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Abstract  

 
Background:          The following thesis explores the use of UGC pictures as part of the 

 product presentation in the online shop of a fashion retailer. Of interest  

 are four variables and which influence these are having on the perception  

 of the UGC pictures through the lens of authenticity. The theoretical  

 background and the analysis are done through a developed model based  

 on the SOR model of Mehrabian and Russell (1974). 

  

Purpose:   The purpose of this thesis is to gain deeper insights about the role of 

  authenticity on the perception of consumers towards UGC pictures which  

  are part of the product presentation of a fashion online shop. 

 

Method:            This thesis follows a qualitative study by conducting two focus group 

sessions with in total 15 participants as well as semi-structured 

 interviews with four participants of the focus group. 

 

Findings:            Resulting from the findings of this thesis it could be argued, that UGC 

pictures would be theoretically well suited as part of the product 

presentation. However, not in terms of authenticity as consumers have an 

existing attitude towards content from social media. 

 

Value:            The findings of this thesis are providing valuable insights into the 

perception of UGC pictures in the context of an online shopping setting 

through the lens of authenticity. The presented findings are beneficial and 

are giving tangible advice for online shop providers to not only understand 

the perception of consumers to the UGC pictures but also how authenticity 

is influencing this perception. 
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1. Introduction  
_____________________________________________________________________________________ 

The introduction will start with a brief summary of background information: provide 

insights into user-generated content, online visual merchandising and highlight why 

authenticity is an interesting aspect in this context. In the following, the research problem, 

purpose and the research questions will be outlined and accompanied by the delimitations 

of the thesis. The introductory chapter will be closed by definitions relevant to the 

understanding of the thesis. 

______________________________________________________________________ 

 

1.1 Background 

“Communications is at the heart of e-commerce and community.” 

(Hewlett-Packard CEO Meg Whitman; Steve Olenski, 2015) 

  

The number of households with internet access increases every year, having reached over 

3.8 billion users in 2018 (ITU, 2018). This changes the way how people are interacting 

and carrying out daily activities, such as communicating or shopping. Furthermore, “[t]he 

convenience and accessibility of the internet has provided users with a powerful tool for 

acquiring extensive knowledge about the products and services under consideration” 

(Flavián, Gurrea & Orús, 2009, p. 1105). This development has an influence on 

marketing: Products are no longer only advertised via mass media but also advertised in 

an online shop setting (Gay, Charlesworth & Esen, 2007). With the development of the 

internet, products or services can be advertised more efficiently and accessed by 

consumers at any time. Moreover, consumers can buy almost everything online with free 

shipping and fast delivery. The demand of consumers for shopping online can be observed 

by the forecasted revenue in the area of e-commerce (Striapunina, 2018): the most popular 

segment for online shopping is fashion, including apparel, footwear and bags & 

accessories (Striapunina, 2018) with revenues expected to grow from 524.9 (2018) to 

835.8 billion US Dollar (2023) worldwide (Striapunina, 2018). Within the category 

fashion, apparel is the largest sub-category which continues to grow from 339.7 in 2018 

to 549.6 billion US Dollar in 2023 (Striapunina, 2018). These financials prove that the 
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online fashion market is huge with great growth potential. Therefore, it is important for 

retailers to be well established in the online segment to benefit from that development. 

Additionally, the online segment becomes more and more important as the classic brick 

and mortar stores are facing a big challenge to still get consumers to enter their stores and 

buy fashion (Hart, 2017). A study of U.S. consumers and their online shopping behaviour 

from 2018 showed that fashion belongs to an established category in online shopping as 

consumers are comfortable with searching and buying fashion online (Statista, 2018). 

These developments in the market show the importance of the digital strategy of retail 

companies as it is highly important to differentiate from competitors. 

 

1.2 Problem discussion 

Although shopping online seems to be a trend, online retailers are facing two main issues; 

(1) the variety of choices and (2) the issue of not being able to touch and try on the fashion.   

(1) Nowadays, the market power has shifted towards the consumer side due to the variety 

of providers present on the market. From a pool of options, consumers are free to choose 

the brand they want to purchase (Prahalad & Ramaswamy, 2004). Therefore, fashion 

companies should try “to differentiate its web site from the competitors’ by offering high-

quality information that speeds up the shopping process or improves the consumer’s 

knowledge, users will perceive greater value in that information” (Flavián et al., 2009, p. 

1104). 

(2) Furthermore, a more critical issue is that the apparel cannot be examined with visual 

and tactile senses by trying on the apparel and feeling the fabric (Khakimdjanova & Park, 

2005). This risk is defined as performance risk by Peter and Tarpey (1975) and Brown 

(1992) and is further studied by Jung-Hwan and Lennon (2010) and Dai, Forsythe and 

Kwon (2013). The way the product is presented to consumers, visual and verbal, is crucial 

(Hong, Thong & Tam, 2004; Kim & Lennon, 2008) as Helander and Khalid (2000) found 

an influence of product presentation on purchasing intention and purchase decision. 

Compared to verbal information, visual information about a product stimulates “tactile 

sensation projections for product evaluation” (Yu, Lee & Damhorst, 2012, p. 262). Chau, 

Au and Tam (2000) further argue for higher efficiency of visual images than verbal 

information. Due to the importance of visual stimulus, the concept of visual 

merchandising (VMD), respectively online visual merchandising (OVM) becomes 

crucial, especially as apparel is considered as an experience item (Yaoyuneyong, Foster 
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& Flynn, 2014). Therefore, consumers need to rely on visual information to get a feeling 

for the apparel, such as product images provided by the e-retailer (Yoo & Kim, 2012). 

Much research, for instance by Kim and Lennon (2008), Flavián et al. (2009) or Ha, Kwon 

and Lennon (2007), was already conducted in the area of OVM and how visual cues can 

create a better shopping experience by lowering the uncertainty about colour, fabric and 

fit in an online shopping setting. This problem becomes evident when looking at the sheer 

numbers: In a study more than 30 percent of the participants did not buy the apparel online 

as the colour in the provided product picture could not convince them (Park, Lennon & 

Stoel, 2005). Those findings were seconded by additional studies by showing that 85 

percent of women are not buying apparel online as they cannot try it on to experience the 

size and fitting (Khakimdjanova & Park, 2005).  

To reduce the uncertainties shown in the presented numbers above, different ways to 

visualize the apparel to demonstrate how the apparel will look were already investigated: 

Mix and match suggestions or product combination which suggest complete outfits 

(Khakimdjanova & Park, 2005), side views of the apparel, close-ups (Ha et al., 2007), 

three-dimensional views (Park et al., 2005), zoom technology (Ha et al., 2007) and the 

use of rotation (Park, Stoel & Lennon, 2008). Moreover, it is important to present the 

apparel on a human model as this increases the imagination of the natural drape of the 

apparel (Then, DeLong, Greer & Kenner, 1999). Park et al. (2005, p. 697) elaborated 

three visual aspects which are important for a successful product presentation in an online 

shopping setting: “Images of the product (a) in its closest representation of end use, (b) 

displayed in conjunction with similar items, and (c) from various angles such as front and 

back”.  

Considering the first aspect introduced by Park et al. (2005), user-generated content 

(UGC) pictures showing “ordinary people” (Cheong & Morrison, 2008, p. 38) wearing 

apparel is a very close presentation to the end use. UGC is a type of consumer-to-

consumer communication (Prahalad & Ramaswamy, 2004) and according to a survey 

done in the United States UGC is perceived as very influential in the context of online 

shopping. 73 percent of the respondents believed in an increase in their buying confidence 

due to UGC (TurnTo, 2017). In this thesis UGC is defined as “media content that is 

created or produced by the general public rather than by paid professionals and is 

primarily distributed on the Internet” (Daugherty, Eastin & Bright, 2008, p. 19) with the 

intention to share experiences with a certain product (Chan & Li, 2010). 
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During the past decades, blogging was the way how UGC was published and distributed 

(Tuten & Solomon, 2018). Fashion blogs found its appearance in the mid-2000s, where 

blogger post fashion content, mainly about their fashion preferences (Engholm & Hansen-

Hansen, 2013). People share their interest in fashion and publicly share their preferred 

outfit choice or how to style apparel, by sharing pictures in most cases about themselves 

(Chittenden, 2010). This phenomenon was further analysed by Cheung and Vazquez 

(2014) to understand the impact of this form of UGC on purchasing behaviour. 

Kim and Johnson (2016) studied the influence of experience sharing on social network 

sites (SNS) such as Facebook, Instagram, YouTube, Twitter or LinkedIn (Tuten & 

Solomon, 2018). They showed that “[b]rand-related UGC acted as informational stimuli 

to activate consumer's emotional and cognitive responses when participants encountered 

brand-related UGC” (Kim & Johnson, 2016, p. 106). Shuqair and Cragg (2017) 

investigated the impact of Instagram pictures on travel destinations and the posts on 

Instagram are effectively changing consumers perceptions and behavioural intentions. 

SNS has an influence on the shopping setting as the link of online shopping and social 

networking initiates a form of social shopping (Holsing & Olbrich, 2012). A recent 

phenomenon can be observed on Instagram where fashion retailers started a campaign to 

engage with consumers and to connect pictures from Instagram with their online shop 

(H&M Group, 2018). This phenomenon is relatively new in the market as companies just 

recently started connecting the shopping experience directly to social media, such as 

Instagram (Instagram, 2019a). Existing research suggests this area as an interesting topic 

for research as it is already proven by Stern (1994) that consumer-to-consumer 

communication is perceived as more trustworthy than company produced messages. Also, 

Gilmore and Pine (2007) highlighted the need for authenticity as consumers lose trust in 

institutions and companies. It becomes evident that UGC pictures can help consumers to 

get a better feeling for the product and add authenticity and trustworthiness to the product 

presentation. Overall, this would also reduce the performance risk and may be a potential 

lever to reduce the “aversion” of people ordering apparel online.  

 

To summarize the previous research, it highlights that not much research was conducted 

on the perception of authenticity of UGC pictures in a fashion online shop yet. These 

findings are in line with the results of Overmars and Poels (2014) as they suggest to 

specifically explore the role of authenticity in the context of visual product presentation. 
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Also, Brown, Kozinets and Sherry (2003) stress authenticity as one of the main challenges 

in contemporary marketing. Therefore, it becomes evident that this perspective can add 

knowledge to the existing literature and research about UGC and authenticity. 

 

 

1.3 Purpose and research question 

The purpose of this thesis is to get deeper insights into the perception of consumers 

towards the UGC pictures which are used as a visual cue in the fashion online shop.  More 

in detail, it is about to understand the role of authenticity in the context of UGC and online 

visual merchandising. 

As discussed in the previous chapter, UGC in this thesis refers to pictures that are posted 

on Instagram and tagged with a specific hashtag from a fashion retailer. Perception is a 

process in which a stimulus is interpreted into a meaning (Solomon, Bamossy, Askegaard 

& Hogg, 2016). 

The research question is defined as follow: 

 

How does authenticity influence the perception of UGC pictures as a part of the visual 

product presentation in an online shop setting? 

 

This question focuses specifically on authenticity as it incorporates the interpretive 

approach and deals with the problem of how authenticity influences the perception of the 

product presentation in the online shop. 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

6

1.4 Delimitations  

The nature of the phenomenon studied in this thesis is shown in Figure 1.1 and can be 

divided into three steps: (1) Consumer 1 is purchasing a dress and wants to share his 

experience and posts a picture while wearing this specific dress on Instagram and uses 

the hashtag from the retailer. The pictures provided by consumer 1 can be used by the 

fashion retailer in the product presentation of that dress in the online shop. 

(2) Consumer 2 (a potential consumer) is browsing on the online shop and is becoming 

aware of the dress. Besides the pictures produced by the fashion company, consumer 2 

can look at the picture taken by consumer 1.  

(3) Finally, consumer 2 is evaluating the purchase based on the perception of the product 

presentation including the UGC pictures. 

 

Figure 1.1 Overview of the phenomenon 

 

Source: own illustration 
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This thesis will exclusively focus on step two, taking the perspective of consumer 2 in 

consideration. Therefore, it will be possible to answer the question of how consumers 

perceive the authenticity of UGC pictures as a visual cue in an online shop setting.  

Step one, about the common creation of content by consumers and step three about the 

final purchase decision, will be excluded. 
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1.5 Definitions  

Authenticity: Authenticity has been defined differently in various studies as the 

definition depends on the context (Napoli, Dickinson, Beverland & Farrelly, 2014). In 

this thesis, the authenticity of a picture is defined by the ability of consumers to recognise 

if the persona is the sender of the message or if the message is sponsored by a company 

(Stern, 1994). 

 

User-generated content (UGC): “User-generated content (UGC) refers to media content 

that is created or produced by the general public rather than by paid professionals and is 

primarily distributed on the Internet” (Daugherty et al., 2008, p. 19). More in detail, UGC 

in this thesis is defined as any form of visual “content conveyed [on social media] [...] 

generated by users” (Cheong & Morrison, 2008, p. 38). 

 

Online visual merchandising (OVM): “Online Visual Merchandising (OVM) attempts 

to recreate in-store shopping experiences online” (Yaoyuneyong et al., 2014, p. 285). This 

includes not only the product presentation but also shop design and shop handling 

(Diamond & Diamond, 2007), nevertheless, this thesis is focusing on the visual product 

presentation. 
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1.6 Empirical case: H&M 

Recently, fashion retailers are using not only product pictures produced by themselves 

but also pictures where ordinary people are wearing the apparel, for example, H&M, Gina 

Tricot and ESPRIT. These companies launched a hashtag on social media to provide a 

platform for ordinary people to share a picture which the company can then present in 

their online shop. 

Gina Tricot introduced the hashtag #ginamyway, where 35.807 posts were made (as of 

10.03.2019). ESPRIT is using the hashtag #beesprit and (as of 10.03.2019) 4.100 peoples 

have posted a picture with this hashtag. H&M created the hashtag #hmxme and so far (as 

of 10.03.2019) 186.528 posts with this hashtag exist. As H&M has the largest database 

and Gina Tricot and ESPRIT just started recently with this campaign H&M is the best 

case for analysing the phenomenon of using Instagram pictures of ordinary people to 

support the product presentation in the online shop.  

H&M, a Swedish fashion retailer (H&M Group, n.d.-a), is aiming to create an inspiring 

experience for their customers. According to this strategy, H&M introduced an Instagram 

campaign where everyone can post a picture while wearing a piece of H&M fashion (or 

presenting a product by H&M home), add the hashtag #HMxME and has the chance to 

become part of H&M’s product presentation in the online shop. The pictures are promoted 

as “Styled by you” and are presented to potential customers as an additional picture of 

the product, showcased in the example presented in Figure 1.2. 

 

Figure 1.2 Screenshot online shop H&M 

 

Source: H&M online shop 
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As of 28. February 2019 there are 178.958 posts on Instagram with this hashtag 

(Instagram, 2019b). Besides this, H&M is actively asking people who tagged the brand 

H&M on their pictures if they would agree on the terms and conditions that applied to the 

hashtag #HMxME. 

Analysing the 115 pictures which H&M added into the online shop in February 2019 the 

following becomes clear (H&M Group, n.d.-b), grouping was done according to Crystal 

Abidin (C. Abidin, personal communication, February 19, 2019): 

 35,7% of the posts are by people with less than 1.000 followers. 

 37,4 % of the posts are by accounts with 1.000 up to 10.000 followers. 

 27 % of the posts are by accounts that have between 10.000 and 500.000 followers. 

