that does not
fit into people’s pre-existing schemas. As a result, people are forced to stop and think and
they are forced to talk about it. Thus, telling surprising, interesting and awe-inspiring stories
and finding a shared passion triggers DWOM (Cordell et al. 2013).

The reasons for DWOM are broadcasting the uniqueness of themselves, interesting products,
factual and functional information, shared passion and things that disrupts people’s
pre-existing schemas. Thus, these are the relevant aspects deciding whether the receiver is
going to use DWOM or not. The receiver's decision to engage with DWOM will affect the
company’s reputation, depending on whether the engagement occurs with strangers or
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someone in their circle of friends or family. If DWOM is in the form of a positive comment,
the reputation of the company can be affected positively. Similarly, a negative comment can
influence the company’s reputation negatively.

3.2 The theoretical framework
To achieve a theoretical framework applicable to this study, the four theories above have been
combined. Shannon and Weaver’s (1972) well established communication model serves as a
foundation for creating an understanding of the technical process of producing a message
from the sender, going through a medium, to a receiver. Not having this process included as a
base structure in the model would mean losing the process of encoding and decoding. If not
realising that a decoding of ASOS’ message will be done by the receivers, the result can be
inaccurate. Combining this model with the AIDA theory, the process of the audience's
reaction when faced with a post is treated. This theory is of importance in order to understand
what makes the audience interact or engage and what does not, something that is essential for
the aim of this study. If missing this part, the study can not connect what makes the audience
take action. Furthermore, linking AIDA and the stage of action with DWOM results in a
deeper understanding of both what makes the audience engage through DWOM and the
impact of this. In combination with the theory of Social Media Interaction, a correlation
between the audience step of action, DWOM and its impact on a company’s reputation can be
seen. By combining classic theories of communication with developed contemporary theories
about social media, the thesis has a modern focus that works towards filling the knowledge
gap within this area. This because of the study’s focus on interaction and engagement creation
and its part in shaping reputation.

The creation of this theoretical framework resulted in a theory that is adaptable in order to
investigate interaction and engagement towards an e-commerce on Instagram.

When putting this framework in a critical perspective, one part that is possible to view
critically is using a new combination of models and theories that has not yet been carefully
tested through several studies. Using an own-designed theoretical framework follows with a
risk and it is important to keep it in mind when reading this study. However, this framework
is a combination of classic, well-tested theories and models that as well have been tested
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within this contemporary society in previous research together with modern theories. Thus,
the aim is to create a new framework suiting the digital communication today that can be
further developed if necessary and further tested through research.

The structure of the framework is based on Shannon and Weaver’s (1972) communication
model which describes the fundamentals of communication with five steps. The
Communicator transmits its message in a medium towards a receiver that results in an effect.
The framework however adds a few dimensions.

The first added dimension is the AIDA model which is incorporated in how the receiver
understands and encodes the message. This implementation of AIDA describes the stages a
customer goes through when facing a post on Instagram. The first step is when the post draws
the receivers attention or makes the receiver aware of the content in the post. Secondly, the
customer is becoming interested in the content in the post. Thereafter, a desire is being created
whereas the customer feels the want or need for the product/service. Lastly, if the receiver
goes through all three stages, the receiver can take action towards the post. This framework
implements the action as interacting or engaging with the post. If the engagement includes
tagging another Instagram user, DWOM is achieved. DWOM has, according to Katz and
Lazarsfeld (1955) as well as Castellano and Dutot (2016), a stronger impact if it is
communicated from someone from the primary group, such as friends, families et cetera. It is
this DWOM that influences the reputation (Castellano & Dutot 2016).

Thus, to clarify the process; In order for a customer to use DWOM in a positive way on
Instagram, the customer has to be aware of the post. It has to attract attention and the post has
to create an interest. If an interest is created, a desire can be aroused and if the receiver
decides to take action, interaction or engagement is created, which can impact the company’s
reputation.

The framework describes three possible scenarios the receiver might take when coming into
contact with a post. Whether the receiver takes action by interacting or engaging with the post
or scrolls past the post without acknowledging it defines if the post will affect the reputation.
Maecker et. al (2016) state that interaction and engagement on social media creates a
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relationship between the organisation and the customer (Maecker et al.’s, 2016). With this, it
also creates a community that revolves around the brand (McAlexander et al. 2002; Muniz
and O’Guinn 2001). Moreover, a positive DWOM also increases the social identification and
the commitment towards the brand as well as it increases the brand community which leads to
a higher customer retention (Brodie et al. 2013). Therefore, returning to the crossroad where
the receiver decides whether to engage with the account or not, the organisation has a prime
opportunity in creating a relationship and communicating a positive approach towards the
receiver. This enables the possibility that the engaging receiver might spread the word of its
relationship with the organisation, positive or negative. The communication of this
relationship, DWOM, is reached in the Action part of AIDA if the receiver tags another user.
DWOM occurs for example because users want to assert themselves and show their “social
uniqueness”, or because users have a shared passion hence the receiver taking the action of
tagging another user. Tagging and the use of DWOM has a strong influence on the perception
of the company and can affect reputation. This is because positive WOM increases the social
identification and the commitment towards the brand whereas a negative WOM creates the
opposite (Brodie et al. 2013). However, if the intended receiver scrolls past the post, this
relationship cannot take place.

The option of the receiver interacting with the post instead of engaging with the post, but
“likes” it, giving the post an approval. The like is a non-active interaction, meaning not much
effort is needed to perform it. The like acknowledges and approves of the post but does not
necessarily lead to DWOM since the receivers followers have to go to greater lengths to find
what the original receiver has liked.
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4.0 Method
In this chapter, an introduction to the study's research design is given together with the choice
of method, implementation and the study's selection and sampling. The chapter starts with
research design then moving on to choice of method, selection and sampling, implementation,
methodological reflections, ethical considerations and restrictions ending in presenting the
analytical framework.

4.1 Research design
The thesis is written from a critical realist perspective. This means that ontologically this
thesis adopts the perspective that there is an objective reality but there is also a social
construction of this reality which is ever-changing (Alvesson & Sköldberg 2008). This thesis
makes the epistemological assumption that empirical studies can come near the objective truth
(Esaiasson et. al 2012) but that empirical research is not flawless and is still affected by the
scientists own socially constructed view and therefore, a critical mindset is vital (Alvesson &
Sköldberg 2008). In relation to this paradigm, a quantitative research tradition has been
implemented. This has been done in order to be able to collect a large amount of data to do a
correlation study on the content in the medium Instagram. The data collection has been
accomplished through a quantitative content analysis where ASOS’ main account on
Instagram, @ASOS, has been examined. During a timeframe of three months, the pictures
and comments of the 20 posts with the highest versus lowest amount of likes and comments
have been analysed with a code scheme.

4.2 Choice of method
This study implements the quantitative content analysis method. This method can be traced
back to the 17th century when systematic analysis of text appeared in the investigating
pursuits made by the 17th century church (Krippendorff 2004). The chosen medium,
Instagram, has more than 95 million posts per day (Instagram 2) and the chosen channel
ASOS posts around 1-2 posts per day. These statistics present the relevance of using
quantitative content analysis in this study. Because of its large amount of data it is more
plausible to find patterns in the collected posts that are analysed.
Hansen and Machin (2013) defines the purpose of a quantitative content analysis as “to
identify and count the occurrence of specified characteristics or dimensions of texts, and,
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through this be able to say something about the messages, images, representations of such
texts and their wider social significance.”. By this definition, the quantitative content analysis
is a proper choice to identify and analyse the level of interaction and engagement, which
serves in achieving the thesis purpose.

4.3 Selection and sampling
4.3.1 Selection of company
A selection made in this study is to investigate a company that is Internet based, which means
that it has no permanent physical stores and therefore has no display windows to market itself
through. This means that the store has to fully rely on digital marketing, occasional magazine
ads and billboards, and on the online shoppers and their digital channels. ASOS is an Internet
based company which makes them interesting since they have to put their focus on digital
marketing. It is also an international company based in Great Britain (ASOS 1) and they ship
to 231 countries and territories (ASOS 2). ASOS’ main Instagram account @ASOS has 5.3
million followers [Instagram @ASOS, 2017-01-02 11:35]. Its international digital basis
together with their high amount of followers on Instagram makes the company relevant for
this thesis. The company is both well established and well known which also serves the
purpose of this thesis when examining the effect engagement has on their reputation.

4.3.2 Selection of medium
The decision of selecting Instagram as the social media platform to be analysed is partly due
to its popularity. Since Instagram has over 600 million monthly active users in the world
(Instagram 2) and the age that most frequently use Instagram throughout the world is between
16-24 years old (Statista 1) makes Instagram an interesting object to study since this is ASOS’
target group. Another reason for choosing Instagram is because it is ASOS’ biggest social
media platform as per the amount of followers. The fact that Instagram is a phenomenon that
is relatively unexplored in research serves as a motivation in the selection of this social media
platform. The aim is for this study to contribute to bringing more knowledge to this field.

4.3.3 Selection of data
ASOS has 15 Instagram accounts with different focuses but for the purposes of this study
only their primary Instagram account @asos, has been examined. This account has the highest
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amount of followers and by not having a special focus, it targets all of their target groups and
therefore serves to provide a representative image of ASOS communication on Instagram.

The choice of analysing posts from three different months is to obtain sufficient material and
to also collect a variation of material. Limiting our analysis to posts over a period of one to
two months can pose difficulty in grasping a broad overview. The chosen time frame spanned
from 1th of July to the 30th of September of 2016, which resulted in a total of 317 posts. This
selection was made in order to have new material to operate with, without the risk of having
posts that have not been available for the audience long enough for them to interact or engage.
By analysing material that has been uploaded on Instagram for at least a month, the aim is to
minimise the likelihood of users commenting or liking the material in hindsight as well as it
can increasing the chance for all the posts to achieve a representational amount of likes and
comments for ASOS. When the selection was made, another aspect that was considered was
to choose three months that do not all span the summer since the posted material can differ
from the rest of the year (Nilsson 2012).

To increase the possibility of identifying a pattern in ASOS’ communication as well as the
customer’s interaction and engagement, the study was performed three months in a row. If the
quantitative content analysis would be executed with longer time gaps between the material,
there could be a difference in the communication that could make the result inaccurate.
Instead, the purpose of studying content from three recent months is to get a result that can be
in concurrence with today’s communication.

After establishing the type of account and timeframe, a strategical selection of the material
was made. A strategic selection makes it possible to choose the most relevant data for the
thesis (Esaiasson et. al 2012). The data selected was made up of the ten posts with the least
amount of likes and comments and the ten posts with the most amount of likes and comments
from the three month period (see Attachment 3). The selection of 20 posts were to have
sufficient data for this study to be relevant without risking the selection of an overwhelming
amount of data. The posts with low amount of likes and comments had a maximum of 13602
likes and 52 comments. The posts with a high amount of likes and comments had a minimum
of 44305 likes and 1145 comments. The posts which included a video were excluded from the
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study. The reasoning behind this selection is that the analysed material should aim to be as
comparable as possible to be able to make assumptions on the same basis.

Choosing to make the selection strategically makes the results less representative and proves
more difficult to form generalisations (Esaiasson et al. 2012). However, arguments can be
made that although the results are not representative of the population, it is possible to find
common factors and analytically bind them to a theory which can then be used or expected to
represent other similar cases (Esaiasson et. al 2012). The results can also be seen as
representative in regards to which posts receive a higher versus a lower amount of interaction
and engagement and as the medium consists of 76% of ASOS’ target group. However, since
this study has a limited time frame of three months, the results might be less representative.

4.4 Implementation and methodological reflections
The 20 selected posts was recorded as a screenshot in the Instagram app [2016-11-09 2016-11-25] and the observed statistics are the ones that were analysed. To screenshot and
save the individual posts are of importance due to the uncertainty of data persisting on the
Internet (Nilsson 2012). A code scheme was constructed, which served as the foundation for
the analysis of the Instagram posts. Since the results have worked as a foundation for an
analysis and conclusion of which sort of posts generates a higher and a lower interaction and
why this is, it was of importance to construct the code scheme in correlation with the research
questions. Therefore, it was constructed using seven themes that will be further defined in the
analytical framework.

Since the collected data is the foundation for the reflection, analysis and conclusion, it is of
importance that this data is reliable (Krippendorff 2004). It is therefore essential that the data
has been treated with all possible precautions against biases and distortions. Moreover, a
definition of a research procedure that is reliable according to Krippendorff (2004), is when it
responds to the same phenomenon in the same way regardless of the circumstances of its
implementation. Furthermore, Krippendorff (2004) argues that there are three manifestations
of reliability: stability, reproducibility and accuracy whereby reproducibility is the strongest.
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One method to assure reliability in the study is to perform a reliability test (Krippendorff
2004). This can for example be done by using several researchers with diverse personalities.
In this study, the coding was performed by two coders with diverse personalities, therefore
increasing the reliability. Due to the study's short time limit, the data was divided between the
two coders. However, in order to test the reliability, a test was done where a separate post was
coded by both coders. The coding was executed separately and the result was compared
afterwards. Since the result showed a similarity higher than 90%, it is considered accurate
(Berger 2011).

The coders will be the ones constructing the code scheme, which can be problematic since
there is a risk of inaccuracy in the results due to distortion. This can be improved in future
research. In order to minimise this issue and work towards reproducibility, it is important that
the code scheme contains classifications of the items being measured in combination with
operational definitions of these activities (Berger 2011). This will facilitate future researchers
when duplicating this study.

Since every individual view the world differently, the researchers have to take their own
perceptions of reality into consideration and their influence upon the thesis (Alvesson &
Sköldberg 2008). This means that the researchers have to be critical of their own empirical
results and not take its representation of reality for granted but rather look for its flaws and
embrace those (Alvesson & Sköldberg, 2008). To be critical of both the empirical material
and the interpretation of it means also taking the necessary precautions in order to avoid
tainting the text with personal opinions and pre-existing notions. By being aware of this issue,
the risk of this can be minimised. Also the word “we” will be eliminated in order to avoid
being visible in the text.

According to Åsa Nilsson (2012), an important aspect when it comes to conducting the
quantitative content analysis is to keep it within the frames of the research questions,
something that will work as a guidance through the method. Formulating research questions
that are in line with the variables that are being measured is of importance for the validity
(Berger 2011). If the study measures what it claims to be measuring, it is considered valid and
validation is of importance in order to take the results of scientific research seriously (ibid).
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Sköldberg and Alvesson (2008) discusses the concept of abductive research. It proceeds from
empirical facts but keeps a theoretical pre-understanding . This way of conducting research
correspond with the way that research is actually performed, decreasing the risk of limiting
the research (ibid). Since the study proceeds from empirics but uses already existing theories
as a source of inspiration in order to understand patterns, an abductive approach will be used
in this thesis.

After collecting the data from the quantitative content analysis, a compilation was conducted
to investigate if a pattern in ASOS’ Instagram posts could be identified. To get a clear
overview of which questions in the code scheme had a higher frequency, a percentage
calculation was made. The sum of all comments for each code was divided by the total
amount of all comments. This calculation was made separately, once for the posts with the
higher amount of likes and comments and once for the posts with the lower amount of likes
and comments. The posts with the highest amount of likes and comments had a total of 14347
comments and the lower amount of likes and comments had a total of 278 comments.

For an example, here is the calculation of the result of code 8.2 in the highest amount of likes
and comments: the total amount of comments in code 8.2 are 5081, which is divided by the
total amount of comments for all codes, which is 14347:

5081 ÷ 14347 ≈ 0.354151 = 35.42%.

Henceforth, the posts with the highest amount of likes and comments will as well be called
the successful posts and the posts with the lowest amount of likes and comments will as well
be called the unsuccessful posts. The successful posts had a total of 588 713 likes and, as
mentioned above, 14347 comments whilst the unsuccessful posts total amount of likes was
122 678 and, as previously mentioned, 278 comments. Moreover, in the successful posts, the
highest amount of comments on a post was 4815 and the lowest was 1146. In the unsuccessful
posts, the highest amount of comments was 44 and the lowest was 19. The amount of lost data
due to the comments in other languages than Swedish and English was 2269 comments in the
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high interaction and engagement posts (The successful) and 39 comments in the low
interaction and engagement posts (The unsuccessful).

4.5 Ethical considerations
AOIR Ethics Committee (2012) introduces some fundamentals to an ethical approach to
internet research (Markham 2012). Among these are guidelines, one states that the greater the
vulnerability of the subject, the greater is the obligation to protect it. Another states that when
a researcher makes ethical decisions, she has to balance the rights of subjects to the benefits of
the research. Examining this study using these guidelines, a conclusion can be that the
vulnerability of ASOS and the engaging individuals is low. ASOS is an international public
company which should be transparent and sturdy enough to handle being examined which
implies that it has a low vulnerability. Since the vulnerability of the engaging audience is low,
the benefits of the research outweigh the need to ethically remove data from the study.

The only phase where individuals could be distinguished is when studying the comments to
the posts but since no names or specific individuals will be discussed in the thesis, there
should be no problem with this ethic aspect. The Swedish law “Personuppgiftslagen” (The
personal information law) states that sensitive personal information is allowed to be processed
as long as the individual has left a clear approval which is given if the individual has
promulgated the information. Since the individuals have published their information on a
public forum, it is within the law to process this data (SFS 1998: 204).

4.6 Restrictions
A restriction of the coding of the material is the comments that are not in swedish nor in
english. These are marked as "loss of data" as without a complete understanding of a
language, the results could be askew. Even using a translating program could lead to an
uncertain result due to faults in the programs. Another relevant obstacle for not translating
these comments is the short time frame of this study.

Another aspect that can be a restriction is the problematic nature of correctly interpreting the
comments that are being studied. For example, emojis may be used differently and there is a
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risk of irony among the comments that can be difficult to identify and, therefore, the result
might contain inaccuracies.

A third aspect is that high interaction and engagement can be the result of factors other than
ASOS’ own communication, for example if the posts have been reposted in another big
community. Due to lack of resources it will not be examined, instead only an acknowledge of
this possibility is made.

The resources available in the writing this thesis affect the outcome of this study regarding the
extent of material employed. The budget for the thesis is a fund of 0 SEK. If the fund had
been extended, help could have been hired to collect the data and therefore a larger amount of
material would had been manageable. The time resources for this thesis was a time frame of
eight weeks. This short period of time limits the amount of data that could had been collected
and analysed. If the thesis had had an extended time frame, more material could had been
collected which could had resulted in a more extensive and nuanced analysis. This as a larger
amount of data gives a wider foundation on which assumptions and conclusions can be based
on.

4.7 Analytical framework
The study's first research question, “Which success factors in creating interaction and
engagement can be identified in ASOS communication on Instagram?” acts as the first
research area of the study, and is based primarily in the first part of the theoretical framework,
where AIDA defines the process towards interaction and engagement. The definition of
interaction versus engagement has a great part in the first research area, because it defines the
action towards the post. The study’s search for what creates interaction and engagement
resulted in a code scheme designed to investigate how many reacted to it by engaging in
different ways. Did they engage by only commenting something positive or negative or did
they also tag another user? The latter is the operationalisation of digital word of mouth from
the theoretical framework.