 29,1 % of the posts used the hashtag #HMxME on their own to become featured in 

the H&M online shop. The rest of the posts tagged or mentioned H&M and H&M 

asked if they were allowed to use the pictures according to their terms and conditions.  

 6,1 % of the posts were marked as an ad or sponsored post. A more detailed analysis 

shows that only 3 out of 115 (2,6%) posts are sponsored posts and cannot be 

considered as UGC:  

o Three posts are directly marked as an advertisement (by using #ad) and H&M 

did not ask specifically to agree to the terms and conditions. 

o One post is sponsored by a different brand. H&M was only tagged when a 

user directly asked about the brand of the H&M piece. Therefore, the post was 

not sponsored by H&M. 

o Two posts are marked as a sponsored post (by using #sponsored). Both 

accounts state that they are working either at a Marketing or Visual 

Merchandising position at H&M. In this specific case, those two posts were 

excluded from the analysis as it is not clear how to categorise them in terms 

of UGC as the accounts might be somehow involved in the campaign.  

  

This analysis indicates that the pictures used by H&M as an additional picture in their 

online shop can be considered as UGC as the content is fully produced by the consumers 

and is not influenced by sponsoring of the brand. 
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1.7 Thesis outline  

The Figure 1.3 presents a thesis outline, to be able to follow the structuring of this thesis. 

 

Figure 1.3 Thesis outline 

 

Source: own illustration 
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2. Literature Review  
_____________________________________________________________________________________ 

The following chapter will give an introduction in the thematic of online marketing trends 

such as UGC and authenticity and introduces OVM in detail. Afterwards, based on both 

sub-chapters, the research framework of this thesis will be displayed.   

______________________________________________________________________ 

 

2.1 Current online marketing trends 

Online Marketing becomes increasingly important as people spend 3:39h in average 

online on PC/Laptop/Tablet and 3:05h on mobile phones per day (globalwebindex, 2018) 

and most people decide to purchase online. This leads to a dramatic change and various 

opportunities in marketing communication (Cheong & Morrison, 2008). 

Besides this, online marketing gives companies the chance to directly connect the 

advertisement to the shopping experience. Previous to online marketing, for example in 

TV marketing, an advertisement was shown at home but consumers were unable to 

purchase the product directly. Nowadays, consumers can directly shop online after 

receiving a commercial message which makes it also easier to track the success of an 

advertisement (Dahl, 2018). Within the Web 2.0, users can connect with each other for 

the sake of producing and sharing content, hence a consumer can be a content creator at 

the same time (Strauss & Frost, 2016). In traditional marketing, the four P’s of the 

marketing mix (product, price, promotion and place) is a framework to communicate and 

create value for the customer. Web 2.0 makes it necessary to add another P, being 

participation (Tuten & Solomon, 2018).  

For analysing interactions and content creation on social media, it is crucial to understand 

the categories of users existing on social media. Namely, there are three types of social 

media user, the (1) company, the (2) influencer and the (3) ordinary people (Mangold & 

Faulds, 2009; Tuten & Solomon, 2018). (1) Social media did not just change the way how 

ordinary people are interacting with each other and with brands but also how companies 

are interacting with consumers. Companies need to actively participate in social media to 

be closer to their target audience. (2) With the rise of social media, influencer evolved 

who shares their influential opinion with other users (Freberg, Graham, McGaughey & 

Freberg, 2011) with sponsored content (Mangold & Faulds, 2009). Influencers are 

defined as “trusted tastemaker” (De Veirman, Cauberghe & Hudders, 2017, p. 798) as 
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they appear to be relatable, sharing an opinion about a product in the interest of the 

producing company. (3) However, posts from ordinary consumers are perceived as more 

authentic and credible than if the same message would be posted by a company or 

influencer (De Veirman et al., 2017). Furthermore, statistics indicate a greater influence 

of ordinary people on consumer behaviour (Cison ltd, 2018; Cheong & Morrison, 2008) 

and therefore should not be underrated. Contrary to an influencer, an ordinary consumer 

just posts for the sake of sharing experiences (Chakrabarti & Berthon, 2012; Kietzmann 

& Canhoto, 2013) without being financially motivated by a company (Chakrabarti & 

Berthon, 2012). 

 

 

2.1.1 User-generated content 

Summarizing one of the current marketing trends Brigitta Forsström captured the 

aforementioned aspects by the following statement: 

 

“Creating value together with consumers is the way to compete in the future.” 

(Forsström, 2005, p. 69)  

 

This quote shows that consumers are no longer only ask for services or products but also 

feel a need to be included in the creation and market processes.  

Traditional co-creation focuses on consumers and companies who interactively develop 

a product and goes beyond shared customer experiences and “simple” individualization 

(Dahl, 2018). Burmann (2010) introduced the concept of stimulated user-generated 

content, calling this co-creational marketing. Stimulated UGC is characterized by the fact 

that “the brand manager may set up the program rules, the user contributions may be 

canalized but not controlled” (Burmann, 2010, p. 2). In this context also user-generated 

branding (UGB) is mentioned and considered as efficient and effective in terms of market 

communication (Burmann, 2010). Content creation stimulated by a company is viewed 

as WOM communications or UGC as the content is created by consumers, not companies, 

and these consumers are not commercially motivated (Berthon, Pitt & Campbell, 2008). 

These concepts describe the process presented in step 1 in Figure 1.1. As this thesis 

exclusively focuses on step 2, WOM and especially UGC need to be studied from a 

different angle.  
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The concept of UGC and electronic word-of-mouth (eWOM) are often used 

interchangeably but are not identical (Smith, Fischer & Yongjian, 2012). To be specific, 

eWOM is defined as any, positive or negative, review made by a consumer about a 

product or service which is spread via internet (Hennig-Thurau, Gwinner, Walsh & 

Gremler, 2004), whereas the concept of UGC is broader in its definition (Kim & Johnson, 

2016).  

 

Therefore the concept of UGC is used in this thesis and it is defined as any form of 

“content conveyed [on social media] [...] generated by users” (Cheong & Morrison, 2008, 

p. 38). This is supported by the Organisation For Economic Co-Operation Development 

(2007) as they claim UGC needs to meet the following criteria: It is published content 

with a creative personal contribution and is created outside the professional world. UGC 

“can be seen as the sum of all ways in which people make use of Social Media” (Kaplan 

& Haenlein, 2010, p.61) which refers to content created by members of the general public 

which can be done in any form of online content (Daugherty et al., 2008), like “digital 

video, blogging, podcasting, mobile phone photography, wikis, and user-forum posts” 

(Daugherty et al., 2008, p. 19). UGC often includes a brand-related matter that somehow 

creates product awareness and influence consumer’s purchase decision (Smith et al., 

2012).  

Social media enables interaction, collaboration, and content creation among users (Tuten, 

2008). Within retail environments, social media drives the amount of brand-related 

content available for consumers (Lipsman, Mudd, Rich & Bruich, 2012), delivered and 

produced by other consumers (Stewart & Pavlou, 2002). Social media gives companies a 

platform to collect UGC that can be used for their purposes as presented in the empirical 

case. By adding the UGC pictures into their online shop e-retailers enable consumers to 

influence other consumers’ consumption activities directly during the purchase decision 

on a different level (Bae & Lee, 2011). According to Choi and Lee (2017), UGC is 

considered as credible and trustworthy as Burgess, Sellitto, Cox and Buultjens (2009) 

further suggest as the person providing the UGC shares a real experiences. This is why 

the next chapter further elaborates on authenticity. 
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2.1.2 Authenticity 

Early research found that “the search for authenticity is one of the cornerstones of 

contemporary marketing” (Brown et al., 2003, p. 21). Gilmore and Pine (2007) identified 

five key reasons why consumer highly value authenticity, namely (1) the creation of 

commercialised experiences, (2) the increase in technology-driven interactions, (3) the 

shift towards a socially constructed reality, (4) the rise of the Baby Boomers and (5) the 

loss of trust in institutions. Consumers become especially sceptical if they recognise 

companies or institutions not being truly authentic for the sake of making more profit or 

the interest of their own benefits (Grayson & Martinec, 2004). Surprisingly, it was found 

that “authenticity has overtaken quality as the prevailing purchasing criterion” (Gilmore 

& Pine, 2007, p. 5). Thus, authenticity was researched in various areas with different 

understandings of the concept itself (Napoli et al., 2014). Authenticity was studied in 

areas such as experiences (Arnould & Price, 2000), rituals (Belk & Costa, 1998), cues 

that are used to attribute authenticity to objects (Beverland, Lindgreen & Vink, 2008), 

processes that are used to assess an object's authenticity (Rose & Wood, 2005), and art 

(Belk, Wallendorf & Sherry, 1989). 

Although authenticity was studied a lot since the last decades, the definition still differs 

from study to study. According to Trilling (1972) authenticity is linked to perceived 

genuineness and positive valuation. Brown et al. (2003) agreed on this statement and 

further claimed that a marketing strategy aiming for authenticity need to incorporate trust. 

Also, Grayson and Martinec (2004, p. 310) found it crucial for marketers to understand 

the judgement by “consumers over what is (or is not) authentic and understanding and 

specifying these cues”. It was found that authenticity is not an attribute of an object, but 

an outcome of the consumers’ interpretation (Casteran & Roederer, 2012) which is quite 

a complex perceptual process (Beverland & Farrelly, 2010). Research presented a link 

between assessment of authenticity and advertisement likability (Chalmers, 2007). If 

consumers are able to identify themselves with the advertisement or at least like it, the 

genuineness of the commercial message will be confirmed which in turn reinforces the 

perceived authenticity (Ertimur & Gilly, 2011). Penaloza (2001) researched authenticity 

with a consumer-centric approach and found that activities and references associated with 

the industry are relevant for consumers to consider a consumption experience as 

authentic. 
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Moreover, Gilmore and Pine (2007) are arguing that the precise definition of authenticity 

depends on the context. They categorised authenticity in five specific different 

dimensions: They say commodities are perceived as authentic when they are in their 

original condition. Whereas goods are seen as authentic when they are unique and new. 

Services are considered to be authentic, in case they are customised, and hand made. 

Experiences are authentic if they are related to traditional memories of the consumer. 

Consumers perceive transformations authentic if they are focused on greater meanings 

and aspirations. As none of these definitions can be applied to the empirical case as the 

context of this thesis lies in the area of commercial messages, online visual merchandising 

and UGC, a sixth dimension needs to elaborate: 

Research suggests that the characteristics associated to the source of a message, such as 

credibility or authenticity, “directly affect the persuasiveness of the message” (Ertimur & 

Gilly, 2011, p. 117). Accordingly, UGC pictures add benefit to the traditional product 

presentation as credibility and authenticity will increase as the content creators are similar 

to the consumers and share their experience (Ertimur & Gilly, 2011). Stern (1994) found 

four elements of authenticity in the case of advertisement messages: (1) rhetorical 

purpose, (2) fictive status, (3) narrative structure and (4) use of a persona. 

Especially the persona is interesting in a commercialised message described in the 

empirical case. According to Stern (1994), the persona is the person through whom the 

message is transferred. She elaborates on who is responsible for the message: in an 

advertisement, the sponsor and the responsible for the message is clearly the company 

producing the advertisement. According to the empirical case, the UGC pictures are made 

by ordinary people so the responsible is the persona itself and not a company. Thus, the 

message of the UGC pictures would be authentic, if consumers perceive the unsponsored 

message by the persona as a direct consumer to consumer communication “that conveys 

the illusion of the reality of ordinary life in reference to a consumption situation” (Stern, 

1994, p. 388). The message of the UGC pictures would be inauthentic in case the 

consumers see the company responsible for the transferred message. In this context, 

Schlegel and Hicks (2011) raised the issue that the motivation of the persona is 

unobservable for others. Meaning that a “person can unequivocally know whether s/he is 

authentic, it is impossible for a person to know with absolute certainty whether another 

individual is authentic. Nonetheless, individuals do make assessments of another’s 

authenticity” (Moulard, Garrity & Rice, 2015, p. 175).  
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Applying this to the situation described in the empirical case, it becomes clear that 

exploring the perceived authenticity of UGC pictures in the context of online visual 

merchandising is of exciting research. Furthermore, the research by Overmars and Poels 

(2014) suggests exploring the visual product presentation in the context of authenticity. 

 

 

 

 

2.2 Online visual merchandising 

As the pictures generated by customers are added to the product presentation in the online 

shop, they become part of the OVM strategy of the e-retailer. 

In general, VMD is the strategic presentation of a company and its products to attract 

consumers and facilitate shopping (Diamond & Diamond, 2007; Yaoyuneyong et al., 

2014). It includes visual aspects such as design, lighting, graphics and product 

presentation (Diamond & Diamond, 2007). Traditionally, VMD has been explored in the 

context of physical stores but more recently VMD has also been examined in an online 

context as online shopping has grown. Yaoyuneyong et al. (2014) define OVM as the 

application of VMD in an online shop setting. Especially the performance risk highlight 

that consumers rely completely on visual and verbal product-related information 

presented in the online shop (Kim & Lennon, 2008). As mentioned by Yu et al. (2012) 

the visual cues can compensate, better than the verbal information, the need for haptic 

experience. “VMD of apparel web sites may be more critical than VMD for web sites 

selling other types of products” (Ha et al., 2007, p. 479). For instance, researchers found 

that the product presentation attracts customers and influences their satisfaction with their 

online shopping experience (Szymanski & Hise, 2000). Based on an attractive and 

pleasant online shop design, impulses can influence consumers' behavioural intentions 

(Wu, Cheng & Yen, 2008). Ha et al. (2007) further investigated that mix and match 

suggestions (fashion is offered with fitting accessories) and product combinations have 

the power to help consumers in visualizing the apparel better which may increase online 

purchase intention (Then et al., 1999) as well as facilitating up- and cross-selling (Yoo & 

Kim, 2012). Furthermore, it was stressed that different angles in which the apparel is 

shown can help consumers to better visualize how the item will look on them and thus 

this has an impact on the risk perception. The different views of the apparel could be for 

instance views from the back and side and close-up pictures of the products (Ha et al., 

2007). Especially close-ups are considered to provide more detailed and helpful 
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information to reduce the performance risk and uncertainty about the clothing (Ha et al., 

2007). Then et al. (1999) found that the use of human models to present the apparel is 

more effective and to better visualize the shape of the clothing. Besides presenting the 

fashion with pictures, more advanced technologies can be used to positively influence the 

purchase intention (Park et al., 2008; Ha & Lennon, 2010) for instance via three-

dimensional views (Park et al., 2005). The zoom function is also an instrument to provide 

consumers with more detailed information in order to lower the performance risk (Ha et 

al., 2007). Park et al. (2008) further explored the use of rotation to spin the apparel in 360 

degrees and the effect on consumers' experience. They found that rotation as part of the 

product presentation creates a positive mood which decreases the perceived uncertainty 

of the consumer towards an online purchase. 

Ha et al. (2007) found that the online product presentation of online apparel stores will 

be the most critical aspect, since consumers feel a need to view the clothing in different 

angles. Park et al. (2005) are stressing three visual aspects which are important in an 

online shopping setting: First, pictures of the product similar to the intended use by the 

consumer. Second, apparel should be presented together with similar and fitting fashion. 

Third, the product presentation of the apparel would allow the consumer to see the product 

from different angles.   