Identifying the success factors were also operationalised in variables that examined the
content of the posts. These variables were thematized in seven themes to identify how ASOS
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communicated and to identify which of these themes, and what part of these themes, created
the most interaction and engagement. The themes were based on the act of seeking
interaction, the use of people, the use of brand, use of ASOS’ own brand and image, ASOS’
identity traits, tone of message and use of hashtags. These themes were designed from identity
factors seen in ASOS’ communication, both on Instagram and their webpage, as well as the
theoretical framework and the use of the features Instagram offer (for example hashtagging or
tagging). The codes were also designed to examine if the posts had for example a functional
or emotional approach. These themes show what creates interaction and engagement and what
does not, which results in identifying success factors in ASOS’ communication on Instagram.

The second research area is based on attaching one of the labels: positive, negative or
indefinable, to each comment. The second research question is based on this labeling of
comments. Interaction and engagements effect is examined in the second part of the
theoretical framework, starting at the digital word of mouth and ending in the feedback
received by the company, the feedback serving as the reputation. By applying the analytical
framework, the effects interaction and engagement have on ASOS’ reputation can be
identified.
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5.0 Result
This chapter presents the results of the collected data. The results of the pictures are divided
into the seven themes presented in the analytical framework; ASOS seeking interaction, Use
of people, Use of brands, Own brand/image, ASOS identity traits, Tone of message and
Hashtags. Thereafter, the results of the posts comments are presented.

In the presentation of the result, there will be a division between the posts with the high level
of interaction and engagement (the successful posts) and the posts with the low level of
amount of interaction and engagement (the unsuccessful posts). After each result, the code
referring to the code scheme will be shown, for example (1.1).

5.1 Pictures
5.1.1 ASOS seeking interaction (Code 1)
5.1.1.1 Presentation of the code 1
1.1 Is there a question asked in the picture?
1.2 Is there a question asked in the text?
1.3 Is there an exhortation in the picture?
1.4 Is there an exhortation in the text? Example: Buy this dress now
1.5 Is there a competition?
1.6 Is there an incentive to submit content in a competition?
1.7 Is there an incentive to submit the content. Example: Share this post with your friends
1.8 Is there a reward or some kind of recognition for submitting content?
1.9 Do they offer deals or discounts in exchange for something? Example: Sign up for our newsletter
and get 10% off
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5.1.1.2 Presentation of the result from code 1

Figure 1. This graph shows the way ASOS seek interaction in their successful versus their
unsuccessful posts.

As seen in Figure 1, the successful posts with high interaction and engagement contained one
picture where a question was posted in the picture (1.1) and two posts contained a question in
the text (1.2) . The successful material had 0 occurrence of the codes 1.3 through 1.9.
Therefore it did not contain any form of exhortation, competition, incentive or recognition to
post or submit content as well as no deals or discounts in exchange for something. Figure 1
also demonstrates the unsuccessful posts with low interaction and engagement rates of which
six posts contained an exhortation in the text (1.4) and two posts with a competition in the text
(1.5). One of the unsuccessful posts contained an incentive for the audience to submit content
(1.7). The same post also contained a reward or some kind of recognition for submitting
content (1.8). However, these posts did not contain an exhortation in the picture (1.3). Neither
was there a question asked in the picture (1.1) nor in the text (1.2). Nor was there an incentive
to submit content due to a competition (1.6) or an offer of deals or discounts in exchange for
something, like submitting the content (1.9).
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5.1.2 Use of people (Code 2)
5.1.2.1 Presentation of the code
2.1 Is there an influencer in the picture?
Definition: Someone who due to their popularity, reputation or expertise influences
opinions of others within a field (Oxford Reference 6). In this thesis, the concept of
influencer is referred to those within the fashion industry and has over 30 000
followers on Instagram.
2.2 Is there an influencer in the center of the picture?
2.3 Is there an influencer tagged in the picture without beeing seen in the picture?
2.4 Is there an influencer tagged in the text?
2.5 Is there a private individual in the picture?
2.6 Is there a private individual in the center of picture?
2.7 Is there a private individual tagged in the picture without being seen in the picture?
2.8 Is there a individual individual tagged in the text?
2.9 Is there an ambassador in the picture?
Definition: A chosen Influencer (see above) who is rewarded by a company for
representing the brand through their channels. ASOS’ ambassadors is officially called
“Insiders” (ASOS 8) but will in this thesis be referred to as “Ambassadors”.
2.10 Is there an ambassador in the center of the picture?
2.11 Is there an ambassador tagged in the picture without being seen in the picture?
2.12 Is there an ambassador tagged in the text?
2.13 Is there an hired model in the picture?
Example: Hired to just be a model and show off their products
2.14 Is there an hired model in the center of the picture?
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5.1.2.2 Presentation of the results from code 2

Figure 3. This graph shows the differentiation of ASOS’ use of people in their successful
versus unsuccessful posts.

Figure 3 shows the use of people in the post with high versus low amount of interaction and
engagement. The successful posts contained one picture with an influencer in the focus of the
picture (2.2) and two pictures had an influencer tagged in the picture without being seen (2.3).
There were three influencers tagged in the text (2.4). Regarding private individuals in the
posts, the study showed that none of the posts contained a private individual in the picture
(2.5), however, one post had a private individual tagged in the picture without being seen
(2.7) as well as one private individual tagged in the text (2.8). One of the successful posts
contained one ambassador tagged in the picture without being seen (2.11) as well as being
tagged in the text (2.12).

No successful post had a picture in which it was possible to identify if it contained a man
(2.15) or a woman (2.16) since the pictures only showed a hand, the shoulders etc. and never
the full person. This resulted in that three out of ten pictures were labeled "indefinable" (2.17)
while the rest of the pictures did not contain people.
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The unsuccessful posts with low interaction and engagement had two pictures that contained
an influencer (2.1) and the influencer was in focus in both of the pictures (2.2). However, the
influencers were not tagged in the text (2.4) in both posts, instead only one post tagged an
influencer in the text. Five out of the ten unsuccessful pictures had a private individual both in
the picture (2.5) and in the focus of the picture (2.6). In four of these posts were the private
individual tagged in the text (2.8).

The unsuccessful posts had ambassadors in three out of ten pictures (2.9). The ambassadors
were also in the focus of the pictures (2.10) as well as tagged in the text (2.12).

Two out of the ten unsuccessful posts had a hired model (2.13) in them whereas one post had
the hired model in the focus of the picture (2.14). Four posts appear to have a man in it (2.15)
and in six out of ten posts the person appears to be female (2.16).

5.1.3 Use of brands (Code 3)
5.1.3.1 Presentation of the code
3.1 Do they show another brand than their own?
Clarification: another fashion brand
3.2 Do they promote another brand’s social media?
Clarification: another fashion brand
3.3 Do they refer to another brand's web page?
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5.1.3.2 Presentation of the results from code 3

Figure 4. This graph shows in what extent ASOS used other brands in their communication

The successful posts with high interaction and engagement contained two pictures where
ASOS visibly showed another brand than their own (3.1). In two out of ten pictures, they
promoted another fashion brand’s social media account (3.2). However, none of the high
interaction and engagement posts referred to another brand’s web page (3.3).

In the unsuccessful posts with low interaction and engagement, another brand could be
identified in four out of ten posts (3.1). They promoted another brand’s social media (3.2) in
one out of ten posts but they never promoted another brand’s web page (3.3).

5.1.4 Own brand/image (Code 4)
5.1.4.1 Presentation of the code
4.1 Do ASOS’ logo show in the picture?
Clarification: in focus or just shown
4.2 Is it possible to identify ASOS’ own brand of clothing in the post?
Clarification: Clothing in form of clothes shoes, sunglasses, hats etc.
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Definition; Post is the picture and the appurtenant text together
4.3 Is it possible to identify ASOS’ own brand of makeup in the post?
4.4 Do they refer to their other social media accounts in the text?
4.5 A brand can’t be identified in the picture
4.6 A brand can’t be identified in the text

5.1.4.2 Presentation of the results from code 4

Figure 5. This graph shows in what extent ASOS used their own brand or if a brand was
possible to identify.

In the successful posts with high interaction and engagement, ASOS’ logo did not show in
any of the pictures (4.1) and it was not possible to identify ASOS’ own brand of clothing (4.2)
or makeup (4.3) in the posts. Neither did they refer to their other social media accounts in the
text (4.4). It was not possible to identify a brand in six out of ten pictures(4.5) and in seven
out of ten posts it was not possible to identify a brand in the text (4.6).

In the unsuccessful posts with low interaction and engagement, ASOS’ own logo was shown
in three out of ten pictures (4.1) and in four posts their own brand of clothing could be
identified (4.2). ASOS’ own brand of makeup could not be identified in any of the posts (4.3)
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and they did not refer to their other social media accounts in any of the appurtenant texts
(4.4). In eight of the unsuccessful posts, a brand could not be identified in the picture (4.5)
and in three posts it could not be identified in the text (4.6).

5.1.5 ASOS identity traits (Code 5)

5.1.4.1 Presentation of the code
5.1 Is there a youthful tone in the picture?
5.2 Is there a youthful tone in the text?
Example: Emojis or “sundays are best spent in bed, eating cake”
5.3 Is there a current fashion trend in the picture?
Example: Slippers, the 90th
5.4 Is there a current fashion trend in the text?
5.5 Is there an implication of ASOS having a good service in the picture?
5.6 Is there an implication of ASOS having a good service in the text?
Example: It is easy to order or a fast delivery
5.7 Is there an indication of ASOS having a affordable price in the picture?
5.8 Is there an indication of ASOS having a affordable price in the text?
Example: Now everyone can afford this new bag
5.9 Is there a person in the picture?
5.10 Is there an animal in the picture?
5.11 Is there food in the picture?
5.12 Is there another object in the picture?
5.13 Is there only clothes or shoes in the focus on the picture without a person?
5.14 Is there a current social trend in the picture?
5.15 Is there a current social trend in the text?
Clarification: Something that is popular on Internet, such as a serie, a famous person etc.
5.1.5.2 Presentation of the results from code 5
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Figure 6. This graph show in which extent a youthful tone, trends and motifs (amongst other)
occurred.