  

According to the empirical case, especially the first aspect is relevant as pictures of 

ordinary people wearing the apparel might help other consumers to better imagine how 

they would look wearing the apparel. As described in the empirical case a growing 

number of retailers use UGC pictures in order to present their products in their online 

shop. This implicates a certain degree of helpfulness for consumers not only from a 

practical business perspective as companies need to understand how UGC can be used in 

order to fit consumers’ needs but also from a theoretical perspective as the literature 

review suggests that UGC pictures serve as stimuli to increase consumers feeling for the 

product. Therefore, it is crucial to study models that investigate stimuli-behaviour-

relations.  
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2.3 Models to explain stimuli-behaviour-relation 

The following chapter will give an overview of existing models that explain how stimuli 

can influence consumers behaviour. First, the SOR model will be introduced which is the 

basic model for this thesis, followed by two models that are developed for more specific 

purposes in regard to UGC and OVM. Afterwards, the research framework is developed 

by discussing the parts of the models used.   

 

 

2.3.1 SOR Model 

Mehrabian and Russell (1974) developed a model which describes the effect of specific 

stimuli on emotions and behavioural responses, called the SOR model. The SOR model 

explains that an environmental stimulus (S) affects individual internal states (O), which 

in turn affect the individual’s behaviour (R) (Yoo & Kim, 2012).  According to them, 

different stimuli (such as colour, music, light and fragrance) cause emotions (such as joy 

and excitement). These emotions influence behaviour (Mehrabian & Russell, 1974). The 

SOR model can be applied to brick and mortar stores as well as online stores. Previous 

research has shown that the stimuli in the shop setting influence emotional responses 

which in turn affect response behaviour such as buying or revisiting (Hu & Jasper, 2006; 

Menon & Kahn, 2002). 

Researchers have expanded the model by including consumers' cognitive responses to the 

shop setting. In detail, they examined perceptions, thoughts and beliefs while interacting 

with specific cues in the shop setting. It was found that stimuli, such as colour and light, 

cause not only emotional but also cognitive responses. 

When looking at an online shop situation, emotional and cognitive reactions are relevant 

for understanding the relationship between stimuli in the online shop and consumers’ 

reactions (Eroglu, Machleit & Davis, 2003; Park et al., 2008). In the SOR model, 

consumers’ behaviour is operationalized to be captured with variables such as the desire 

to explore the online shop (Ha & Lennon, 2010) or time/money spend (Smith & Sherman, 

1993).  

 

 

 

 



 

 

 

 

20 

 

2.3.2 Models that serve as a basis for extending the SOR model 

Different studies and articles emphasised different models when exploring the influence 

on consumers' purchase intention. The following chapter will give an overview of the two 

models which are relevant to fulfil the authors' purpose. 

 

2.3.2.1 Model of response routes for processing rotation in product presentation 

Park et al. (2008) introduced a model that explains the effect of rotation within the product 

presentation on purchase intention. Perceived information and mood are assumed to be 

the two main influences on attitude and purchase intention. They are assuming that the 

way how the information about the product is presented influences the perception of the 

information and therefore also influences the attitude and the purchase intention. 

Additionally, the mood plays an important role in online purchase behaviour as it is 

influenced by the product presentation and influences consumers' behaviour. In detail, the 

mood is positively affected by exciting product presentations for consumers in e-

commerce settings (Park et al., 2008). 

 

Figure 2.1 Model of response routes for processing rotation in product presentation 

 

Source: Adapted from Park et al. (2008) 
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2.3.2.2 Conceptual Model by Bahtar and Muda 

The Model of Bahtar and Muda (2016) includes various theories, such as the Technology 

Acceptance Model, Theory of Reasoned Action and Theory of Planned Behavior. Besides 

this, they changed the model to fit the needs of UGC (in terms of product reviews) by 

adding the following variables: perceived credibility, perceived usefulness and perceived 

risk. Bahtar and Muda (2016) used the term of perceived usefulness in relation to the 

usefulness of a message which is shared by another person. Moreover, they assumed that 

the perceived risk will decrease by adding UGC as additional information for the 

customer (Bahtar & Muda, 2016). If a consumer has a positive attitude towards UGC it 

will have an influence on their behaviour (Bahtar & Muda, 2016). 

 

 

Figure 2.2 Conceptual Model 

 

Source: Adapted from Bahtar and Muda (2016) 
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2.3.3 Developed research framework 

While prior research has examined the concepts of UGC, OVM and authenticity 

separately, the literature suggests studying these concepts in order to also fit current 

developments in the market. Therefore, the authors developed a model based on the SOR-

model and extend it by considering aspects of the models described in chapter 3.3.2. 

Figure 2.3 presents the developed research framework with the different variables which 

will be further explained in this chapter. 

 

Figure 2.3 Developed research framework 

 

Source: Own illustration  

 

The perceived usefulness is initially based on the Technology Acceptance Model and 

defined as the degree a new system improves the overall performance (Davis, Bagozzi & 

Warshaw, 1989). Bahtar and Muda (2016) further defined as a wealth of usefulness of 

information shared by other users on social media. Also, Mudambi and Schuff (2010) 

identified the usefulness of online consumer reviews as a relevant aspect for consumers 

in the online purchase decision-making process. Transferring this to the phenomena 

described in the empirical case the perceived usefulness is related to the question if UGC 

pictures help consumers to be more confident to order apparel online. This aspect can be 

explored by asking questions related to imagination, product impression and information 

communication. 
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The performance risk deals with the uncertainty about the design of the apparel, the 

material, its construction and the aesthetic and functional performance (Brown, 1992). It 

is an important aspect as it “has been reported as the most frequently cited reason for not 

shopping online” (Dai et al., 2013, p. 15) and can have a negative impact on purchase 

intention and frequency (Dai et al., 2013). Crucial product attributes like texture or feel 

could lead to a less confident buying behaviour online as these tactile attributes are 

difficult to stimulate online (Klatzky, Lederman, Matula & Cutting, 1993; Peck & 

Childers, 2003) but “information processing of visual attributes may substitute for haptic 

exploration for fabric judgments” (Yu et al., 2012, p. 255).  

The performance risk is expected to decrease by adding UGC pictures as additional 

information for the customer (Bahtar & Muda, 2016; Dai et al., 2013; Goldsmith & 

Goldsmith, 2002). According to the empirical case, this would mean that the UGC 

pictures deliver more information about a product as the consumer would be able to see 

the fashion on ordinary people and not only models. A lower performance risk would be 

manifested by consumers that have a better impression of the product (in terms of fabric 

and fit). While a higher performance risk would occur if the consumer's uncertainty 

increases by overwhelming visual cues. 

 

The mood is defined as “an individual subject state that possibly mediates cognitive cue 

effects by biasing the selection, encoding, or retrieval of cues in a situation” (Swinyard, 

1993, p. 272). Park et al. (2008) described the role of mood in their model and concluded 

that prominent and exciting presentations are associated with positive effects on the mood 

of consumers. People being in a good mood can process more positive information than 

negative ones which in turn has an impact on shopping intention (Swinyard, 1993). Park 

et al. (2008) researched that an exciting way of presentation of the product is influencing 

mood, and Swinyard (1993) further states that mood is influencing the perception of cues 

in an online shopping situation. Besides this, as pictures of ordinary people are part of an 

exciting way of product presentation the mood plays an important role and needs to be 

included in the research framework. Enjoyment which is a relevant aspect when talking 

about shopping, answers the question of how fun or interesting an experience is (Moon 

& Kim 2001; Dennis, Morgan, Wright & Jayawardhena, 2010). Several studies have 

proven that enjoyment influences consumers' behaviour (Liu & Arnett, 2000; Koufaris, 
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2002). A positive mood can be created by, for example, a nice, non-cluttered setup of the 

online shop, easy to navigate and visually appealing pictures. As taste is different, it is 

crucial to explore if most potential consumers appreciate the additional visual cue and 

develop positive feelings towards it. A positive mood can be created by pictures that are 

appealing, enjoyable and nicely presenting the fashion. Negative mood, on the other hand, 

can be caused by unrealistic or inauthentic pictures. 

 

Attitude is defined as a long-lasting general judgement of objects (such as people, objects 

or advertisements) (Solomon et al., 2016). Attitude towards UGC was first mentioned by 

Bahtar and Muda (2016) claiming that the attitude towards UGC is relevant as social 

media affect the perception the of UGC pictures as part of the product presentation in the 

online shop. Additionally, a layout like the plain layout of Instagram will make the 

experience of consumers more convenient, more satisfying and less stressful for a 

consumer that is familiar with social media (Bahtar & Muda, 2016). Being personal 

related to social media and Instagram can have an influence on the attitude in the online 

shop setting. As consumers might connect social media directly to paid posts by an 

influencer, this additional visual cue can have a negative impact on the purchase 

behaviour. 

  

Interpreting these four aspects through the lens of authenticity will allow the authors to 

draw conclusions on the question whether UGC pictures add value to the visual product 

presentation through being perceived as more authentic than the company produced 

pictures.  

As the UGC pictures are made by ordinary people, the responsibility lies in the persona 

itself and not in the company. Thus, the message of the UGC pictures would be authentic, 

if consumers perceive the unsponsored message by the persona as a direct consumer-to-

consumer communication that transmits the illusion of the reality of daily life in relation 

to a consumption situation (Stern, 1994). Meaning that the message of the UGC pictures 

would be inauthentic in case the consumers see the company responsible for the 

transferred message. The theory states that it is nearly impossible to evaluate someone 

else’s authenticity (Schlegel & Hicks, 2011), nevertheless, people tend to be judgemental 

anyway (Moulard et al., 2015). 



 

 

 

 

25 

3. Methodology 
_____________________________________________________________________________________ 

The methodology is built on the structure of Saunders, Lewis and Thornhill (2016) and 

the so-called research onion. With the support of this model, the methodology will gain 

structure to decrease inaccuracy (Bryman, 2016) and the following subchapters, being 

research philosophy, research approach and the research design will support in the 

process to develop a solid methodology step by step (Saunders et al., 2016). 

______________________________________________________________________ 

3.1 Research philosophy  

The first step in developing the methodology is to define the research philosophy which 

“refers to a system of beliefs and assumptions about the development of knowledge” 

(Saunders et al., 2016, p. 124). There are five major research philosophies, and these are 

positivism, critical realism, interpretivism, postmodernism and pragmatism. The most 

suitable philosophy for this thesis is the interpretive perspective as the authors want to 

focus on consumer behaviour and try to understand it (Bryman & Bell, 2015). 

Additionally, interpretivism “emphasises that humans are different from physical 

phenomena because they create meanings” (Saunders et al., 2016, p. 140). In contrast, 

positivism is searching for one reality, whereas in interpretivism an array of 

interpretations could exist (Malhotra, Birks & Wills, 2012). “(T)he purpose of 

interpretivist research is to create new, richer understandings and interpretations of social 

worlds and contexts” (Saunders et al., 2016, p. 140). From an ontological and 

epistemological perspective this thesis is truly interpretive as the clear focus lies on social 

phenomena, their meanings and the nature of reality (ontology) and the constitution of 

knowledge is based on perception rather than on objective truth (epistemological) 

(Saunders et al., 2016). Furthermore, interpretivism can be divided into different strands. 

The relevant one for this thesis is phenomenology as it focuses on the lived experiences 

of the participants and their interpretation of these experiences (Saunders et al., 2016). In 

this thesis, the lived experiences refer to participants a past experience of online shopping 

and their knowledge about UGC in the context of their social media activity. Especially 

the first aspect, experience in online shopping was a necessary condition for the focus 

group participants. Those experiences are supporting the process of “gaining insights into 

those phenomena” (Saunders et al., 2016, p. 723) which will be researched in this thesis. 
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3.2 Research approach 

The research approach has two main functions which are of importance for this thesis, (1) 

it supports in the decision of the research design, and (2) it serves as a basis for the 

research strategies (Saunders et al., 2016). There are three different types of research 

approaches, the deductive, inductive or abductive approach. Which approach fits the most 

is depending “on the emphasis of the research [...] and the nature of the research topic” 

(Saunders et al., 2016, p. 149). The research for this thesis started with the theory as the 

authors got an understanding of the research by reading academic literature (Saunders et 

al., 2016). Resulting from that a deductive approach is presented in this thesis as the 

existing theory was used to formulate the research question (Saunders et al., 2016). 

Furthermore, a wealth of literature is already available in the relevant research areas, the 

theoretical research framework was developed based upon that (Saunders et al., 2016). 

To be able to design a theoretical framework it was necessary “to identify the main 

variables, components, themes and issues” (Saunders et al., 2016, p. 570) in the present 

research problem. 

 

3.3 Research design 

After defining the research philosophy and the approach, the research design needs to be 

defined, which consists of the three steps of methodological choice, research strategy and 

time horizon. The research design sets the guideline for developing the research project 

and for answering the research questions (Saunders et al., 2016).  

 

The first step within the research design is about the methodological choice. Besides 

quantitative and qualitative methods, both can be used as a mixed method to collect data 

(Saunders et al., 2016). As the research philosophy is interpretivism, qualitative research 

supports the presented research purpose the most (Saunders et al., 2016). The purpose of 

this thesis is to get a deeper understanding of the phenomenon described in the empirical 

case and qualitative studies are ideal to achieve this (Saunders et al., 2016). It “studies 

participant´s meanings and the relationships between them, using a variety of data 

collection techniques and analytical procedures, to develop a conceptual framework and 

theoretical contribution” (Saunders et al., 2016, p. 168). While previous research mainly 

focused on numerical data and the phenomenon described in the empirical case is novel 

it was of interest to explore the phenomenon and not to measure it quantitatively. For the 
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data collection a focus group was conducted with follow-up semi-structured interviews. 

The use of two qualitative data collection techniques results in a multi-method qualitative 

study (Saunders et al., 2016). “Research can be designed to fulfil either an exploratory, 

descriptive, explanatory or evaluative purpose or some combination of these” (Saunders 

et al., 2016, p. 174). As the purpose is not to establish a causal relationship or to 

understand if something works well, rather than to explore a new phenomenon the design 

of this thesis is exploratory (Saunders et al., 2016). “An exploratory study is a valuable 

means to ask open questions to discover what is happening and gain insights about a topic 

of interest” (Saunders et al., 2016, p. 174). Saunders et al. (2016) argue that this type of 

study has the benefit of being more flexible. Meaning during the data collection process 

the direction can be changed depending on the upcoming data which will occur (Saunders 

et al., 2016).  

 

The second step within the research design is to define the research strategy which is 

about how the research questions will be answered (Saunders et al., 2016).  The authors 

selected the strategy of the focus group as its main primary data collection method as it 

is used in qualitative research to explore the attitude but as well the opinion or perception 

(Kumar, 2011). A more detailed explanation of how the focus group was executed is 

provided in chapter 3.4.2. In connection with the focus groups semi-structured interviews 

were conducted which will be further explained in chapter 3.4.3.  

 

In the third step of the research design, the time horizon between cross-sectional and 

longitudinal was defined. This thesis is a cross-sectional study as one particular 

phenomenon is being researched to a particular time (Saunders et al., 2016). A cross-

sectional study suits this thesis as well as a time-constrained is given, meaning the time 

to conduct the data collection is limited (Saunders et al., 2016). 
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3.4 Data collection method 

3.4.1 Pre-study: empirical case 

As the UGC pictures published on Instagram are used by H&M in their online shop it was 

of interest to analyse these posted pictures to be able to argue that these pictures are 

generated by ordinary users and are not sponsored posts. Therefore, a pre-study in form 

of a netnography was conducted. In this case, the netnography refers to the passive 

process (Malhotra et al., 2012) of analysing the specific posts with the hashtag HMxME 

on Instagram and the H&M online shop. 115 pictures posted in February 2019 were 

checked regarding two questions: (1) Were the posts sponsored by H&M? / Were the 

posts marked as an advertisement? (2) How many followers does the user had to that 

time? After running this netnography it can be argued that the pictures are not paid by 

H&M and therefore considered as UGC pictures. The results are summarised in chapter 

1.6 and the detailed analysis is presented in Appendix A.   

 

3.4.2 Focus group 

In order to answer the presented research question, the research strategy of the focus 

group has been selected which is “an unstructured, free-flowing interview” (Babin & 

Zikmund, 2016). The qualitative method of focus group was selected as its main purpose 

is to gain insights of participants, by creating a comfortable and relaxing atmosphere and 

“it is hoped that participants can reflect and portray their feelings and behaviour, at their 

pace and using their language, means of expression and logic” (Malhotra et al., 2012, p. 

224). Furthermore, focus groups are suitable to gain knowledge about why people feel in 

a certain way which can be more realistic than from an interview as a variety of views 

can be elicited (Bryman & Bell, 2015). Moreover, as the research topic is of novelty in 

its appearance, a focus group is a reasonable instrument to exchange opinions and 

possible experiences.  

 

By planning the focus group, the aspect of how many focus group sessions are required 

to reach an acceptable amount of data was researched. According to Calder (1977), “when 

the moderator reaches the point that he or she is able to anticipate fairly accurately what 

the next group is going to say, then there are probably enough groups already” (Bryman 

& Bell, 2015, p. 516). This means, “once new themes are no longer emerging [...] it would 
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be appropriate to bring data collection to a halt” (Bryman, 2016, p. 505). After the second 

focus group, the collected data were similar and the moderators were able to anticipate 

what a next group would say, therefore it was decided to not perform a third focus group 

and continue directly with the follow-up semi-structured interviews.  

 

In detail, the focus group consisted of seven respectively eight participants. Babin and 

Zikmund (2016) argue for a size between six and ten participants as in groups smaller 

than this, the likelihood to get good ideas is decreased and people tend to influence others 

easily, whereas, in larger groups, people could get overruled by others. According to 

Barbour (2007), a maximum of eight participants is the optimum in order to be able to 

moderate the group in a sufficient way and to analyse the transcripts in the end. Therefore, 

the authors aimed for eight participants for each focus group. However, acknowledging 

the risk that people accepting to join the focus group but then cancelling on short notice 

or do not show up at all (Bryman & Bell, 2015) the authors followed the recommendation 

of Wilkinson (1998) to always over-recruit. Thus, the authors kept two participants as a 

backup in case people would cancel on short notice. For instance, before the first focus 

group two participants cancelled and the backup participants were contacted so eight 

participants joined the first session. Same was planned for the second focus group. 

Unfortunately, three participants cancelled on short notice and the two backup 

participants were contacted, in the end, seven participants joined. Figure 3.1 and 3.2 show 

the exact set up during the focus group sessions. 
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Figure 3.1 Focus group 1 

 

Source: own illustration 

 

 

Figure 3.2 Focus group 2 
 

 
Source: own illustation 
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Babin and Zikmund (2016) advise using a group which is homogeneous that the 

conversation is not in risk to be confrontational. This advice was considered during the 

selection of the participants, that all are familiar with online shopping. Furthermore, it 

was deliberately decided to choose men and women, to get a more fruitful discussion, but 

also since the apparel of H&M is for both genders. 

The role of the moderator during the focus group is very important and well considered 

for the focus groups. Only if the moderator is able to lead the focus group sufficiently and 

can guarantee that every participant has the chance to contribute to the topic, the focus 

group will be a success (Babin & Zikmund, 2016). The moderator was provided with a 

guideline of topics which is presented in Appendix B, to ensure a similar agenda for every 

focus group. The aspect of authenticity was excluded on purpose during the focus group 

to get a more general discussion about the four variables in the theoretical framework. 

The location of the focus group was in the building of the International Business School 

and in the University Library in Jönköping and an average focus group session took 

slightly over one hour. To create a comfortable and welcoming atmosphere, snacks were 

provided, and each seat was prepared with a chocolate bar and a piece of paper. The piece 

of paper included three questions about demographics, the name, birthday and if active 

on social media or not which was needed to prove the sampling of this thesis.  

 

As the research purpose of this thesis is based on visual stimuli, the authors used this 

aspect in carrying out the focus group sessions. By introducing visual stimuli to the focus 

group, participants are able to express their feelings or opinions about the topic discussed 

(Malhotra et al., 2012). First, the participants were asked to check out the two links 

provided, showing the H&M online shop, with one apparel for women and men 

respectively. The link and the website screenshots can be found in Appendix C. This task 

was chosen to set an even playground for the following discussion to make sure everyone 

has an impression about the H&M online shop and is familiar with the product 

presentation. Later, more precise questions were asked to draw attention to the UGC 

pictures. During the session, a presentation was shown to support what the authors said, 

presented in Appendix D. At the end of the session, a photo-elicitation technique was 

used to ask the participants to reflect and comment on prepared pictures about their 

emotions associated with them (Bryman & Bell, 2015). In total five different apparel 
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(three for women and two for men) from the H&M online shop were selected. Pictures of 

the product presentation, both H&M produced and UGC pictures, were printed out, 

shown in Appendix E. In pairs of two, the participants should discuss it first internally 

and then share their thoughts and feelings with the group. The authors used the photo-

elicitation technique as it serves as a stimulus to the discussion (Bryman & Bell, 2015) 

which was the aim of the task. 

 

The data collected in this thesis benefited from the advantages of a focus group: (1) wide 

range of information can be collected, (2) the snowballing effect that the participants can 

piggyback on each other and (3) that the direction of the focus group can be changed, 

depending on the comments of the participants (Malhotra et al., 2012). The disadvantage 

of information being presented in a rather unstructured way was compensated with a 

follow-up semi-structured interview. 

 

 

3.4.3 Semi-structured interviews 

For the semi-structured interviews, the comments of the participants of the focus group 

were checked and sorted to understand in which area a deeper understanding is needed. 

As the focus group was the main primary data collection method and gave the authors 

already knowledge about the research problem, it was decided to use closed-ended 

questions in the interviews (Leech, 2002). The advantage of a semi-structured interview 

is that questions can be divided into sections and those very specific topics can be 

discussed in detail (Babin & Zikmund, 2016). During the interviews to each variable of 

the theoretical framework, a question was asked and if needed a follow-up question, to 

animate the participant to elaborate his or her answer in more detail. This is in line with 

Bryman and Bell (2015) as the provided questions are asked, but the interviewer is free 

to ask follow-up questions. In comparison to the focus group, the intention was to get 

more insights about the authenticity of the phenomenon by asking a direct question to it. 

This was intended to support the analysis as the interpretation of the four variables will 

be interpreted through the lens of authenticity. The asked questions are provided in 

Appendix F. In total four interviews with an average of 10 minutes were conducted in the 

building of the International Business School Jönköping. The interviews were performed 

by the same person who led the focus group to not change the questioning style. The 
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participants selected for the interviews were already part in one of the two focus groups. 

The reason for taking those participants was that due to the familiarity with the topic, it 

was considered to be more effective as they could already develop an opinion about the 

UGC pictures. Whereas completely new participants would not know what these UGC 

pictures are and it would be more time consuming to get the needed information. 

 

3.5 Sampling of data 

The sample of this thesis focuses on millennials or generation Y, who are people “born 

after 1984 and before 2000, characterized by their optimism and technical confidence 

(especially with computers and the internet)” (Chandler & Munday, 2016, p. 173). 

Millennials were selected as the most frequent Instagram users by age are 18-24 (32 

percent) and 25-34 (33 percent) (Kepios, 2019). Furthermore, over 55 percent of people 

in the age of 18-34 buy apparel online (Statista, 2017). These two criteria made it 

interesting to focus on millennials as they are the relevant target group for a first 

discussion about the phenomena described in the empirical case.  

 

Due to the conscious selection and personal judgment, to just include millennials into the 

sample a non-probability sampling is present in this thesis (Malhotra et al., 2012; Babin 

& Zikmund, 2016). The participants for the focus groups were selected due to personal 

contacts, like friends and close acquaintances (Babin & Zikmund, 2016), due to this the 

sampling can be considered as a convenience sampling (Babin & Zikmund, 2016). As the 

results can be reached quicker and more economical it was decided to use convenience 

sampling (Babin & Zikmund, 2016). In the selection process for the participants 

marketing students were excluded as they are possibly aware of the used models or 

answer to the questions in favour of the research. As a consequence of this sampling 

process, the probability to be selected as a millennial was not equal. Nonetheless, during 

the selection of the participants their age was a relevant criterion to cover a broad range 

of the millennials. The average age of the participants of the focus groups was 23 years, 

whereas the youngest participant was 21 years old and the oldest was 26 years. Figure 3.1 

and 3.2 provide detailed information about the age of each participant. 
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3.6 Analysis of data 

The qualitative data collected during the focus groups and semi-structured interviews will 

be analysed following the approach of the thematic analysis presented in Figure 3.3. This 

approach was chosen as thematic analysis “involves a researcher coding her or his 

qualitative data to identify themes or patterns for further analysis, related to his or her 

research question” (Saunders et al., 2016, p. 579). As this thesis follows an interpretive 

philosophy the thematic analysis allows exploring different interpretations which is 

relevant to truly understand the phenomenon (Saunders et al., 2016). As the research 

approach is deductive, the process of looking for themes will be connected to the 

presented literature in chapter 2. 

 

Figure 3.3 Thematic Analysis  

 

Source: Adapted from Saunders et al. (2016) 

 

3.6.1 Analysis of the focus groups 

According to Saunders et al. (2016), the first step in the thematic analysis is to get familiar 

with the data. Familiarity with the data can be reached by producing transcripts (Saunders 

et al., 2016). To be able to transcript the focus group, all sessions were recorded. This has 

also the advantage that important comments or the exact language of participants can be 

reproduced and the recording allows to listen to the session during the analysis (Bryman 

& Bell, 2015). The transcripts as well ensure that the conducted data collection is truly 

reflected (Kumar, 2011). The transcripts are provided in Appendix G. According to 
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Strauss (1987), it is appropriate “to transcribe only as much as required by the research 

question” (Flick, 2018, p.439). Therefore, discussions not related to this research or the 

use of double words were not transcribed as part of the data reduction (Malhotra et al., 

2012). The authors decided to transcript each focus group immediately to be able to recall 

the session mentally and have the information present. As transcribing the sessions is very 

time-consuming online software (Otter Voice Notes) was used to support in that manner. 

After the software finalized the transcripts, each author reviewed it to ensure that all 

important discussions are included. Each participant was assigned with a unique number, 

such as “participant 1.1”, to be able to differentiate them from each other (see Figure 3.1 

and 3.2). The first number names the participant within one focus group, numbering 

started with number one at the first person on the table and went clockwise. The second 

number indicated if a participant joined the first or the second focus group. Besides the 

recording, field notes were written, especially when the participants discussed the 

different pictures to support the memory of the authors while transcribing (Malhotra et 

al., 2012). 

The second step concerns the coding of the data (Saunders et al., 2016). In qualitative 

research, “[c]oding is used to categorise data with similar meaning” (Saunders et al., 

2016, p. 580). The coding of the transcripts was done directly after the transcript of each 

focus group was finalized to generate a sharper understanding. An important aspect, 

which the authors considered before coding of the data, was to decide to independently 

code the transcripts as “[a]ny mistake in coding can dramatically change the conclusions” 

(Babin & Zikmund, 2016, p. 393). By doing the coding independently and discuss the 

results together afterwards this risk could be reduced. In the presented deductive 

approach, the coding derived from the research framework presented in Figure 2.3 

(Saunders et al., 2016). First, the authors read through the transcripts and field notes and 

afterwards, the transcripts were reviewed again to uncover codes which are “words, 

phrases, sentences, paragraphs, an extended story, an image, indeed any component of 

the collected data, connected or unconnected to a specific context” (Malhotra et al., 2012, 

p.298).  

Step three is about to search for themes and recognize relationships (Saunders et al., 

2016). After the process of coding, the authors were looking for themes which are 

categories that incorporate “several codes that appear to be related to one another” 

(Saunders et al., 2016, p. 584) and which are essential for this research (Saunders et al., 
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2016). This process is supportive for the authors as judgments about the data and deeper 

dive are being made (Saunders et al., 2016).  

In the last step, to redefine the themes and test the propositions (Saunders et al., 2016) the 

authors went through there created themes and checked if some themes needed to be 

changed in the sense to separate them or to delete or create new once (Saunders et al., 

2016). During the discussion it becomes clear, that step four was not necessary as the 

themes with the assigned codes were clear, distinctive and therefore no need for 

redefining was given. 

 

3.6.2 Analysis of the semi-structured interviews 

The interviews were recorded to have also the ability to listen to it again and to transcript 

it (Bryman & Bell, 2015). The transcripts were written directly after each interview by 

one of the authors. The other author then double checked each transcript if some mistakes 

occurred. Appendix H presents the transcripts of the semi-structured interviews. In order 

to know which participant of the focus group was interviewed the abbreviation of that 

particular participant was used with the addition of the word `Interview`.  

The coding of the interview transcripts was done following the same procedure as applied 

for the focus group. Each author first individually coded each transcript and then a 

common discussion was held to discuss the individual coding and if needed get a 

consensus. Analysis was done as shown in Figure 3.3. 

 

3.7 Limitations of the methodology 

This research has identified some methodological limitations. As this thesis is based on 

qualitative research and convenience sampling, the data cannot be generalized to a 

broader population (Malhotra et al., 2012). In a qualitative study with the philosophy of 

interpretivism, the interpretation of the data relies on the researcher, whereas in 

quantitative research the numbers generated are objective that the result will not change 

dependent who is analysing the data (Babin & Zikmund, 2016). By conducting a focus 

group and semi-structured interviews certain different errors may occur. A possible error 

could be the interviewer bias, a “response bias that occurs because of the presence of the 

interviewer influences respondents´ answers” (Babin & Zikmund, 2016, p. 173). This 

would have happened in case participants are not telling the truth by giving responses 

which they think the interviewer or moderator wants to hear (Babin & Zikmund, 2016).  
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Also, there is the risk that the interviewer is recording the answers incorrectly or is not 

fast enough to make notes about the responses of the participants which is known as 

interviewer error (Babin & Zikmund, 2016). The authors tried to reduce this error by 

recording the focus groups with two recording medium and one person was dedicated 

taking notes to ensure the moderator can entirely focus on the participants. The interviews 

were as well recorded to reduce the possibility of an interviewer error. Furthermore, a 

data processing error would occur in case the data is improperly edited or coded (Babin 

& Zikmund, 2016). To obviate this error, the transcripts were first written by one author 

and then double checked by the second author. For the coding process each author coded 

the transcript separately and the results were discussed together afterwards. 

As the authors are bringing in their knowledge and understanding of the research due to 

the previous examination for the theoretical background, this could have an impact on the 

way how the questions for the focus groups and semi-structured interviews are formulated 

and asked.   

 

3.8 Trustworthiness 

Compared to quantitative research it is recommended to judge or evaluate qualitative 

research with other terms than reliability or validity (Bryman & Bell, 2015). Lincoln and 

Guba (1985) propose the specific term of trustworthiness as a good indicator for the 

quality of qualitative research. In this thesis, triangulation supports the research as “it 

adds depth, breadth, complexity and richness” (Saunders et al., 2016, p. 207), due to the 

two methods of data collection.  