In the successful posts with high interaction and engagement, six out of ten pictures contained
a youthful tone (5.1) and all of the analysed posts with a large amount of likes and comments
had an appurtenant text in a youthful tone (5.2). Examples of this is “Friday calls for all of the
#Nutella, right? Emoiji with hearteyes, Emoiji in form of utensils (camera emoiji:
@goodiesbydani)”. Moreover, five out of ten pictures had a current trend (5.3) in the picture
and two out of ten posts had a current trend in the text (5.4). Six out of ten of the successful
pictures contained a social media trend (5.14) and a social media trend was identified in the
text in four out of ten posts (5.15).

The motif in the successful pictures were focused on clothes or shoes in six out of ten posts
without the presence of a human in picture (5.13), three pictures contained food (5.11) and
one picture had an animal (a pug) (5.10) in it. None of the pictures depicted any other objects
in it (5.12).
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In the unsuccessful posts with low interaction and engagement, a youthful tone was identified
in three out of ten pictures (5.1) and in nine out of ten texts (5.2). When it come to using
trends in the posts, six out of the ten had a current trend in the picture (5.3) and one post had a
current trend in the text (5.4).

Regarding the motifs in the unsuccessful posts, nine out of ten posts had a person in the
picture (5.9) and one out of ten posts had other objects in the picture (5.12) which in this case
were a cellphone, a part of a magazine and two pins. None of the pictures had an animal
(5.10), food (5.11) or only clothes or shoes in the focus of the picture without a person (5.13).
The unsuccessful posts did not contain any social media trends in the pictures (8.14) or in the
appurtenant texts (8.15).

5.1.6 Tone of message (Code 6)
5.1.6.1 Presentation of the code
6.1 Do the post indicate a functional approach?
Example: waterproof, warm
6.2 Do the post indicate an emotional approach?
Example: Nostalgic, happy, sad, party
6.3 Do the product indicate an unique selling proposition?
Example: limited edition, only available on ASOS, almost sold out
6.4 Do they compare products to their competitors?
6.5 Is there an echoing between the image and words?
Example: sign of “sale” in picture and says “sale” in the appurtenant text
6.6 Do the post promote positive self image
Example: You deserve it, you’re worth it
6.7 Do the post promote a positive body image
Example: Love your body
6.8 Do the post promote a social cause?
Example: ASOS aligning with breast cancer awareness
6.9 Exclusivity
Example: Invitation only, only some people qualify
6.10 Animation motion; often from a cartoon or graphic image.
Example: A character from Frozen
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6.11 Is there a repost?
6.12 Is there a shoutout?
Example: Hi, head over to ASOS Amanda and check out her feed
6.13 Is there a referral to a link in their profile?
6.14 Is there a referral to the article number in the text?
6.15 Is there an inspirational mood picture?
Example: Beach, sunny day, interior
6.16 Is there an inspirational mood text?
6.17 Is there an inspirational mood picture instead of a product?
6.18 Is there an inspirational mood text instead of a product?

5.1.6.2 Presentation of the results from code 6

Figure 7. The graph show the occurrence of different variables under tone of message.

In the successful posts with high interaction and engagement, one out of ten posts contained a
unique selling proposition (6.3). Five out of ten posts had an echoing between the image and
the appurtenant text (6.5) and one post promoted a social cause (6.8). None of the posts
indicated a functional (6.1) or emotional approach (6.2) and there was no comparison between
their products and their competitors products (6.4).
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None of the successful posts indicated a positive self-image (6.6) or a positive body image
(6.7). Neither did any of the posts show exclusivity (6.9), had any animation motion (6.10) or
had a referral to a link (6.13). Of the analysed successful posts, three out of ten were reposts
(6.11) and four posts contained a shoutout (6.12). Four out of ten posts had a referral to the
article number in the text (6.14).

The successful posts contained two inspirational mood pictures (6.15) but none had an
inspirational mood text (6.16). Three out of ten posts had an inspirational mood picture
instead of a product (6.17) and two out of ten posts had an inspirational mood text instead of a
product (6.18). Thus, the result shows that, in total, five out of ten posts had an inspirational
mood picture, either with or without a product.

In the unsuccessful posts with low interaction and engagement one post had a functional
approach (6.1) and three out of ten posts had an emotional approach (6.2). In three out of ten
posts, ASOS indicated that the product had a unique selling proposition (6.3). ASOS did not
compare their products to their competitors (6.4) in any of the unsuccessful posts and no post
contained an echoing between the image and the text (6.5).

The low interaction and engagement posts contained one post with a promotion for positive
self image (6.6) and in one out of ten posts, they promoted a positive body image (6.7). A
social cause was promoted in two posts (6.8). Five of the unsuccessful posts had an indication
of exclusivity (6.9). One post was a repost (6.11) and all of the unsuccessful posts, (ten out of
ten), contained a shoutout (6.12). Three out of the ten had a referral to a link (6.13) and three
posts had a referral to the article number in the text (6.14).

In the unsuccessful posts, one was identified as containing an inspirational mood text (6.16).
One out of ten posts had an inspirational mood picture instead of a product (6.17) and three
posts had an inspirational mood text instead of a product (6.18).
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5.1.7 Hashtags (Code 7)
5.1.7.1 Presentation of the code
7.1 Is there a hashtag?
7.2 Is there a hashtag that refers to one of their own channels?
7.3 Is there a hashtag that refers to a collaboration?
7.4 Is there a hashtag that describes a mood?
Example: #happy

5.1.7.2 Presentation of the results from code 7

Figure 8. This graph shows the occurrence of hashtags in the posts.

The successful posts with high interaction and engagement had two posts which contained a
hashtag (7.1) but none of these hashtags were a referral to one of their own channels (7.2), a
referral to a collaboration (7.3) or a hashtag that described a mood (7.4).

The low interaction and engagement posts had four posts that included a hashtag (7.1) and
they all referred to one of ASOS’ own channels (7.2) (#AsSeenOnMe). The unsuccessful
posts did not contain a referral to a collaboration (7.3) or a hashtag that describes a mood
(7.4).
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5.2 Results from the posts comment sections

5.2.1 Presentation of the code
8.1 Loss of data
Clarification: Another language than Swedish or English
8.2 Tagging a person/persons and not commenting anything else
8.3 Commenting something positive
Example: Emojis with a happy expression, flowers, balloons etc. or words such as
“cute”, “beautiful”, “yes”, “omg” or an exhortation to buy or want the product
8.4 Commenting something negative
Example: Emojis with a sad or angry expression, thumb down etc. or words such as
“ugly”, “no” etc.
8.5 Commenting something indefinable
Example: Emojis with a neutral expression, houses, animals etc. or words such as
“look at this”
8.6 Commenting something descriptive
Example: Commenting an emoji of a dress if the picture conducts a dress or writing
“sparkles” if the dress has sparkles on it
8.7 Tagging a person/persons and commenting something positive
Emojis with a happy expression, flowers, balloons etc. or words such as “cute”,
“beautiful”, “yes”, “omg” or an exhortation to buy or want the product
8.8 Tagging a person/persons and commenting something negative
Example: Emojis with a sad or angry expression, thumb down etc. or words such as
“ugly”, “no” etc.
8.9 Tagging a person/persons and commenting something neutral
Example: Emojis with a neutral expression, houses, animals etc. or words such as
“look at this”
8.10 Tagging a person/persons and commenting something descriptive
Example: Commenting an emoji of a dress if the picture conducts a dress or writing
“sparkles” if the dress has sparkles on it
8.11 Asking a question to ASOS
8.12 Asking a non direct question
8.13 Commenting a remark on ASOS’ service positively
Example: I love the fast delivery
8.14 Commenting a remark on ASOS’ service negatively
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Example: I haven’t got my order yet, this service is so bad
8.15 A response to the appurtenant text
8.16 Following the exhortation in the text
Example: “I’ve just bought this” will be coded as following the exhortation, even if
the the text does not say “Buy this now”
8.17 Answering a posted question
8.18 ASOS responding to questions asked
8.19 ASOS responding to comments
8.20 ASOS promoting themselves
8.21 Commenting and promoting themselves
Example: Check out my site, I’m a fashion blogger”
8.22 Ambassador answering comments
8.23 Commenting on the price positively
Example: This is so cheap, I’m gonna buy this
8.24 Commenting on the price negatively
Example: It’s too expensive

5.2.2 The comments with a high amount of likes and comments

Figure 9. The occurrence of different kinds of comments in the high engagement and
interaction posts.
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The highest frequency of comments, 45.54%, were those that commented something positive
and tagged another user (8.7). Moreover, tagging another person/persons without commenting
anything (8.2) had a percentage of 35.42%. Tagging a person and commenting something
indefinable (8.9) had a percentage of 8.18%. 4.80% commented something positive without
tagging another user (8.3). 1.27% tagged a person and commented something negative (8.8).
0.02% mentioned the price positively (8.23) and 0,2% mentioned price negatively (8.24).

0.26% of the comments were promoting themselves (8.21). The negative comments, such as
the people who were remarking negatively on ASOS’ service (8.14) consisted of 0.36% and
0.27% commented something negative without tagging another user (8.4). 1.07% asked
ASOS a question (8.11) and ASOS responds to these made up 0.56% of the total comments
(8.18). ASOS responded to comments a total of 0% (8.19). 0.31% of the comments asked a
non-direct question (8.12). An ambassador answering questions occurred in 0% of the
comments (8.22).

0.3% commented something indefinable without tagging another user (8.5). 0.09%
commented something descriptive without tagging another user (8.6) and 1.13% commented
something descriptive and tagged another user (8.10). 0.14% followed the exhortation (8.16).