Lincoln and Guba (1985) defined four criteria related to trustworthiness which will be 

explained in the following.   
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3.8.1 Credibility 

Credibility is the equivalent to the internal validity of quantitative research (Bryman & 

Bell, 2015) and it is the most important criteria for trustworthiness (Lincoln & Guba, 

1985). Credibility involves “establishing that the results of qualitative research are 

credible or believable from the perspective of the participant in the research” (Trochim & 

Donnelly, 2007, p. 149) or in other words how believable the findings are (Bryman, 

2016). That is because the perceptions or the experiences of the participants were 

analysed and it is expected that they can judge the best if the authors reflected it in the 

correct way (Kumar, 2011). Therefore, it is suggested to show the findings to the 

participants of the focus groups to get an approval (Kumar, 2011). This recommendation 

was considered and therefore the findings were sent out to the participants. 

 

3.8.2 Transferability 

“Transferability refers to the degree to which the results of qualitative research can be 

generalized or transferred to other contexts or setting” (Trochim & Donnelly, 2007, p. 

149), which is difficult to achieve (Kumar, 2011). In order to enhance the possibility of 

transferability the authors were “describing the research context and the assumptions that 

were central to the research” (Trochim & Donnelly, 2007, p. 149) as well as the findings 

(Saunders et al., 2016) to create a thick description (Bryman & Bell, 2015). 

 

3.8.3 Dependability 

Dependability in qualitative research is similar to reliability in quantitative research 

(Trochim & Donnelly, 2007). The term is about if the research results would be the same, 

“if we could observe the same thing twice” (Trochim & Donnelly, 2007, p. 149). To 

achieve dependability Shenton (2004) addresses the importance of describing the research 

in detail to ensure other researchers can replicate this research. Therefore, it was of 

significance to this thesis to provide a detailed explanation about every single step 

(Shenton, 2004). Especially the development of the theoretical framework demonstrates 

in detail which models are used and how they contribute to the research purpose. As well 

the methodology expresses step by step the structure of this thesis. However, according 

to Kumar (2011) and Bryman and Bell (2015), qualitative studies can never reach 

absolute dependability as the role of the researcher is dominant and a person's 

environment or other variables could change. 
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3.8.4 Confirmability 

Confirmability is another important factor of trustworthiness as it acknowledges whether 

the researcher acted in good faith (Bryman & Bell, 2015). The authors of this thesis did 

“not overtly allowed personal values or theoretical inclinations manifestly to sway the 

conduct of the research and findings deriving from it” (Bryman & Bell, 2015, p. 403). 

For this thesis, confirmability is given as the research is conducted by two persons who 

separately analysed the transcript, coded the comments and then discussed the findings 

together. 

 

3.9 Ethical considerations 

While conducting research, ethics need to be considered which “refer to the standards of 

behaviour that guide your conduct in relation to the rights of those who become the 

subject of your work, or are affected by it” (Saunders et al., 2016, p. 239). Before every 

focus group and interview, the participants were asked if they agree to a recording of the 

session with the remark that the collected data will only be used for the purpose of this 

thesis and will be handled confidentially. The names of the participants will be not 

published, instead, each participant will be replaced by a number. The identities of the 

participants will just be revealed with their allowance.  

During the focus group, printed pictures from the H&M shop (official H&M picture and 

the UGC) were shown. As the pictures are available in public there are no ethical concerns 

to use them. Also, the UGC pictures from Instagram are ethically correct as these users 

agreed that their picture will be published, and their profile is public. 
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4. Findings 
_____________________________________________________________________________________ 

The following chapter presents the findings of the data collection conducted in this thesis. 

The collected data will be divided into the four main categories presented in the 

theoretical framework, namely perceived usefulness, performance risk, mood and attitude 

towards UGC. The findings will be interpreted through the lens of authenticity in order 

to be able to answer the research question. 

______________________________________________________________________ 

4.1 Perceived usefulness 

As described in the theoretical framework perceived usefulness is how useful the UGC 

pictures are in getting an impression about the apparel. The participants were asked to 

share their opinions of how useful the UGC are. 

In the focus groups, the reactions of the participants about the usefulness of the UGC 

were different which will be elaborated below. n the one hand, participants perceive the 

UGC pictures not as useful because of (1) the way there were made and (2) the posing of 

the persona. 

(1) Participants are the opinion, that some UGC pictures seem to be too influential and 

look too professional (see Participant 3.2) and are not representing a spontaneous 

snapshot as they "clearly looks like model pictures" (Participant 1.2). Participants feel 

they are looking at a H&M produced picture (see Participant 3.2) and not a picture of an 

everyday situation of a H&M customer. The UGC pictures are taken outside in a park, on 

the street or at home which in some cases can be distracting (see Participant 7.1). This 

could partly make it hard to identify details on the apparel as the background is more in 

focus.  

(2) Due to the posing of the persona on some UGC pictures, the promoted product or 

important details of the product are not recognisable, for instance, a neckline is covered 

by hair. Therefore, it can be hard to see details as for example in the presented blouse 

“you cannot see if it's [the neckline] tight or not, because of the way she styled it” 

(Participant 6.2). In this sense the UGC pictures are not helpful for the consumer to get a 

better impression about the apparel as the person taking the picture was more focusing on 

a nice picture with a perfect posing rather that showing relevant details. 

On the other hand, the UGC pictures are perceived to be useful as UGC pictures (1) 

always show a person wearing the apparel (whereas the H&M produced pictures does not 
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always do so), (2) suggest combinations, (3) replicate the real life and (4) show different 

body types. 

(1) Especially if H&M presents the apparel without a model, the UGC pictures are getting 

more valuable as these pictures are presented by a person. Participants agreed that they 

“don't trust [the product presentation] when the product only has pictures of the product” 

(Participant 5.1). Thus, the UGC pictures are a great addition in that case as the consumer 

is getting extra value. Here, the UGC pictures are relevant as a basic input for consumers 

and not only an additional visual cue.  

(2) Additionally, the pictures done by ordinary people are useful as they “give an idea 

how to style it” (Participant 5.2) or how to use different colour combinations. This aspect 

is for many consumers an important factor as for instance Participant 6.2 said that she is 

not that fashion conscious and does not know how to style certain apparel which also 

applies to Participant 1.2 as the outfit combinations helps him to get a sense for the style. 

The persona in the UGC pictures really thought about how to dress up and combine the 

promoted apparel (see Participant 5.1) which is appreciated by some participants. The 

UGC pictures were even more powerful than the H&M pictures to increase interest in a 

product, for instance in the case of the yellow pants. The authors see that UGC pictures 

are helpful for consumers to become more eager to try out new things and to be open for 

new styles which normally are not seen as their style. As an effect of the styling and 

posing of people in the UGC pictures, a participant said that the girl in the UGC picture 

is looking “a lot more confident wearing the clothes than this girl does [the model]” 

(Participant 3.1). Therefore, the authors see that participants feel more confident in 

purchasing the apparel when they see emotions and attitude on the pictures.  

(3) Furthermore, the UGC pictures are helpful to replicate the real life of a person, while 

the H&M produced pictures present the product in a sterile setting. In the typical H&M 

picture, the model is standing in front of a white background which is quite boring (see 

Participant 7.1). The UGC pictures give the participants a better feeling “how our daily 

lives will be. [...] it shows how you look when you walk when you smile, or when you go 

for a regular day. It shows that how we really look” (Participant 2.2) or how you would 

feel wearing it (see Participant 5.2). Due to the real-life replication participants can 

imagine “what kind of shade of lipstick [...] can work” (Participant 6.2) with the outfit 

which is promoted. Especially, in this case, it becomes evident that different aspects of a 

product presentation are important for the participants. On the one hand, details are 
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important, although the pictures are mainly perceived as boring and on the other hand, 

UGC pictures are more convincing in terms of inspiration, or “to get [...] convinced, does 

it look good on me” (Participant 6.1) and styling.  

(4) Participants think the apparel “only fits the model and it would never fit me like a 

normal person” (Interview Participant 2.1) as “models have like a specific body type. But 

I think that section [UGC pictures] is very important for different body types” (Participant 

6.2). The UGC pictures provide “an idea of what the dress would look like on people with 

different body types. So, I can make like a better judgment more than just looking at the 

models picture” (Participant 6.2). Due to the different body types of the ordinary people 

as “some will be quite tubby, some will be skinny, some will be quite muscular” (Interview 

Participant 2.2) one participant of the interview mentioned it is possible to “compare your 

own body size or shaping [...] to those of the girls” (Interview Participant 7.1). Resulting 

from that, consumers are not keen to see perfect models presenting the apparel. It is 

appreciated and demanded to present products by models with scars or by models not 

having size zero. This will provide a realistic impression and a better understanding of 

how the apparel will look on the consumer. Furthermore, H&M “doesn't [...] choose their 

mannequins well” (Participant 3.1) in terms of variation in skin and hair colour. The UGC 

pictures are offering a broad range of different skin colours (see Interview Participant 

7.1). “So, if you see another girl with the same skin type, [...] it's just really helps to see 

how clothing would fit to you” (Interview Participant 7.1). Based on this, the authors can 

assume that UGC pictures are providing more helpful information as different skin and 

hair colours help to get a good impression of the product.   

 

In general, it can be said “the more pictures you show and the more variations with 

different people you show” (Participant 7.1) the more useful for evaluating the apparel 

and “increases the confidence” (Interview Participant 2.2). Some participants appreciate 

a combination of both: pictures produced by H&M and UGC pictures. While the H&M 

produced pictures are a good basis for a first impression, the UGC pictures are helpful to 

get inspired and to get a feeling for the apparel (see Participant 4.2 and 5.2 and 3.1). To 

conclude, the pictures produced by H&M are “more product-oriented” (Participant 7.1) 

and “just about the clothes” (Participant 7.1), whereas the UGC pictures showcase a 

certain lifestyle and give the feeling of a “holiday or beautiful spring day” (Participant 

7.1).  
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4.2 Performance risk 

As previously discussed, online shopping is linked to some uncertainties, such as not 

knowing the fit, the fabric or the colour of the apparel. Participants mentioned three 

themes that were relevant in the context of performance risk, namely (1) the missing 

opportunity to touch the product, (2) uncertainty about the fit and (3) the material and 

colour.  

(1) Participants elaborated the importance of knowing “how the fabric feels” (Participant 

8.1). This is supported by the fact that fashion is perceived as “a high-risk buy” 

(Participant 4.1). Some also mentioned quality concerns as the product cannot be touched 

before the purchase and you don´t know the quality “unless we see it personally” 

(Participant 5.2). However, the risk of not being able to touch the apparel before ordering 

can be reduced by having more pictures or different ways to present the apparel. As “every 

time there is more and more pictures, like you get better touch with the product. Whether 

it's a video or anything, just put more, you will see more about it, then you get convinced” 

(Participant 6.1). Although some UGC pictures are not showing the apparel in a straight 

way or the posing is more in the foreground, it still gives the consumers a better 

impression about the apparel (see Participant 8.1).  

(2) Additionally, there are uncertainties in regard to fit as “not all people are the same” 

(Participant 8.1) and do “have different body types [...] so you don't know if it will fit the 

way you want it” (Participant 5.2). For Participant 5.2 and 6.2, the UGC pictures are 

increasing the trust in the fit of the apparel. However, not every participant agreed that 

the UGC pictures provide a sufficient impression about the fit of the apparel (see 

Participant 1.1) as most “want to try them [the clothing] on [...] just to be sure on the 

fitting” (Participant 6.1). People on the UGC pictures are posing not as a standard model 

for a fashion retailer. On the UGC pictures, you see people sitting in a chair or are leaning 

on some object, so it is hard to tell how the apparel will fall on the body. In that case for 

a consumer, it could get difficult to get an impression about the actual fit.  

(3) Looking at the UGC pictures, participants claimed to get a better impression of the 

material. For example, picture C.2 (see Appendix C) shows “a woman standing and a 

breeze coming in. [...] by the way, she's standing and like by the way, the dress is flowing, 

you can tell about the material” (Participant 6.2). The UGC pictures also provide an 

impression on how see-through the apparel is which is for instance for Participant 6.1 an 

important aspect. Due to different settings and a variation in the light source of the UGC 
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pictures consumers can check if a piece of fashion might be see-through or not. In terms 

of a reduced uncertainty about the colour, Participant 7.2 mentioned that “[y]ou can't 

really tell, because maybe they filtered photos”. Thus, the colour could be falsified due 

to filters (see Interview Participant 6.1).  

 

In general, it can be said that the missing opportunity to touch the product and the 

uncertainty about the fit and the material can be partly reduced by the UGC pictures as 

pictures serve as visual stimuli that gave consumers a better feeling and impression about 

the apparel. Nevertheless, one participant mentioned that he will never order fashion 

online in case there is no video available as “pictures [...] are so two dimensional” 

(Participant 4.1). 

 

4.3 Mood 

As discussed in chapter 2.2.3, the mood is defined as an individual subject state can 

influence the overall perception of the product presentation that in an online shopping 

situation. For example, an exciting picture of the product con influence consumers’ mood. 

In terms of mood participants mentioned four themes, namely the UGC pictures (1) are 

creating emotions, (2) are exciting, (3) are novel and (4) reduce stress in a shopping 

situation for people with less fashion consciousness.  

(1) Participants mainly agreed that UGC pictures are not focusing on the product itself, it 

is more about the feeling and the atmosphere transferred via the picture. As pictures show 

“fancy bags [and] fancy glasses [...] they affect the whole overview of the sold product in 

the picture[.] [...] it's not about the product itself. It's just about the picture and the 

environment of the picture” (Participant 3.2). Participants appreciate the “whole setting 

it's like such a difference to the catalogue image, [...] it's like in a real setting, it's not in 

a studio” (Interview Participant 2.1) as this gives them a good feeling for the product 

which in turn make them confident and happy about their shopping experience. This 

partly raised positive emotions for the participants as a nice atmosphere on the pictures 

may remind them of their last vacation. Looking at the pictures that are made in a nice 

setting, make consumers feel happy and pleased. But on the other hand, one participant 

also mentioned negative feelings as it looks “like very pretty dress, but it doesn't make me 

feel like I could wear it” (Participant 5.1). 
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(2) Besides this, participants discussed how innovative and exciting the UGC pictures are 

in the context of presenting fashion in an online shop. They claimed it is an “interesting” 

(Participant 2.2) and exciting way of presenting a piece of fashion by “including regular 

people" (Participant 5.1).  

(3) Consumers are commonly social media users and familiar with advertisements of 

brands on social media. Therefore, it is not surprising to see it the other way around: 

pictures from social media integrated into an online shop setting (see Participant 3.2). 

Although it is not novel or innovative for consumers, UGC pictures as part of the product 

presentation create an atmosphere that raises positive feelings and consumers are 

transferred to a positive mood as it is attention catching (see Interview Participant 2.1 and 

7.1) and therefore refreshing to see pictures other than the ones produced by the retailer. 

(4) Some participants also mentioned that the content of the UGC pictures helps them to 

get inspired by their shopping decision. The UGC pictures are rising positive feelings and 

make them feel supported and comfortable as they might feel stressed because they “don't 

know how to pull it off well” (Participant 6.2). It also helps customers to “recognize 

themselves from this picture" (Participant 6.1) and “getting inspiration” (Participant 3.1). 

As there are some consumers that are not confident in combining and styling an outfit, 

the UGC pictures make them feel relieved as they automatically get help with choosing 

fitting combinations. This raises positive feelings and makes them appreciate the UGC 

pictures.  