0.05% of the comments remarked on ASOS’ service positively (8.13). 0% responded to the
appurtenant text (8.15) and 0.04% of the comments answered a posted question towards
another private person (8.17). ASOS never promoted themselves (0% occurance) (8.20).
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5.2.2 The comments with the lower amount of likes and comments

Figure 10. The occurrence of different comments in the posts with low engagement and
interaction.
Some types of comments to the posts with low amounts of likes and comments was more
frequent than others. The highest frequency of comments, 34.17%, were those that
commented something positive without tagging another user (8.3). Moreover, 14.03% of the
comments tagged another person/persons and commented something positive (8.7). 7.91% of
the comments tagged a person and commented something indefinable (8.9). 3.6% asked
ASOS a question (8.11) and 0.36% asked a non-direct question (8.12). 2.88% of the
comments consisted of ASOS answering these questions (8.18) and in 2.52% of the
comments ASOS responded to other comments (8.19). ASOS promoted themselves in 0.36%
of the comments (8.20) and in 0.72% of the comments, an ambassador answered comments
(8.22). 2.16% commented something negative without tagging another user (8.4).

The percentage of comments in which a person tagged another user without commenting
anything else (8.2) was 7.55%. 10.43% of the comments were promoting themselves (8.21)
and the people who were remarking negatively on ASOS’ service (8.14) consisted of 7.19%
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of the total comments. 0.36% commented something negative and tagged another user (8.8).
1.08% commented something descriptive and tagged another user (8.10). 0.36% followed the
exhortation (8.16). No comment remarked on ASOS’ prices negatively (8.23) or positively
(8.24).

Remarking on ASOS’ service positively (8.13), responding to the appurtenant text (8.15) and
answering a posted question towards another private person (8.17) made up 0% of the
comments. 2.52% commented something indefinable (8.5) and 1.8% commented something
descriptive (8.6) without tagging another user.

50

6.0 Analysis
This chapter includes the analysis based on the results presented in the previous chapter. The
collected data was analysed based on the theoretical framework and the analytic framework.
The themes from the analytical framework are treated within this chapter, both separately and
together depending on the conclusions from the analysis. Pictured below is the model of the
theoretical framework which acts as the foundation for the analysis.
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6.1 Tone of comments

Picture 1 and 2 demonstrates some of the positive comments

So, what creates interaction and engagement? The results showed that 91.52% of all the
comments in the successful posts were of DWOM, thus containing a tag of another Instagram
user (codes 8.2, 8.7, 8.8, 8.9 and 8.10 combined) (See chapter 5 or Attachment 1 for more
information about the codes). 45.54% (8.7) of these comments were positive, 1.27% (8.8) of
them were negative and 8.18 (8.9) was indefinable. By interpreting the tone of the comments,
a relationship between the individuals communicating could often be distinguished, for
example in comments such as “@taggedperson look, this is what I told you about” or
“@taggedperson we need to get matching sets”. The overall tone in the comments showed an
indication of a pre-existing relationship. If the relationship exists, the impact of DWOM
increases (Castellano & Dutot 2016). However, this relationship is not possible to prove in the
scope of this study, something that needs to be considered when addressing the analysis.
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When studying the high amount of positive DWOM, it is possible to make a connection to the
theoretical framework and AIDA. Since the majority of comments are positive, it implies that
the receivers took Action because of a feeling of desire towards the content of the post. This
desire created a need for using DWOM. Therefore, this shows that the posts contained
something desirable for the target group. This desire is what defines the success factors since
it can create interaction and engagement. From this point of view, it is interesting to analyse
what created this desire and to identify the success factors.

6.2 Trends
6.2.1 Social media trends

Picture 3 and 4. Example of two pictures containing a social media trend, both with a high
level of interaction and engagement.

In this study, the posts with the highest interaction and engagement levels contained pictures
of a social media trend in six out of ten posts. Comparing this with the posts with the lowest
amount of interaction and engagement which had 0% occurrence of social media trends, it is
possible to see an indication towards an increase in engagement when using the current social
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media trends on Instagram. This indicates that a success factor is knowing your platform.
Since Instagram is ASOS’ biggest platform and since 76% of its user base correlates to
ASOS’ main target group, an argument can be made that understanding the target group
means understanding the platform and keeping up with the different specific social media
trends on Instagram. Using the correct social media trends attracts the target group, which in
this context is the group that most probably created or are reproducing these social media
trends. From this point of view, and the fact that the study showed that social media trends
creates engagement, the usage of social media trends could be seen as a good could be seen as
a good choice to create interaction and engagement, especially since 45.54% of the comments
were positive DWOMs. However, one has to analyse the market on Instagram to be sure to
catch the trend in its peak, and not when it is going out of style, to ensure that the target group
(the creators and reproducers) has not grown tiresome of the trend and, because of this, will
not move past the first A of the AIDA-model. It is also important to keep in mind that even if
the social media trend is used in the right time, there is a risk that these trends does not appeal
to everyone and can therefore create a negative reaction among the receivers who for example
is afraid of dogs.
One reason for people to use DWOM is when their schemas are disrupted. Taking regard to
the successful posts, this factor can be distinguished. As an As an example, the picture of the
pug will be used. The pug has a unicorn horn as a hat, something that is abnormal. This
abnormality, can lead to both attention and the creation of interest. Thereafter, since the
picture is of a social media trend and a common object of passion (dogs), the chance of
creating a desire increases. If “common” desires are used, it is likely that more people will
reach the D-step in AIDA. Since dogs or social media trends can be a shared passion, it is
possible that a larger number of people will reach AIDA’s final step which is taking Action
and using DWOM. Hence, having a post picturing something that disrupts schemas in
combination with a social media trend contributes to shaping reputation. If these disrupted
schemas or social media trends create a negative feeling, it will impact the reputation
negatively but due to the majority of positive comments, ASOS succeeds in shaping their
reputation positively.
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6.2.2 Fashion trends

Picture 5 and 6 shows examples of fashion trends that created high versus low interaction
and engagement.

However “ordinary” fashion trends did not create the same level of interaction and
engagement. Therefore, the argument can be made that fashion trends do not affect the levels
of engagement and interaction. Although, since ASOS is an e-commerce that operates in
fashion, one could argue that all of their posts include a current trend. This could indicate that
those who interact with the account do not react to the trendiness of the post but to the level of
attraction towards the aesthetics of it.

Furthermore, when discussing the effect of fashion trends, the style of the post is important to
take into consideration. The successful posts containing fashion trends did not portray these
trends using a human, however, the fashion trends identified in the unsuccessful posts all
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portrayed the trend using a model, ambassador, private individual or influencer. Putting the
trends in this context puts the engaging dimension in another perspective. It might not be that
fashion trends do not increase interaction and engagement but rather that the portraying of the
trend has a greater effect on the receiver and his comprehension of the post. Here, the
disruption of schemas plays a part. Fashion trends being displayed on models are nothing
unusual. However, a single shoe being held by a hand or an underwear set being displayed on
a sheepskin is not as common, therefore, the chance of creating attention increases. Thus, the
way of displaying matters as well as the objects. In the successful posts, the fashion objects
that are shown are not the typical, ordinary pair of jeans, rather it is a pair of slippers with
pink fake fur and a pair of high heels full of flowers. These shoes can also disrupt the schemas
and therefore draw attention as well as create an interest and a desire which can lead into
taking action. Moreover, if the object has a unique touch, the willingness to broadcast it and
display one's own individual social uniqueness increases. Thus, by having a post that differs
from regularity, it both improves the chances of getting attention, interest and a desire as well
as it creates a will to broadcast oneself through the object. Viewing the interaction and
engagement creation from this angle, the question of motif comes at hand.

6.2.3 Successful and unsuccessful motifs
Which motifs create a successful interaction and engagement and what motifs can be
discarded? The result shows that posts consisting of a person had a low interaction and
engagement level whereas posts of clothes or shoes in the focus without a person wearing
them or pictures of food or an animal in it had a higher amount of likes and comments. These
results indicate that people, no matter if they are ambassadors, private individuals or hired
models, do not create interaction and engagement even if their presence is combined with a
fashion trend. This is due to the posts not disrupting the receivers schemas.
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Picture 7 and 8 shows the difference that the displayal of clothes can have.

Pictures of shoes, animals, food and clothes have a high success rate. Concluding these
results, the biggest success factors are posting pictures with clothes and shoes through a
unique display (such as in a lay- down design without a model) as well as through a unique
product that creates a desire to broadcast oneself. The second biggest success is using food
that is a current social media trend, like chocolate and nutella. The third runner up is posting
pictures of animals, more specifically a pug, which also is a big social media trend. Putting
the second and third successes into context, nutella has been hashtagged on Instagram in
almost seven million posts (6920168) [ons 28 december 16:38] times and pugs has been
hashtagged in over ten million posts (10152105) [ons 28 december 16:39].
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The reason for the success of certain social media trends, such as of food and animals, might
be a result of these objects existing in the everyday life, making the possibility of forming a
shared passion around these objects more accessible. However, it might be the small twists in
how these objects are portrayed that enable them to reach a higher level of interaction. This
can be a reason behind the high engagement in the posts, something that is strengthen by the
high level of positive DWOM. This implies a desire towards the objects from the audience .
The use of these social media trends works positively for ASOS reputation because of the
relationship that is created when engaging on ASOS’ platform. It helps create a community
that revolves around the brand (McAlexander et al. 2002; Muniz and O’Guinn 2001) and by
tagging friends, more people take part of this community. According to Maecker et al. (2016),
this community makes the audience more loyal towards the brand. A growing community in
combination with a closer relation to the brand, which is formed due to the engagement, has a
positive outcome on ASOS’ reputation. This is creating an rising trend since an increasing
amount of people will join this community and get influenced by the positive DWOM. Due to
the assumption that the ones tagging each other have a relationship, the positive DWOM
creates a strong, positive impact on ASOS’ reputation

ASOS’ displayal of unique products and social media trends can give their account a
personality which positions the company as unique, trendy and young (since they follow and
reproduce the pre-existing trends used by a young crowd). ASOS’ use of disrupted schemas
can also position the company as interesting. This possible positioning, which can create
positive DWOM due to the interesting and unique style, increases the social identification and
commitment towards the brand (Brodie et al. 2013). Thus, ASOS’ use of these attributes
contributes to a positive reputation as well as a social identification, creating a stronger
relationship with the brand.