To conclude, the UGC pictures create positive emotions as the pictures are giving a 

feeling of a real-life situation and are perceived as exciting as ordinary people are getting 

the chance to present themselves. 
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4.4 Attitude towards UGC 

The general attitude towards UGC is relevant as consumers tend to have a clear opinion 

on content on social media which in turn affects the perception of UGC pictures in an 

online shop setting. The observed themes are (1) shopping behaviour in social media, (2) 

motives for posting pictures with the hashtag and (3) relevance of authenticity. 

(1) The majority of the participants have already bought a product that was advertised via 

social media which shows a generally positive attitude towards social media and 

shopping.  

(2) Most participants were critical towards the persona in the pictures and the message of 

the picture. Participants articulated that they are sceptical towards a product and more 

specifically the opinion of an influencer about the product (see Interview Participant 6.1). 

For some participants these people are influencers and for Participant 1.2 they are “clearly 

influencer”. In terms of the authenticity of the content participants expressed their 

concerns. Especially if “an influencer posting something telling how great it is. I am like: 

Sure you like it, you get paid to say so” (Participant 6.2). Participants see the minimum 

of payment by getting the “piece of clothing for free” (Participant 6.2). Participants are 

also sceptical regarding the validity of the shown content as “the larger the influencers, 

the more money they have for resources like hair styling, makeup, they look more 

enhanced. So if it is like an influencer with fewer followers, I would probably find that 

more valid, more trusting than the ones with more money" (Participant 4.1). Others agreed 

and raised the claim that they trust influences that they know (see Participant 5.1). In the 

empirical case of H&M, the participants were also surprised by the fact that H&M is not 

paying for the posts. A participant “would have thought that they are models and H&M 

send a dress” (Participant 5.1) to them to make them post a picture. 

(3) While most participants were quite sceptical when it comes to the question who the 

person on the picture is and what motivates him to post a picture. In contrast, one 

participant rose the question if the motivation for posting a picture really “influence the 

purchase in the end? Because in this case, we're only talking about the dress and if we 

like the dress. [...] I think in this case [...] I just see different people wearing this dress 

not only the model on the website" (Participant 7.1). Participants agreed on the fact that 

they are not “buying a dress just for some influencer” (Participant 6.1).  
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The general attitude of the participants towards UGC pictures can be summarized by 

calling the pictures too ”professional" (Participant 5.1) and partly inauthentic but at the 

same time convincing as they “show[...] how you look when [...]when you go for a regular 

day. It shows that how we really look” (Participant 2.2). However, this impression 

changes not only “from one photo to the other” (Participant 8.1) but also from participant 

to participant.  

It becomes evident that the attitude towards UGC is depending on the individual as only 

some consumers have an attitude that is influencing the perception of the product 

presentation. The dominant attitude towards UGC pictures is connected to authenticity. 

Most participants agreed that authenticity is a relevant aspect when evaluating UGC 

pictures in an online shopping setting. This is because the UGC pictures are expected to 

show ordinary people in a daily life situation and not another perfect model shot (see 

Participant 8.1 and 7.1). Besides the content that might not be considered authentic, 

participants also mentioned that the fact that H&M is picking pictures from Instagram 

that will be presented in the online shop makes the pictures “less authentic” (Participant 

4.1). They assumed H&M only choose pictures where the product looks nice (see 

Participant 1.1). 
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5. Discussion 
_____________________________________________________________________________________ 

The following chapter discusses the findings in relation to the literature and the developed 

research framework, to be able to answer the research question. 

______________________________________________________________________ 

5.1 Perceived usefulness 

The perceived usefulness is related to the question if additional UGC pictures are helpful 

to get a better impression of the product that is offered. Moreover, according to Mudambi 

& Schuff (2010), usefulness is an important criterion in the online purchase decision-

making process. This is supported by this thesis as participants automatically argued on 

how helpful the UGC pictures are in terms of several reasons. Ha et al. (2007) suggest 

product combinations as an effective instrument to stimulate consumer. This is perfectly 

done by the UGC pictures as the styles of the ordinary people showcase how they would 

look wearing the H&M fashion. In this context, the UGC pictures are perceived as 

authentic as consumers can identify themselves with the persona on the picture. Then et 

al. (1999) claimed that presenting the fashion on models is better than presenting the 

fashion hanging on a hanger. This research shows, apparel presented by persons is 

appreciated as indicated by the research of Then et al. (1999) and further specifies their 

result as the participants were demanding for different body types and models with 

different skin and hair colour. When persons with different body types present the apparel, 

it gives the participants more confidence in ordering the product online. As well if the 

apparel is presented by a person with body confidence the UGC pictures are useful to 

evaluate the apparel (see Interview Participant 6.1). Pictures that show the apparel in 

different angles give the consumer a better understanding (Ha et al., 2007), however, this 

research found that the more is not necessarily the better: the findings of this thesis prove 

that it is not about the quantity of the pictures it is about their quality. Some pictures were 

taken from a strange angle or crucial parts of the promoted apparel were covered by for 

instance the hair which makes it hard to evaluate the details of the apparel (see Participant 

6.2). Overall, the UGC pictures are a welcome feature for consumers as it shows the 

apparel in different ways, like how to style the apparel combined with different colours 

or how it will look on different skin colours. Consumers will be more confident to order 

the apparel if UGC pictures are integrated into the product presentation. Authenticity is 

only partly relevant as the participants appreciate having additional pictures.    
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5.2 Performance risk 

The performance risk deals with the uncertainty about fit, fabric and colour (Jung-Hwan 

& Lennon, 2010). Especially, being unable to experience texture could lead to a weak 

impression about the apparel and keep people from ordering online (Klatzky et al., 1993; 

Peck & Childers, 2003) which was confirmed by the participants. To tackle this issue Yu 

et al. (2012) suggested that visual attributes could be a substitute to experience haptic. 

These findings are supported by this thesis as the UGC pictures help to get an impression 

about the fabric. Participants were able to tell how the fabric would feel. This reduced the 

performance risk by visual cues as suggested by Jung-Hwan and Lennon (2010). 

Additionally, the way how the ordinary people combined the promoted apparel has an 

positive impact on the performance risk as, according to Khakimdjanova and Park (2005, 

p. 316), “[t]he whole view of the body wearing a top coordinated with a pair of pants 

would provide more information about the final use and look of the garment”. These 

findings are supported by the findings of this thesis as the UGC pictures showcase a 

combined look which was highly appreciated by participants to get inspiration.   

Furthermore, the UGC pictures are taken in nature or have a non-neutral background 

which illustrates, according to Khakimdjanova & Park (2005), possible situations in 

which the fashion can be worn. When the participants can imagine themselves in the 

situation as shown on the UGC picture the barrier to order will be lower. Due to the UGC 

pictures, the participants get a better impression about the fabric of the apparel (see 

Participant 6.2) as for instance, the wave in the dress could transfer a feeling for the fabric.  

In terms of the colour, participants were not the same opinion. In some pictures, the colour 

seemed to be more realistic than in the H&M pictures. Nevertheless, the colours in the 

UGC pictures could be falsified due to the use of filters by the ordinary person while 

uploading the picture on Instagram. The use of these filters negatively influences the 

authenticity of the picture as it does not represent the reality. 
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5.3 Mood 

The mood in the purchase situation has a huge influence on consumers’ feelings and 

decisions. All participants described the UGC pictures in a positive way as they are 

inspiring. Some participants mentioned that the UGC pictures are making them feel 

comfortable as they are “not very fashion conscious. [...] [and] don't know how to wear 

it” (Participant 6.2). The participant is thankful for the inspiration and different 

combinations shown in the UGC pictures. This perfectly supports the findings of Liu and 

Arnett (2000) and Koufaris (2002) as they suggested that enjoyment influences 

consumers’ behaviour positively.  

Besides this, innovativeness is one aspect that is relevant when talking about mood. Most 

participants agreed “Sure [it’s innovative.]. How innovative is a different question” 

(Participant 6.2) as this campaign is just an “interpretation of the power of social media” 

(Participant 3.2). One argued that it’s “long overdue” (Participant 7.1).  

Additionally, the product presentation with the UGC pictures is described as exciting and 

attention catching as the UGC picture not only focus on the product but also shows a 

pleasant atmosphere. This supports the findings of Park et al. (2008), Moon and Kim 

(2001) and Dennis et al. (2010) by stating that pictures not directly focusing on the 

product itself will cause positive feelings for consumers. This also supports the findings 

of Swinyard (1993) who elaborated that specific cues are influencing the mood. 

Additionally, it becomes evident that an authentic message can be sent via a picture even 

if the message is subconsciously transferred.  

The mood in the online shopping situation is positive as the UGC pictures are interesting 

and inspiring. The atmosphere in the UGC pictures often remind the participants to a 

special occasion such as a day trip or vacation. Which make the pictures authentic as 

consumers can personally relate to the UGC pictures which in turn influenced the mood. 
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5.4 Attitude towards UGC 

During the data collection, it becomes clear that all participants had a clear opinion on 

pictures posted on Instagram. As the attitude of participants is an already general existing 

opinion on UGC pictures from Instagram and nearly everyone has ordered a product 

advertised on social media, the general attitude towards UGC pictures in an online 

shopping situation seems to be positive. Nevertheless, participants articulated scepticism 

towards the message of the UGC posts. As presented in the findings the participants were 

not clear about the differentiation between the message of the UGC picture and the 

persona which support the findings of Bahtar and Muda (2016) as they already found that 

an attitude towards UGC and social media influences the perception of UGC pictures in 

the online shop setting. In general, participants are quite sceptical towards posts by 

influencers on Instagram telling how nice a product is as they assume people “get paid to 

say so” (Participant 6.2). All were surprised “that they're not paid to do this” (Participant 

5.1). This makes the UGC pictures inauthentic as the participants assume that the message 

of the picture is sponsored by H&M and not truly the opinion of the person. This is a 

crucial aspect when talking about UGC in general as UGC is a consumer-to-consumer 

communication without the influence of a company. The fact that consumers 

automatically assume that nicely taken pictures posted on Instagram are made by 

influencers who get paid for this, shows how prejudiced consumers are towards pictures 

from Instagram. This highlight the main issue of those pictures: The H&M campaign does 

not sponsor any of these posts by financial or materialistic support but nevertheless 

consumers automatically assume so. Therefore, the attitude towards pictures from social 

media leads to an inauthentic perception of the UGC pictures.  

Besides this, a few participants agreed on the opinion that the individual attitude towards 

UGC and influencers does not play an important role when evaluating the UGC pictures 

regarding the contribution to the product presentation (see Participant 7.1). This opinion 

shows that the personal attitude can be excluded when evaluating the product which 

theoretically makes the pictures more authentic again. But as the discussion about the 

attitude was quite dominant during both focus groups, the authors see the attitude towards 

the UGC pictures as an important aspect. This is in line with the findings of Bahtar and 

Muda (2016) as they claim the attitude towards UGC has a clear influence on consumer 

behaviour. Nevertheless, findings elaborated on up- and downsides of the influence of 

attitude towards UGC that was mentioned by Bahtar and Muda (2016). 
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5.5 Authenticity 

This thesis is in line with the results of Ertimur and Gilly (2011) as they found that 

consumers perceive a commercial message as authentic if they can identify with the 

message. As this is partly stated by the participants during the focus groups. Nevertheless, 

as Brown et al. (2003) and Burgess et al. (2009) claimed, trust is an important aspect in 

the context of authenticity which highlights that realistic and genuine experiences are 

needed for authentic UGC pictures. The participants were quite sceptical towards the 

question whether the UGC pictures show real experience of the persona with the product. 

The main reason for this scepticism lies in the assumption that nicely taken brand-related 

pictures on Instagram are sponsored by the company and not real consumer-to-consumer 

communication. 

Participants raised concerns regarding the authenticity of the UGC pictures which 

influences not only the four above mentioned aspects but also the perception of the 

product presentation. As theory already suggests, even if it is difficult to evaluate 

someone else’s authenticity people will judge anyway (Moulard et al., 2015) which is 

proven by this thesis as every participant questioned the authenticity of the UGC pictures. 

Additionally, this thesis supports the results of Casteran and Roeder (2012) and Beverland 

and Farrelly (2010) as the findings confirm the assumption of authenticity as an outcome 

of consumers interpretation. As the overall perception of authenticity of the UGC pictures 

was similar in the focus groups, the individual opinion/ interpretation of each participant 

differs from participant to participant. The data shows that consumers perceive 

authenticity totally different. Some participants said that the pictures are mostly authentic 

(see Interview Participant 2.1), whereas some others said a clear majority of the UGC 

pictures are not authentic at all (see Interview Participant 2.2).  

Reasons for claiming the UGC pictures as inauthentic were several such as photoshopped 

pictures, the posing of the persona, too professional appearance of the pictures, assuming 

to be a sponsored post, and several others. The influencer thematic was mentioned several 

times by the participants as they claim authenticity “depends on how many, maybe like 

followers that person has“ (Interview Participant 7.1). If the person has a high number of 

followers it makes the person less authentic. Linked to this, participants have the 

impression influencers are having “paid partnerships with companies“ (Interview 

Participant 7.1). These statements are totally in line with the literature and demonstrate 

that the area of UGC pictures is quite though as it is hard to convince all consumers of 
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authentic UGC pictures. What Stern (1994) already found years ago was stated in this 

thesis: As UGC pictures in the online shop perceived as a commercialized message, 

consumers assume that the message is sponsored by H&M (even if this is not the case). 

This, in turn, makes the message neither authentic nor trustworthy as consumers assume 

that the message is not by the persona but by H&M.  

Although the literature suggests that UGC pictures would add value to the product 

presentation (Ertimur & Gilly, 2011; Stern, 1994), this thesis provides sufficient 

argumentation to claim that the UGC pictures are perceived as authentic as the H&M 

produced pictures because consumers generally assume the message comes from H&M. 

 

 

5.6 Research question 

As the purpose of this thesis was to gain insights on the perception of authenticity of 

consumers towards the UGC pictures as part of the product presentation in an online shop 

setting. Therefore, the aim of this thesis was to answer the following research question: 

 

How does authenticity influence the perception of UGC pictures as a part of the visual 

product presentation in an online shop setting? 

 

Partly in contrast to the literature, the findings of this thesis suggest that UGC pictures, 

on the one hand, are perceived as beneficial for the product presentation, regardless of 

authenticity as they serve as a source for a better impression about the apparel and 

therefore make the consumers more confident to order fashion online. On the other hand, 

taking authenticity into account, the UGC pictures suffer in terms of trustworthiness and 

genuine consumer-to-consumer communications as the UGC pictures in the empirical 

case of H&M are not perceived as sponsored communication. 
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5.7 Limitation of the empirical case 

One the one hand, the participants appreciated the UGC pictures in the online shop setting 

although they were perceived as inauthentic. But on the other hand, they pointed out some 

limitation based on the empirical case itself. As mentioned in chapter 1.6 the UGC 

pictures have their origin in the campaign of H&M that was launched on Instagram. This 

phenomenon is described in detail in Figure 1.1. During the data collection, the following 

becomes clear: 

Participants asked for more different body shapes, skin colours and more natural UGC 

pictures (see Participant 6.1), therefore it becomes evident that including a broader variety 

of UGC pictures would not only be more beneficial for the product presentation but also 

add authenticity. Nevertheless, due to the nature of UGC, H&M has no direct influence 

on the content produced and therefore cannot determine the degree of authenticity of the 

pictures.  