6.3 Use of people
Regarding the use of people aspect, the study shows, as mentioned above, that the use of
people do not affect the level of engagement and interaction even if they use influencers or
acknowledge the users of the hashtag #AsSeenOnMe. Although using influencers or
acknowledging individuals might not create a spike in interaction, it can still be of great
importance in building a reputation. This because using people with their own network of
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followers opens up for ASOS to be acknowledged by a larger audience that they might not
had reached if this particular individual had not been featured. These people can in turn affect
the ones connected to them by using DWOM, something that shapes the reputation
(Castellano & Dutot 2016). Especially an influencer, who already has an influence on its
followers, can help in building ASOS’ reputation.

6.4 Hashtag
Analysing the use of hashtags show that ASOS’ unsuccessful posts had a higher use of
hashtags indicating that hashtags do not create interaction and engagement. However, as
mentioned before, it can be of importance in shaping reputation. This. This because when
individuals tag their post with an ASOS hashtag, they create DWOM hence spreading an
opinion about ASOS directly to their own followers, increasing the amount of users being
affected by DWOM. As mentioned before, hashtags do not create interaction on specific posts
but an an argument can be made that the audience using the hashtags have the highest form of
engagement. This study focuses on the direct impact of interaction and engagement on posts
but for a complete picture of interactions and engagements effect on reputation building these
aspects have be be taken into consideration.

6.5 Seeking interaction
The results indicate that ASOS does not work with seeking interaction from their followers
through asking questions since the only post with a question in it was a wordplay on avocado
- “shall we avo-cuddle?”. Although it was a question by definition it could be seen as a
rhetorical question where the followers were not expected to answer to explicitly. This would
indicate that ASOS does not use questions as a way to seek interaction and engagement from
their followers. The avo-cuddle post resulted in an amount of 67 519 likes and 5 340
comments raising the question if a rhetorical question creates more interaction and
engagement than a post without. Although the high amount of interaction and engagement
could be as a result of the current avocado trend (the hashtag avocado has been tagged in 4
956 427 posts (Instagram 4), or a result of the aesthetics of the photo. The second scenario
where the aesthetics and the social media trend is the main contributor to the post having high
interaction and engagement is supported by the fact that 0% answered the appurtenant text
which also supports the statement that it was a rhetorical question. As the appurtenant text
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also was an echoing of the picture it strengthens the argument that the question was not an
attempt to seek interaction. Therefore, the most probable cause for the high interaction and
engagement levels is the posts containing a social media trend and not it having a rhetorical
question.

6.6 Tone of message
Only choosing the right motif is not enough, the post has to be put in the right context. One
part of this context is the medium, another is the choice of tone in the communication. Since
ASOS target twenty- somethings, the identified tone is youthful hence it contains a lot of
emojis and the texts are formed in a language twenty-somethings use.

Picture 9 and 10. Examples of comments in a youthful tone next to an appurtenant text in a
youthful tone.

Six out of ten photos in the posts with high interaction and engagement contained a youthful
tone in comparison to the posts with a lower level of interaction and engagement where three
out of ten pictures contained a youthful tone. When only examining the pictures, a tendency
identified is that a youthful tone is successful in creating interaction and engagement.
However, the appurtenant texts have traces of a youthful tone in ten out of ten posts in the
highly liked and commented posts and nine out of ten in the less liked and commented posts.
The fact that the three pictures containing a youthful tone in the lower engaging posts did not
60

receive a higher level of interaction and engagement could indicate that the tone has no
greater effect on the interaction and engagement levels. However, this does not mean that the
tone is not important. If ASOS had not used this tone, it might not had attracted their target
group to visit the page or to follow it. This correlation is strengthened by Shannon and
Weaver (1972), who state the importance of choosing the message for the medium to reach
out to the receiver. Using a tone that is suiting for ASOS’ young target group in this medium
can be shown as successful in order to attract and keep its audience. Hence, the tone might
affect the followers in the act to stay on the page but since it exist in the majority of the posts,
the post might not differentiate itself enough to make a difference in the act to interact or
engage in it.

Picture 11 and 12 is two examples of a successful and an unsuccessful post that both had a
youthful tone
61

6.6.1 Impact of visual tone
Another argument that can be made in the light of the pictures showing a clear tendency
towards creating interaction and engagement, because of its containment of a youthful tone, is
that the pictures have a greater influence than the text. Shannon and Weaver (1972) states that
the choice of message and medium is important to reach out to the receiver. Taking regards to
the fact that Instagram is a visual platform the message has to be adapted to fit the medium.
This means that the visual message is most important because it is the most prominent
message. From this angle, the use of a youthful tone affects the interaction and engagement
level since it was included in twice as many posts in the high interaction and engagement
posts. However, since the low interaction and engagement posts also contained pictures with a
youthful tone, it is important to view it from an view it from a holistic point. For example, the
combination of a youthful tone and a social media trend resulted in a high level of interaction
and engagement whereas when combined with humans, the interaction and engagement levels
decreased. This indicating that the success factors identified might have to be combined in
different constellations to work. None of the success factors will create interest leading to
action with all of the receivers. However, combinations of the different factors might work for
a larger audience since the posts then cross reference different variables which attracts
different receivers. In this case, a youthful tone combined with social media trends is
successful. Thus, this brings us back to the first argument: does the youthful tone matter or is
it the social media trend carrying the weight and creating the interaction and engagement? It is
either that or a combination of the two, but the youthful tone can not stand alone as a success
factor in creating engagement and interaction.

6.6.2 Other factors regarding tone
The results indicate a clear success in using an echoing between the picture and the
appurtenant text which means that the post has a consistent text to the picture hence showing
an uniform communication. This was found in the majority of the successful posts but in none
of the unsuccessful posts showing an indication towards the importance of clear and
consistent communication. An echoing does not mean a direct repetition of the content in the
picture but a clear connection.
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Another variable, just like fashion trends, depends on who the reposter is. In the successful
posts the reposts were of larger accounts than the repost in the unsuccessful posts. This
indicates that certain kinds of reposts are successful,, for example when combined with a
unique fashion trend. However, in majority of cases reposts did not increase specific posts
levels of interaction or engagement. Moreover, the reposts also did not affect specific posts if
the account was small or the post had nothing unique about it.

6.7 ASOS identity traits
ASOS does not indicate an affordable approach in their posts meaning they do not
communicate the same values as they do on their website. Although affordability is not
explicitly mentioned, the youthful tone could still imply it. The posts with a low amount of
comments and likes had a high occurrence of positive comments (8.3). 34.17% only
commented something positive while 14.03% both made a positive comment and tagged
another person (8.7). This is a sum of 48.2% positive comments. However, 0% commented
something positive about ASOS’ service whereas 7.19% remarked negatively on ASOS’
service. This can be due to ASOS managing to communicate in a way that evokes emotions or
publicing messages that suits into the customer's pre existing mental categories.

6.8 Tag a friend
Returning to the process of AIDA. The final step, Action, takes place if a person tags another
user. The tag a friend concept results in higher engagement, which is strengthened by the low
occurrence of tags in the posts with low interaction and engagement levels and the high
occurrence in the posts with high interaction and engagement levels. 91.52% of the successful
posts had comments where other users were tagged whereas in the unsuccessful posts, another
user was tagged in only 30.94% of the comments. Although, a factor that need to be
considered is that the high number of tags can be due to people responding to them being
tagged, something that therefore made this number increase. However, this indicate a high
click rate on the tagged users indicating a DWOM connection.
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Picture 13 and 14 shows examples of positive, indefinable and negative comments

6.8.1 Shaping a positive relationship
One aspect might be that receivers engage more with each other than with the brand. Does
this create a relationship with the brand or just improve their personal relationship? Maecker
et al. (2016) states that engagement creates a community around the brand, therefore, it helps
create a relationship with the brand. When the tag comes with a positive comment, the person
expresses its desire for the picture’s content. In the successful posts, a tag with a positive
comment is made in 45.54% of the posts which makes it the most occurring type of comment
whereas in the unsuccessful posts, it only occurred in 14.03% of the posts. Tagging a friend
and writing something positive, such as “We should totally get this pyjamas for our next
sleepover”, contributes to the friend’s view of the brand. Since the positive comment
regarding the picture that the brand has posted is coming from a friend and not a stranger, it
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creates a stronger influence on the tagged friend (Cordell et al. 2013). This described DWOM
contributes to the process of creating a relationship with the brand and thus, building the
brand’s reputation. A positive DWOM therefore influences the reputation positively. When a
person is tagged in a post, the first step of AIDA is automatically fulfilled; the post has
already gotten the attention. From here, the next step is whether the post creates an interest or
not. Since the person has been tagged together with a positive comment from a person whom
it has a relation with, this positive comment influences towards creating an interest.
Therefore, a tag with a positive comment increases the likelihood of creating interest. Thus,
an interest and thereafter, a desire is more likely to occur. This desire can in turn lead to
answering to the comment, tagging another user and/or purchasing the product, restarting the
process.

6.8.2 Unidentified DWOM
However, a user being tagged without any comment complicates the reputation building,
something that occurred in 35.42% of the times in the successful posts and 7.55% times in the
unsuccessful ones. It is more difficult for the tagged user to know whether the one tagging
them approves of the post or dislikes it. Hence, the influential part when creating an interest
and desire may not be as strong as together with a positive comment. Here, the tagged user is
on the first step of AIDA as well, the post has gotten its attention. However, without anything
that, for example, shows a shared passion, the tagged user forms an opinion on their own
whether or not the post is interesting and if it creates a need or want.