Additionally, stated by Participant 8.1, participants would assume if H&M does not select 

which pictures are included in the online shop, the overall impression of the UGC would 

become more authentic. But as mentioned before, only visually pleasing pictures were 

posted, and H&M has limited choices. Therefore, it becomes clear that H&M cannot 

increase authenticity by changing their selection process. 

 

To conclude, the lack of authenticity of the UGC pictures within H&M’s campaign it 

becomes clear that H&M cannot be blamed due to the nature of UGC. 
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6. Conclusion 
_____________________________________________________________________________________ 

The following chapter will give a summary about this thesis, followed by implications 

subdivided into theoretical, managerial and societal implications and limitations and 

future research are closing this chapter. 

______________________________________________________________________ 

 

6.1 Summary 

To conclude, theoretically UGC pictures are a good instrument for product presentation 

as it is a helpful visual stimulus for consumers to get a better impression about the fashion 

and get more confident in ordering online. Nevertheless, this thesis emphasized that in 

practice UGC pictures in online shops are facing a huge challenge. This challenge is 

authenticity: consumers have a clear attitude towards content from social media. If it 

seems that the persona on the UGC picture puts too much effort into it or the pictures 

seem to be a sponsored post the participants perceived the pictures as inauthentic. This 

further elaborated the loss of trust in institutions mentioned by Gilmore and Pine (2007) 

as consumers are critical towards brand-related messages on social media in general. 

 

6.2 Implications 

6.2.1 Theoretical implications 

This thesis enriches the existing literature about UGC (in the form of pictures) and 

authenticity, specifically in an online shop setting. Previous research on UGC has mainly 

been quantitative and measured purchase intention, whereas this thesis explored the 

perception of UGC pictures as part of the OVM strategy. As the use of UGC pictures in 

online shops can be considered as new, this thesis researched the influence on the 

consumers from the perspective of authenticity. This thesis supports the claim of Bae and 

Lee (2011) that consumers appreciate UGC pictures in their decision-making process as 

UGC pictures are theoretically taken in an environment that is close in its end use. This 

was elaborated by Park et al. (2005) and can be stated by this thesis, highlighting that 

authenticity is an issue in this manner. This was already found by Stern (1994) in early 

research in times without social media. The findings of Stern (1994) are still relevant 

nowadays as this thesis stresses that authenticity (of UGC pictures from Instagram) is 

highly connected with the question of how the post was sponsored/ motivated. 
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6.2.2 Managerial implications 

As shown in the research, UGC pictures have the potential to be beneficial in an online 

shop. However, it becomes evident that the status quo described in the empirical case is 

not totally utilizing the potential. Authenticity is the main issue as participants of this 

study pointed out that UGC pictures are helpful at the one hand but not authentic on the 

other hand. The pictures are perceived as helpful in the sense to reduce the performance 

risk and useful for being more confident about ordering the product. But this is 

overshadowed by the attitude towards UGC pictures as they are perceived as inauthentic 

and therefore not trustworthy. 

Companies need to ensure that the UGC pictures they incorporate in their product 

presentation are authentic and perceived as real unfiltered consumer-to-consumer 

communication. Authentic UGC pictures are a sufficient way for online retailers to 

differentiate themselves from the competitors.  

 

6.2.3 Societal implications 

To further build on the managerial implications, it also becomes clear that using UGC 

pictures is linked to the self-image of people. Which means that only confident, mostly 

with a socially considered perfect body shape, post pictures using the hashtag of H&M. 

This is due to the socially constructed aesthetic ideal. 

This thesis shows the need of consumers for more authentic and trustworthy pictures in 

an online shop in the form of UGC pictures. Therefore, the aesthetic ideal is still 

considered as visually pleasing but not always perceived as authentic. 
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6.3 Limitations and future research 

The sample presented in this thesis was in terms of age relatively homogeneous, although 

the age span of millennials considers a broader range (Chandler & Munday, 2016). 

Participants with different demographics, like occupation and income may respond 

differently. Further research could explore the phenomenon by focusing on a different 

generation or age range. As older people may react differently to the campaign by H&M 

as they are not that familiar with social media. Additionally, differences between cultures 

can be interesting for further research. 

To analyse the described phenomena the empirical case was on H&M and their hashtag 

HMxME. Future research could focus on a different brand to compare the results and see 

if there are differences between brands. 

Furthermore, this thesis is of qualitative nature and aimed for a general understanding of 

the phenomenon. This serves as a basis for further research to study the topic also from a 

quantitative perspective. By doing so, further research would add objectivity and 

generalizability. 

Lastly, to create a complete picture of the described phenomenon visualized in Figure 1.1, 

future research could study the perspective described in step 1. This perspective includes 

the motivations of people to partake in this campaign and to share their outfits. 

Furthermore, step 3 about the final purchase decision would enrich the findings of this 

thesis. 
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Appendix 

 

Appendix A - Analysis Intragram 

 

Analysis of Instagram Posts that are used by H&M in their online shop 

time period: february 

                

Nr. paid/ sponsored country follower   

used the # 

themselves 

H&M 

asked 

them   

1     

          

3.157     micro    x   

2   ireland 

        

11.100    

 

influencer    x   

3   belgium 

        

30.600    

 

influencer  x x   

4   spain 

      

133.000   

 

influencer    x   

5     

             

660     nano    x   

6     

        

82.400    

 

influencer  x x   

7   Germany 

          

3.281     micro    x   

8   skandinavia 

          

7.888     micro    x   

9   Ohio 

             

410     nano    x   

10   france 

             

481     nano    x   

11     

        

40.300    

 

influencer    x   

12     

          

1.749     micro  x x   

13     

             

251     nano    x   

14     

             

844     nano    x   

15   germany 

             

127     nano    x   

16 x (#sponsored) sweden 

          

4.101     micro      

note: states in 

his profile to 

be a visual 

merchandiser 

at H&M 

17   sweden 

          

1.100     micro    x   

18     

          

2.700     micro    x   
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19     

             

995     nano    x   

20     

          

2.066     micro    x   

21   UK 

          

7.018     micro  x x   

22   US 

             

871     micro    x   

23     

          

1.219     micro    x   

24   US 

          

3.566     micro    x   

25   Sweden 

          

2.677     micro    x   

26     

             

669     nano  x x   

27   germany 

          

1.963     micro    x   

28   italy/ US 

          

2.034     micro    x   

29   sweden 

             

212     nano    x   

30     

             

927     nano    x   

31 x (#ad) UK 

        

11.200    

 

influencer  x x   

32     

               

45     nano    x   

33   US 

             

167     nano  x x   

34     

             

722     nano    x   

35     

        

21.300    

 

influencer    x   

36 

x ((#sponsored 

#hmstylefam)   

             

824     nano  x x 

note: states 

that she is 

working for 

H&M as 

department 

manager 

37     

          

1.025     micro    x   

38     

          

1.420     micro    x   

39     

          

1.121     micro    x   

40     

        

13.700    

 

influencer    x   

41     

          

6.149     micro  x x   
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42     

             

739     nano    x   

43 x (mark: [ad])   

      

113.000   

 

influencer  x     

44     

          

7.159     micro  x x   

45     

          

1.071     micro    x   

46   serbia 

        

26.200    

 

influencer        

47     

        

12.900    

 

influencer    x   

48   UK 

             

274     nano    x   

49 

x (marked as 

.[werbung]) vienna 

      

315.000   

 

influencer      

note: link to 

blog + direct 

link to H&M 

online shop 

50     

          

8.063     micro    x   

51   germany 

        

10.100    

 

influencer    x   

52     

             

635     nano    x   

53   serbia 

      

139.000   

 

influencer  x x   

54   france 

          

3.521     micro  x x   

55     

          

1.604     micro    x   

56     

             

229     nano  x x   

57   US 

          

2.113     micro  x x   

58     

             

112     nano    x   

59     

             

146     nano  x x   

60   italy   

          

6.872     micro    x   

61   US 

             

536     nano    x   

62   UK 

          

5.361     micro  x x   

63     

      

185.000   

 

influencer    x   

64     

          

1.746     micro    x   

65     

             

445     nano    x   

66   Slovenia 

          

9.986     micro    x   
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67     

        

43.000    

 

influencer  x x   

68     

        

18.000    

 

influencer  x x   

69   poland 

        

21.400    

 

influencer    x   

70   germany 

        

18.200    

 

influencer    x   

71 x (#ad) belgium 

        

30.600    

 

influencer  x     

72   sweden 

        

15.300    

 

influencer    x   

73     

          

3.634     micro    x   

74   chile 

        

18.600    

 

influencer    x   

75   us 

          

5.765     micro    x   

76     

             

664     nano  x x   

77     

          

2.354     micro    x   

78   UK 

          

9.665     micro  x x   

79     

        

12.500    

 

influencer    x   

80     

             

399     nano    x   

81     

             

466     nano    x   

82   UK 

          

3.372     micro  x x   

83     

        

37.900    

 

influencer    x   

84   Germany 

        

14.400    

 

influencer    x   

85     

          

3.085     micro    x   

86     

             

463     nano    x   



 

 

 

 

76 

87 

x (marked as 

ADVERTISEMENT 

but a different brand 

is mainly promoted)   

        

32.900    

 

influencer    x 

der teppich 

wurde nicht 

erwähnt, nur 

in den 

kommentaren 

wurde h&m 

getaggd, weil 

jemand 

anchgrfragt 

hat, wo der 

her ist. Ist 

also 

eigentlich 

nicht 

sponrored? 

88     

        

26.300    

 

influencer    x   

89     

             

691     nano    x   

90     

             

412     nano  x x   

91   us 

          

1.606     micro    x   

92     

             

692     nano    x   

93     

             

217     nano    x   

94     

               

18     nano    x   

95     

        

36.600    

 

influencer    x   

96     

             

553     nano    x   

97     

          

1.600     micro    x   

98     

             

412     nano    x   

99     

        

22.800    

 

influencer  x x   

100     

          

3.550     micro    x   

101     

        

11.600    

 

influencer  x x   

102     

               

51     nano    x   

103     

          

4.369     micro  x x   

104     

          

3.839     micro  x x   



 

 

 

 

77 

105     

             

442     nano    x   

106     

             

412     nano    x   

107     

             

849     nano  x x   

108     

          

7.904     micro    x   

109     

          

1.303     micro    x   

110     

             

801     nano  x x   

111     

          

7.276     micro    x   

112     

             

909     nano    x   

113     

             

968     nano  x x   

114     

             

983     nano    x   

115     

      

123.000   

 

influencer  x x   
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Appendix B - Guideline for the focus group 

 

Introductory question: Open the discussion - make the participants comfortable with 

the research 

 

 Greeting of the participants 

 Why they are here 

 

Transition questions: moves the discussion towards the key question. It helps the 

participants to envision the the topic in a broader scope 

 

 What are you normally buying online? 

 Do you have preferences in buying online or in store and why? 

 

Key questions: open the links, show afterwards the slide with the H&M shop 

 Did you realize the additional pictures in the section “styled by you”? 

 Depending on the response maybe ask why they did not see it 

 What comes to your mind when you see those pictures? 

 Have you recognized the link to Instagram? 

 Do you think these are models or a people like you and me? 

 

Usefulness: 

 Do you think these pictures are useful for evaluating the garment? 

 Do you get a better impression about it, in terms of colour, how the garment would 

fit, the fabric? 

 

Performance risk: 

 Would you feel more comfortable to order a product presented by ordinary 

people? Why? 

 Disappointment about the order 

Mood: 

 Is it surprising for you to see UGC in the online shop? 
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 Is it inspiring for you when you scroll through all Instagram pictures on the online 

shop?  

 Is it attention catching to see ordinary people in the online shop? 

 Is it an innovative move of H&M? 

 

Attitude towards UGC: 

 Are fashion posts on Instagram authentic for you? 

 Or you think it is paid post? 

 Have you ever bought a product which was advertised in a post? 

 

Show the pictures in the presentation about which product is promoted: 

 What could be done better to integrate UGC in online shops? 

 

Group work with the printed H&M and UGC pictures 
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Appendix C – Provided link to start the focus group 

 

Link with the women apparel: 

https://www2.hm.com/sv_se/productpage.0723118001.html 

Picture C.1 

 

 

Picture C.2 
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Link with men apparel:  

https://www2.hm.com/sv_se/productpage.0241602003.html 

Picture C.3 

 

 

 

Picture C.4 
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Appendix D - Presentation during the focus groups 

 

Side 1 

 

Side 2 
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Side 3 

 

 

Side 4 
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Side 5 
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Appendix E – Pictures for the discussion during the focus groups 

Skirt (H&M Online Shop, n.d.-a): 

Skrit 1 

 

Skirt 2 
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Skirt 3 

 

 

Skirt 4 
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Yellow Pants (H&M Online Shop, n.d.-b): 

Yellow Pants 1 

 

 

Yellow Pants 2 
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Yellow Pants 3 

 

 

Yellow Pants 4 
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Yellow Pants 5 

 

 

Yellow Pants 6 
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Blouse (H&M Online Shop, n.d.-c): 

Blouse 1 

 

 

Blouse 2 
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Blouse 3 

 

 

Blouse 4 
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Leather jacket (H&M Online Shop, n.d.-d): 

Leather jacket 1 

 

 

Leather jacket 2 
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Leather jacket 3 

 

 

Leather jacket 4 
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Blazer (H&M Online Shop, n.d.-e): 

Blazer 1 

 

 

Blazer 2 

 

 



 

 

 

 

95 

Blazer 3 
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Appendix F - Questions for the semi-structured interviews 

 

Perceived usefulness: 

Does the UGC support in evaluating the size, colour or fabric of the apparel? 

 

Performance risk: 

Does the UGC pictures make you more confident to order? 

 

Mood: 

What do you feel when you see the UGC? 

Does the UGC catch your attention? 

 

Attitude: 

Do you think these people are influencer? 

Do you think the pictures are authentic? 

 

Perception of the product presentation in general: 

Would you say that the UGC pictures are beneficial for the product presentation?  

Would you prefer an online shop that offers this kind of extra product presentation 

compared to a shop without? 
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Appendix G - Transcripts focus groups 

Focus group 1 

Who said what 
Agreed 

Coding 
Themes 

Introductory question     

M2     

Okay     

M1     

Thank you for being here, supporting us with our thesis so 

we have a focus group today unfortunately don't have a 

Beemer so I hope you can see everything. 

    

Transition questions     

Well you're all here because you said that you purchased 

something online already. So what did you buy online? Is 

it more like fashion or shoes or technical stuff or what did 

you buy? 

    

All     

A lot (laugh)     

Everything     

Participant 2     

Except for food     

M2     

I mean what did you order the most? Maybe ask like this?     

All     

Clothes, shoes.     

Participant 7     

Technical stuff as well I think (laugh).     

Participant 8      

I used to order spare parts and things     

Participant 7     

Like Amazon like chargers, headphones, everything that 

just breaks. 
    

Participant 4      

Books.     

Participant 5     

Yes books absolutely.     

M1     

That's a good point as well. And do you have preferences 

in buying online or in store? 
    

All       

In store, depends     

Participant 6      
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Yeah, depends on the thing. Usually if I like by for 

example pants I want to try them on, like it is something 

that can be can go wrong like underwear something like 

that. I want to try the first. Yeah, just to be sure on the 

fitting 

Performanc

e risk 

Uncertainty 

about the fit 

Participant 7      

Or like with the technical stuff if you don't know the 

product that well, for example, a coffee machine and 

you're not sure whether it really fits to the things that you 

actually need or that you use, so yeah. 