6.8.3 Shaping a negative relationship
If a user is being tagged together with a negative comment, the same process as mentioned
above about the positive comment occurs. However, in this case, the effect is of a negative
form for ASOS. Instead of starting to form a positive image of ASOS, this action influences
ASOS reputation in a negative way. This because the person using DWOM and therefore is
the influencer, influences the tagged person with its negative view. However, this only
occurred in 1.27% of the successful posts and in 0.36% of the unsuccessful posts.
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Therefore, engaging in a post using DWOM helps shape ASOS’ reputation. Depending on
whether it is an appurtenant comment or if the comment is positive or negative, it influences
the reputation differently.

6.8.4 Shaping a relationship through a like
Thus, as mentioned above, engagement in form of tagging a friend contributes to the
reputation building if the tag has an appurtenant comment in a positive or negative form. If
there is no appurtenant comment, the tags contribution is raising awareness of the post and
thereafter, the tagged user has to create its own opinion. Interaction however can be an
indirect sort of word of mouth. This since the likes a user of Instagram gives is displayed
under the heart tab in the app. Hence, liking a post communicates a positive view on the post
and the brand, if the receivers’ followers explore this tab. It is not an as direct DWOM as the
tag but it can be as positive for the brand. However, this is not investigated in this study and
therefore it is not possible to elaborate more than guesses. Therefore, within the scope of this
study, interaction in form of liking a post does not necessarily contribute to shaping a
reputation.

This study is based on the hypothesis that interaction and engagement on Instagram is a
source of information of how the audience perceive the company. Due to the theoretical
framework and the result of this study, this basic hypothesis could be confirmed by showing a
link between interaction, engagement and a company’s reputation. The hypothesis was, with
the result which showed an high amount of positive comments and in combination with the
theoretical framework that argues that this DWOM impacts the reputation, confirmed.
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7.0 Conclusion
7.1 Conclusion and summary
This study identified success factors in creating interaction and engagement in ASOS’
communication on their main account @ASOS on Instagram. Moreover, it also studied if this
interaction and engagement shaped ASOS reputation positively. This has been done with the
two research questions below as a foundation:

-

Which success factors can be identified in creating interaction and engagement in
ASOS communication on Instagram?

-

Does this engagement and interaction on Instagram shape ASOS reputation
positively?

The research questions were answered using the theoretical framework in which Shannon and
Weaver’s model of communication (1972), The AIDA model (Agndal & Axelsson 2012), the
Social media Interaction theory (Maecker et. al 2016) and the theory of Digital word of mouth
(Castellano & Dutot 2016) are combined. The framework follows the process of
communication from the organisation to the audience and the three possible crossroads the
receiver can take from there. This in turn can influence the organisation’s reputation if the
four steps of AIDA are followed and the receiver takes action in form of DWOM.

This study has investigated which 20 posts on ASOS’ Instagram has created the highest
versus the lowest amount of interaction and engagement during a three month period. By
using a quantitative content analysis, the success factors have been identified through a
quantitative coding of these 20 posts with a code scheme that treated seven themes; Seeking
interaction, Use of people, Use of brands, Own brand/image, ASOS identity traits, Tone of
message and Use of hashtags. Furthermore, the comments to each post have been analysed
through a code scheme. From this method, a total of seven success factors or combinations
were identified.
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7.1.1 An unique touch
The study’s hypothesis was confirmed through the theoretical framework, showing a link
between interaction and engagement and a company’s reputation. This was strengthened by
the high amount of positive comments in the posts which, according to the theoretical
framework, also creates a positive DWOM. These posts contained content that disrupted
schemas as well as attributes that created a desire to broadcast social uniqueness.

The content analysis showed that the posts with the highest amount of interaction and
engagement were those which included a social media trend, often in combination with a
unique feature, something that disrupts the audience's ordinary schemas. Thus, social media
trends are a success factor for ASOS when communicating with their target group, and by
using these, the interaction and engagement levels are likely to increase.

The majority of the comments in both the successful and unsuccessful posts was positive.
Moreover, in the posts with high amount of interaction and engagement, using DWOM in
form of tagging a friend was more common than in those with low interaction and
engagement. One of the reasons for using DWOM is to broadcast one's uniqueness,
something that this study shows when investigating the posts containing fashion trends. Since
ASOS is an actor in fashion, the fashion trends has to disrupt the audience's schemas, which
means that the fashion trends have to be unique. This means that a fashion trend by itself is
not a guaranteed success factor, instead a special or unique fashion trend, such as fluffy
sandals, is. Furthermore, ordinary motifs with a unique attribute, such as a pug with a unicorn
hat, can create engagement due to the interest of its uniqueness. Hence the conclusion is that a
unique touch in the posts creates the use of DWOM and thus, shaping ASOS’ reputation
which makes it a success factor.

7.1.2 Reposts and tone of message
The third identified success factor for ASOS’ on Instagram is reposting under certain
conditions. By reposting large accounts, or combining the repost with a unique fashion trend,
the interaction and engagement levels increase. The youthfulness (here social media trends
often plays a part but not always) attracts the audience and ends in a higher level of
interaction and engagement. This since this youthful tone is suiting for ASOS’ target group
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within this medium, something that is of importance when reaching out to the receiver. In line
with the tone of message, a fourth success factor is using echoing since this shows a clear and
consistent communication.

A fifth success factor is reposts of an influencer, this due to the spread of the post, opening up
for more interaction and engagement, this affects specific posts as well as the account in
general. Others reposting ASOS’ content or hashtagging their posts with #AsSeenOnMe do
not affect specific posts but rather is connected to DWOM hence connecting to the shaping of
ASOS’ reputation. Since the repost or hashtag is spread to all the users followers instead of
just one or two users it increases the number of users being affected by the DWOM.

7.1.3 Combining success factors
Something that can be established is that no success factor is at its best if its not combined
correctly. So to be successful on Instagram, the best tactic is to know the platform, and to
understand the platform you have to understand the target group. Since 76% of Instagram’s
users represents ASOS’ target group, this is a successful way of communicating, using the
trends and language that they are surrounded by and which they themselves are maintaining.
Moreover, since the majority of Instagram’s users consists of this age group, this study might
be applicable for other organisations wanting to succeed within this medium. One of the most
important variables in combining factors to become success factors is using something rather
ordinary and turning it into something unique. The uniqueness turns unsuccessful factors or
neutral factors like fashion trends, motifs and youthful tone into success factors.

Due to a majority of positive DWOM comments in both the successful and unsuccessful
posts, the study indicates that this has influenced ASOS’ reputation positively. This since
DWOM in form of tagging another user is the main contribution in shaping the reputation.
The main conclusion is that interaction and engagement have a major part in shaping
reputation. Engagement however is the most reputation creating of the two. This because
engagement creates the biggest amount of DWOM. In ASOS’ case, the conclusion is that the
engagement, no matter if it was on the successful or on the unsuccessful post, created a
positive DWOM. Hence the conclusion is that engagement in ASOS’ case shapes a positive
reputation.
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7.2 Final discussion
When processing previous research, a knowledge gap was identified. Earlier research in the
social media interaction and engagement field has investigated, among other, engagements
effect on the perception of the medium (Hollebeek et. al 2014), the audience's use of two
specific brand related hashtags (Carah & Shaul 2015), why social media should be used and
which social media businesses should choose (Kaplan & Haenlein 2010) and the different
effects of positive, negative and mixed WOM in offline and online conversations. These
studies, however relevant, did not examine the relevance of working with interaction and
engagement or identifying concrete examples of success factors on Instagram. Similarities
however is investigating social media as a business medium. The gaps identified were the lack
of connection between the interaction and engagement found on Instagram posts and what
effect this had on the organisation. This study aimed to find the connection between ASOS’
communication and the interaction and engagement levels it provided. This to examine what
relevance and impact interaction and engagement have for an organisation. Moreover, this
study has investigated what triggers DWOM and how it is being used on Instagram,
something that is relatively unexplored.

Baker, Donthu and Kumar’s (2016) study focuses on the retransmission intentions and
purchasing intentions, giving it a marketing focus. This thesis however, investigates the
impact the audience’s DWOM has on a company’s reputation, creating a focus towards the
audience’s relationship with the media. Similarities however is that both of the studies
DWOM.

Moreover, since the chosen study subject is a company that only exists online, this thesis
distinguish itself by focusing on the DWOM. This digital area is a field that has become more
interesting, however, it is not yet as explored. By selectively choosing an online company, a
new outset is investigated, an outset that is in line with today’s digital society. An increasing
amount of companies choose to only exist online (Thussu 2006), therefore research within
this field is of importance.

This study focuses on the creation of interaction and engagement and its part in reputation
creation. This means that the success factors show how to create interaction and engagement
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but not how to build a brand or an attitude on Instagram. Therefore it is important that this
thesis is not seen as a guide towards all social presence on Instagram, for example, even if
promoting a positive body image did not result in more interaction or engagement it can be a
vital part in a company's CSR work or in opening up for a new target group.

This single study cannot alone fill the identified gap but the result concluded in this thesis can
be seen as a contribution to filling the gap. This contribution creates an understanding of the
correlation between interaction, engagement and reputation. As well as creating an
understanding of how ASOS creates interaction and engagement on Instagram.

However, it is also important to view this study critically. While creating an understanding for
the correlation between interaction, engagement and reputation, one must question if the
correlation can be made and if the posted research questions combined with the theories really
show such a correlation. The study shows real tendencies towards this case, as does the
theories that it is based on. The study has to be carried out with more extensive material
preferably over at least a year to prove that the correlation tendencies are accurate. The
research questions searches for successfactors and the study identifies these, but these are
only representable for the studied three month period. Factors as seasonality, sale periods and
other campaigns has to be taken into consideration, as well as the effect this three month
period’s fails and successes had on the receivers appreciation for ASOS. However these
factors does not indicate that the study has no ground. Since these tendencies are shown
during a quarter of a year, it is still relevant, but it has to be taken into consideration that this
thesis has not produced a result that represents all of ASOS’ communication on Instagram.
Hence the study shows indicaticators towards what creates high rates in interaction and
engagement but it does not show exactly what creates interaction and engagement in all of
ASOS’ communication on Instagram.

7.3 Future research
For further research, a focus of the different positive and negative effects DWOM have would
be suitable. Furthermore, variables measuring the different dimensions of positive and
negative comments would also be of interest. With these focuses, a stronger connection
between the effects DWOM has on a company’s reputation could be shown. Since this study
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is on bachelor level it is natural that the study can be evolved and more complex, a natural
evolvement would be to combine the quantitative study with a qualitative study to investigate
more dimensions of interaction, engagement and reputation creation.

Further research could also investigate the effect engagement has when the audience reposts
or uses a corporate hashtag. This would be a proper development of the results presented in
this study to investigate all the aspect of engagement and interaction. Further it would be
interesting to reach out to the audience and through surveys or interviews go deeper into the
aspects that makes the individual interact hence investigating the cause of interaction and why
these success factors succeeded in this target group. Another evolvement would be to
qualitatively interview subjects that have engaged with an Instagram page to see if their
perception of the organisation has been altered and to investigate which feelings and
perceptions is accompanied with this possible alteration.
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9.0 Attachments
9.1 Attachment 1- Code scheme
1. Seeking interaction
1.1 Is there a question asked in the picture?
1.2 Is there a question asked in the text?
1.3 Is there an exhortation in the picture?
1.4 Is there an exhortation in the text?
Example: Buy this dress now
1.5 Is there a competition?
1.6 Is there an incentive to submit content in a competition?
1.7 Is there an incentive to submit the content
Example: Share this post with your friends
1.8 Is there a reward or some kind of recognition for submitting content?
1.9 Do they offer deals or discounts in exchange for something?
Example: Sign up for our newsletter and get 10% off
2. Use of people
2.1 Is there an influencer in the picture?
Definition: Someone who due to their popularity, reputation or expertise influences
opinions of others within a field (Oxford Reference 6). In this thesis, the concept of
influencer is referred to those within the fashion industry and has over 30 000
followers on Instagram.
2.2 Is there an influencer in the center of the picture?
2.3 Is there an influencer tagged in the picture without beeing seen in the picture?
2.4 Is there an influencer tagged in the text?
2.5 Is there a private individual in the picture?
2.6 Is there a private individual in the center of picture?
2.7 Is there a private individual tagged in the picture without being seen in the picture?
2.8 Is there a individual individual tagged in the text?
2.9 Is there an ambassador in the picture?
Definition: A chosen Influencer (see above) who is rewarded by a company for
representing the brand through their channels. ASOS’ ambassadors is officially called
“Insiders” (ASOS 8) but will in this thesis be referred to as “Ambassadors”.
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2.10 Is there an ambassador in the center of the picture?
2.11 Is there an ambassador tagged in the picture without being seen in the picture?
2.12 Is there an ambassador tagged in the text?
2.13 Is there an hired model in the picture?
Example: Hired to just be a model and show off their products
2.14 Is there an hired model in the center of the picture?
3. Use of brands
3.1 Do they show another brand than their own?
Clarification: another fashion brand
3.2 Do they promote another brand’s social media?
Clarification: another fashion brand
3.3 Do they refer to another brand's web page?
4. Own brand/image
4.1 Do ASOS’ logo show in the picture?
Clarification: in focus or just shown
4.2 Is it possible to identify ASOS’ own brand of clothing in the post?
Clarification: Clothing in form of clothes shoes, sunglasses, hats etc.
Definition; Post is the picture and the appurtenant text together
4.3 Is it possible to identify ASOS’ own brand of makeup in the post?
4.4 Do they refer to their other social media accounts in the text?
4.5 A brand can’t be identified in the picture
4.6 A brand can’t be identified in the text
5. ASOS identity traits
5.1 Is there a youthful tone in the picture?
5.2 Is there a youthful tone in the text?
Example: Emojis or “sundays are best spent in bed, eating cake”
5.3 Is there a current fashion trend in the picture?
Example: Slippers, the 90th
5.4 Is there a current fashion trend in the text?
5.5 Is there an implication of ASOS having a good service in the picture?
5.6 Is there an implication of ASOS having a good service in the text?
Example: It is easy to order or a fast delivery
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5.7 Is there an indication of ASOS having a affordable price in the picture?
5.8 Is there an indication of ASOS having a affordable price in the text?
Example: Now everyone can afford this new bag
5.9 Is there a person in the picture?
5.10 Is there an animal in the picture?
5.11 Is there food in the picture?
5.12 Is there another object in the picture?
5.13 Is there only clothes or shoes in the focus on the picture without a person?
5.14 Is there a current social trend in the picture?
5.15 Is there a current social trend in the text?
Clarification: Something that is popular on Internet, such as a serie, a famous person
etc.
6. Tone of message
6.1 Do the post indicate a functional approach?
Example: waterproof, warm
6.2 Do the post indicate an emotional approach?
Example: Nostalgic, happy, sad, party
6.3 Do the product indicate an unique selling proposition?
Example: limited edition, only available on ASOS, almost sold out
6.4 Do they compare products to their competitors?
6.5 Is there an echoing between the image and words?
Example: sign of “sale” in picture and says “sale” in the appurtenant text
6.6 Do the post promote positive self image
Example: You deserve it, you’re worth it
6.7 Do the post promote a positive body image
Example: Love your body
6.8 Do the post promote a social cause?
Example: ASOS aligning with breast cancer awareness
6.9 Exclusivity
Example: Invitation only, only some people qualify
6.10 Animation motion; often from a cartoon or graphic image.
Example: A character from Frozen
6.11 Is there a repost?
6.12 Is there a shoutout?
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Example: Hi, head over to ASOS Amanda and check out her feed
6.13 Is there a referral to a link in their profile?
6.14 Is there a referral to the article number in the text?
6.15 Is there an inspirational mood picture?
Example: Beach, sunny day, interior
6.16 Is there an inspirational mood text?
6.17 Is there an inspirational mood picture instead of a product?
6.18 Is there an inspirational mood text instead of a product?
7. Hashtags
7.1 Is there a hashtag?
7.2 Is there a hashtag that refers to one of their own channels?
7.3 Is there a hashtag that refers to a collaboration?
7.4 Is there a hashtag that describes a mood?
Example: #happy
8. Comments
8.1 Loss of data
Clarification: Another language than Swedish or English
8.2 Tagging a person/persons and not commenting anything else
8.3 Commenting something positive
Example: Emojis with a happy expression, flowers, balloons etc. or words such as
“cute”, “beautiful”, “yes”, “omg” or an exhortation to buy or want the product
8.4 Commenting something negative
Example: Emojis with a sad or angry expression, thumb down etc. or words such as
“ugly”, “no” etc.
8.5 Commenting something indefinable
Example: Emojis with a neutral expression, houses, animals etc. or words such as
“look at this”
8.6 Commenting something descriptive
Example: Commenting an emoji of a dress if the picture conducts a dress or writing
“sparkles” if the dress has sparkles on it
8.7 Tagging a person/persons and commenting something positive
Emojis with a happy expression, flowers, balloons etc. or words such as “cute”,
“beautiful”, “yes”, “omg” or an exhortation to buy or want the product
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8.8 Tagging a person/persons and commenting something negative
Example: Emojis with a sad or angry expression, thumb down etc. or words such as
“ugly”, “no” etc.
8.9 Tagging a person/persons and commenting something neutral
Example: Emojis with a neutral expression, houses, animals etc. or words such as
“look at this”
8.10 Tagging a person/persons and commenting something descriptive
Example: Commenting an emoji of a dress if the picture conducts a dress or writing
“sparkles” if the dress has sparkles on it
8.11 Asking a question to ASOS
8.12 Asking a non direct question
8.13 Commenting a remark on ASOS’ service positively
Example: I love the fast delivery
8.14 Commenting a remark on ASOS’ service negatively
Example: I haven’t got my order yet, this service is so bad
8.15 A response to the appurtenant text
8.16 Following the exhortation in the text
Example: “I’ve just bought this” will be coded as following the exhortation, even if
the text does not say “Buy this now”
8.17 Answering a posted question
8.18 ASOS responding to questions asked
8.19 ASOS responding to comments
8.20 ASOS promoting themselves
8.21 Commenting and promoting themselves
Example: Check out my site, I’m a fashion blogger”
8.22 Ambassador answering comments
8.23 Commenting on the price positively
Example: This is so cheap, I’m gonna buy this
8.24 Commenting on the price negatively
Example: It’s too expensive
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9.2 Attachment 2
The thesis was written mutually from the beginning. This to be able to produce an uniformed
text and to make sure both writers had an equal amount of work as well as an equal
understanding of all the processes leading to the conclusion.
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9.3 Attachment 3
The selected posts with a high amount of interaction and engagement were from the following
dates, in the order of picture one to ten:
20/9 (first picture out of three), 4/8 (second picture out of four), 21/8 (first picture out of two),
25/8 (second picture out of four), 26/8 (third picture out of four), 28/8 (third picture out of
three), 17/7 (first picture out of four), 26/7 (fifth picture out of five), 28/7 (first picture out of
four), 29/7 (first picture out of two).

The selected posts with a low amount of interaction and engagement were from the following
dates, in the order of picture one to ten:
20/9 (second picture out of three), 28/9 (first picture out of three), 11/8 (first picture out of
four), 11/8 (second picture out of four), 15/8 (first picture out of three), 22/8 (first picture out
of four), 25/8 (first picture out of four), 22/8 (fourth picture out of four), 1/7 (third picture out
of four), 17/7 (fourth picture out of four).
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