    

Participant 4      

If it is like a high risk buy 
Performanc

e risk 

Missing 

opportunity 

to touch 

All participants agree     

Participant 8      

Then again, like if they have, if the store has a return 

policy maybe. Taking returns and maybe like I won’t mind 

buying it and returning it without thoughts  

    

Participant 3      

Sometimes I also do like, for example I see the H&M 

logo, but like you can check online if it's available in the 

particular store, so sometimes if I am just scrolling 

through their online store I just checked whether it is 

available in Jönköping for example and if its, then I don't 

order, then I just go to the store.  

    

All     

Oh yeah     

Participant 4      

I like show rooms sometimes too, like go into the store 

and like look there and then order it later cheaper online. 
    

M1     

So it's basically a mixture depending on the on the 

product, right?  
    

All     

Yeah.     

Key questions     

M1     

Right now you have received a link on your phone and it 

would be nice if you can check out the links I mean 

depending whether you're more interested in women or 

man stuff.  

    

Yeah it would be nice if you can just scroll through the 

product presentation and just check out how is the product 

presented and whether you like it or if something's specific 

came to your mind, when you see it. 
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Participant 6     

Do we need to write something here?     

M1     

No just in case, I mean in the end it would be nice to have 

your name and date of birth, to just say how old are 

participants were and if you are active on social media or 

not and in case you want to do some notes, you can do 

some notes, but it's not mandatory. 

    

Participant 6      

What I'm supposed to do?     

M1     

Just go through the product presentation and if something 

comes to your mind you can either write it down or keep it 

in your mind and tell us later. 

    

All participants were now checking the link and made 

some notes. 
    

M1     

Everyone's done?     

Is there anything special that you have recognized, which 

might be not normal compared to other online shops or 

anything? 

    

Participant 4      

They link their blog, HMxME showing how people who 

purchased the product are wearing it. Sometimes online 

shops have like an external Instagram like that you can see 

on Instagram but it's not linked on the actual page where 

the product is. 

    

Participant 1     

I like the size of the views, people that show if it is too 

small or too big and then around a little dot goes where it 

is, I think, ever since I noticed it I have been using it, 

super easy and also like seeing the similar products like if 

you see this dress or dresses are also long and have the 

same sort of yeah. 

    

M1     

Yeah basically the first comment was the one we were 

aiming for about the style by section. 
    

Who has not recognized it?     

Some participants raised the hand     

Participant 8      

It was not there.     

M1     

It was, it was.     

M2     

If you scroll down a bit.     
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M1     

There you go.     

Participant 8     

Ahh     

M1     

Yeah, just have a look that you also know what we are 

talking about.  
    

Participant 5     

I mean I noticed it, but I did not give it a second thought. 

Oh okay it looks good on these people as well.  
Mood 

Attention 

catching 

M1     

So you said it is a blog.      

Participant 4     

Is it a blog?     

Participant 5     

Because the hashtag.     

Participant 2     

Instagram, because if you click on you get to Instagram.     

Participant 6      

But these seem pretty, I don´t know very good pictures 

and everything. I could not image my picture there, so 

because I like when I purchased like a clothing from 

online. I like the thing that people put the reviews with the 

like the real picture. Just like selfies with like the product 

or something. Here's like, I don't know. You see more 

about like, for example, how see through is it and stuff 

like that. And these, like I love these pictures and they 

looked very good in the dress and or like. But at the same 

time, just like yeah, but it's not going to look like that on 

me. Yeah, because they're like Instagram bloggers 

something, like influencers. 

Performanc

e risk 

Uncertainty 

about 

material 

M1     

So you think that those kind of people are more 

professional or more people like you and me. 
    

Participant 5     

Well not really the people themselves. It is also like the 

way the photo is taken. The photos are very professional.  

Perceived 

usefulness 

Very 

professional 

All     

Yeah. Yeah, yeah. Yeah     

Participant 5     

Definitely if you have a professional camera and take a 

picture of yourself and put it on Instagram you would look 

the same. I would never put so much effort into it.  

    

Participant 3     
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Like a photo shooting.     

Participant 4     

Who is taking a photo of you walking near the Eifel tower, 

like with the wind in your hair. 
    

Participant 7      

And you don´t usually have this wave in your dress, like 

when you are randomly standing somewhere, so. And I 

mean, like, it's nice to see the dress on someone else then, 

like a mannequin, like a model. But it's still like there, like 

they are still pretty people and like, so many accessories as 

well. 

    

Participant 4     

I don't think it's convincing.     

M1     

Okay that would lead us to out next question, whether you 

think those pictures are helpful when evaluating the 

products. Is it like useful, helpful to get an impression of 

the product.  

    

Participant 2     

For me not. 
Perceived 

usefulness 
Not useful 

Participant 4     

I would say it has some impact, but it's not completely 

helpful. 

Perceived 

usefulness 
Just partly 

Participant 5     

Yeah.     

Participant 6      

It may look like very pretty dress, but it doesn't make me 

feel like I could wear it. 
Mood 

Creating 

emotions 

Participant 5      

But I mean, I also don't trust when the product only has 

pictures of the product, like I want the model to just wear 

it, just that I would see the fit maybe, the length and all 

that. Like when there's no models at all, that's also 

sceptical. Maybe I should not get it, just because I don´t 

know how it looks on a person on the table it looks great. 

Perceived 

usefulness 

Showing on 

person 

Participant 4      

When you look at site like ASOS who has videos of the 

models who are walking in the clothing, it helps a lot, 

because they are turning around. But H&M does not have 

it.  

    

During participant 4 talks the person says: Oh yeah, I love 

that.  
    

Participant 1      
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Although I must say, I use this for let's say if I buy a t-shirt 

or pants, because I see how different people style it with 

different things. And actually I use it, I like it.  

Perceived 

usefulness 

Outfit 

combination 

and different 

body types 

M1     

Okay, so maybe as an inspiration of how to style it?     

Participant 1      

Yeah, yes. Yeah, exactly. No not for the fit.  
Performanc

e risk 

Uncertainty 

about fit 

M2     

Maybe in terms of colors, because do you have sometimes 

a feeling that the product picture which H&M that you 

think the color is not real or that the colors not convincing 

you that when you wouldn't see her in a natural light. 

    

Participant 4      

Because like the green photo, it's completely different like 

you of the color like compared to just the white 

background or like the yellow. 

    

Participant 3      

Yeah I think also sometimes like H&M, doesn't always 

choose their mannequins well, like sometimes they put 

like this rather like lighter dress on like a light skinned 

mannequin as well. 

Perceived 

usefulness 

UGC useful 

as different 

body types 

Participant 5      

Yeah that has an effect, absolutely.     

Participant 4      

And then the white background. So I think changing some 

colors would have been more attractive as well.  
    

Participant 7      

I like pictures of different people, I mean, like these girls 

are all like dark with dark hair (talking about the link 

provided by the moderators). 

Perceived 

usefulness 

Different 

body types 

You can see that they are so, they look so similar. But they 

are apparently different people, but maybe they could like 

change, like post pictures of people really with different 

hair colors. Like totally looking different. So for the 

customer to see how would the dress at like a red haired 

girl or Yeah. 

    

M1     

Alright, would you feel more comfortable purchasing a 

product with having those additional pictures? Or does 

that make no difference for you? 

    

Participant 6      

Like these kind of pictures?      

M1     
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Yeah, the style by you pictures.     

Participant 4      

For me personally, I will not purchase anything online that 

clothing wise, it doesn't have a video like attached. I don´t. 

And pictures they are so two dimensional. 

Performanc

e risk 

In gerneral 

pictures are 

too 

dimensional 

Participant 1      

I would! Laugh.     

Participant 7      

I think they support the purchase process for me at least. It 

is nice to look at.  

Performanc

e risk 

Support in 

the purchase 

process 

Participant 6      

Yeah like and every time there is more and more pictures, 

like you get better touch with the product. Whether it's a 

video or anything, just put more, you will see more about 

it, then you get convinced. But if there's like one picture, 

even though it's on a model or something, just one or two 

pictures are not convincing me enough.  

Performanc

e risk 

Missing 

opportunity 

to touch -

reduce 

Participant 7     

Maybe also change the way pictures of the Instagramers 

are taken, because they're all like from a front perspective. 

So more movement, more different angles. 

    

M1     

Yeah we basically haven't introduced the campaign of 

H&M. So if I buy a pullover by H&M, and I post it on 

Instagram, using a specific hashtag they can use it. It's not 

that I get paid or I got the pullover for free or something. 

It's just you and me ordinary people. For sure, there are 

some accounts that have a large followership, up to I guess 

the most was about 100k but there are also people having 

like only 200 followers that are also featured on that on 

the H&M shop so it's basically everyone who wants to 

join that campaign. H&M has not a real influence and how 

many people are posting a picture. 

    

Participant 7      

Alright, I thought they were choosing.     

M1     

Yeah I mean basically they also kind of like choose. So if 

all of you would post a picture in the same pullover maybe 

three were taken, so they came up kinda like choose, but if 

there are no so many pictures available, they don't really 

have a chance to choose.   

    

Participant 3     

So they are not sending the dress to these two girls?      

M1     
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No.     

M2     

They bought it.     

Participant 4      

And they are assigning them?     

M1     

No, it's completely up to them.     

Alright is it surprising to you to see those kind of pictures 

in an online shop? 
    

All     

No     

Participant 8      

Like in India that there's a there's an online store called 

Myntra, it's owned by Amazon anyway. But like, if it's not 

separated, actually, like the same image. It's scralled kind 

of thing. You keep scrolling and the last image is like a 

360, it's interactive. You can do that and like it does the 

close up. See I didn't find it. So maybe it's this, I was 

assuming it will be just there where the other pictures are. 

    

Usually guys don't give that much thought like.      

All     

laugh     

Participant 5     

It is interesting that they're not paid to do this and then 

they end up there that's nice, but I mean, if you did not tell 

me I wouldn't have known I would have thought that they 

are models and H&M send a dress for.  

Attitude 

towards 

UGC 

Motives for 

posting the 

UGC picture 

M1     

Would that make a difference for you, when you look at 

the pictures and evaluating and thinking about your own 

purchase decision which you with that makes a difference 

for you? Weather kind of like ordinary people without 

getting paid or being influencers showing off that they 

really love the product in case they don't. 

    

Participant 5     

It depends on the influencer like some of them, you can 

trust others I don't know. So I don't know if I can trust 

them.  

    

Participant 4     

But the larger the influencers, the more money they have 

for resources like hair styling, makeup, they look more 

enhanced. So if its like an influencer with less followers, I 

would probably find that more valid, more trusting than 

the ones with more money. 

Attitude 

towards 

UGC 

Motives for 

posting the 

UGC picture 

Participant 7      
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But does that really like influence the purchase in the end? 

Because in this case, we're only talking about the dress 

and if we like the dress. Maybe like of course with other 

products maybe like skincare or stuff like that there were 

people are getting these products sent to, but I think in this 

case, or for me at least, it's like okay, I just see different 

people wearing this dress not only the model on the 

website. 

Attitude 

towards 

UGC 

Relevance 

for 

authenticity 

Participant 3      

Maybe it will make a difference if you would know the 

people, like if you would recognize: Oh, I have seen this 

person. 

Attitude 

towards 

UGC 

Motives for 

posting the 

UGC picture 

Participant 1      

Like follow the influencer, like then oh that’s my hero.     

Participant 3     

Like if you would recognize a German influencer there.     

Participant 6     

But at the same time just think that if I see that kind of 

picture, like just, I evaluate the picture for seeing how the 

dress is, but not because like, I'm not buying a dress just 

for some influencer. Like because she wears it or she think 

it's nice. Like I just look at those pictures to get me 

convinced, does it look good on me. So like I appreciate 

that, but like maybe just like different body types, 

different skin colors and more natural pictures more selfies 

taking in the bathroom or something.  

Perceived 

usefulness 

 

Attitude 

towards 

UGC 

Useful to 

replicate real 

life 

 

Relevance 

for 

authenticity 

Participant 4     

Like I'm saying if you're a high paid influencer more 

resources than you are going to use your money, your 

resources to get a nicer photo. So status I think does 

matter, overall, and how they are better lighting, the colors 

are different.  

    

Participant 3      

It's like this doesn't look like ordinary.      

Participant 5     

Oh absolutely no.     

Participant 6     

Yeah at the same time I don't trust it that much. Because if 

these pictures are so good.  
    

All     

Yeah. Yeah. Yeah.      

Participant 5     

Too professional.     

Participant 6     

Yeah too professional.     

Participant 4     
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That is too grainy.     

Participant 5     

Like I, you send me the link. And it was like for different 

products like the jacket. The men one, they have more 

realistic pictures. Like they have people like on the street, 

just walking and they are dressed in the jacket, and I trust 

those, like, for example, more than the dress. Because like, 

if you told me like you have those are ordinary people. 

Okay, I can see it, because I can take pictures like that too, 

but I can't take pictures like the other ones. 

    

(Now they are talking about the link of the men)     

Participant 6      

Like the first picture.      

Participant 5     

Yeah. Yeah the first one      

Participant 6     

The left one.     

Participant 5     

I would put that on Instagram. I could take a picture like 

that. 
    

Participant 4      

The last one is a little dark. And your like okay.     

Participant 5       

I mean that's realistic.      

Participant 4     

The middle one is ahhh.     

Participant 5      

The middle one looks professional, though.     

Participant 1      

The middle and right is professional.     

M1     

So do you think that campaign is an innovative move of 

H&M? 
    

Participant 6      

I think there has been something like this, but not maybe 

like getting the pictures on the website, but these kinds of 

things. So like, I don't think… Participant 4 interrupted 

Mood 
Not really 

novelty 

Participant 4       
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If you go to Fashion Nova, for example, that website. The 

only pictures of the products they have are being worn by 

others, like they don't have like the standard model as the 

first photo. It's only people sending in photos of them in 

the products that they use online, as the picture. Is it 

different people, right? I mean, of course, like I don't think 

that's the best representation because, they send a lot of 

cloths out to influencers and they're using those photos. 

However, some of them aren't. They have different sizes, 

different ethnicities, different I think that's good in that 

sense. But yeah… 

    

Participant 1       

I mean for me, as soon as I noticed the campaign when 

they started launching it, because I mean, I use H&M a lot. 

I noticed it right away, and I liked it. I thought it's always 

extra addition to what you would normally see.  

    

So for me, I think it's always better than keeping it out and 

leaving it out.  
    

Participant 6      

Yeah, but the same time I was thinking about, like, if I 

would buy the dress, and I would wear it and I'll take a 

picture with it. I would never put like the hashtag. Never! 

    

Just like, I would not do it. So they wouldn't be my 

picture, those pictures, but the influencers they would. 
    

Participant 4     

Yeah, so it's not like totally random. It's those who want to 

be involved.  
    

Participant 5     

Exactly. Some sort of attention.      

Some     

Yeah     

Participant 6       

If you like the attention, you probably are pretty and you 

know like being an influencer already, if you like the 

attention that much. 

    

Participant 3     

Or want to become one.      

Participant 6     

Yeah, or want to become one. Yeah. So you're making an 

effort to become one.  
    

Participant 7     

And I actually think it's long overdue. It's not innovative. Mood Not novelty 

Some  22:33       

Yeah I have seen it already. Years ago…  Mood Not novelty 

Participant 7     
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Yeah years ago. And yes…     

M1     

Allright, do you think that's kind of, I mean, we are also 

touched it from there. Do you think it's an authentic way 

of pictures? 

    

Participant 1      

No.      

Participant 3     

Well, the man one…     

All     

Yeah     

Participant 4       

Trying to think of the… (was interrupted)     

Participant 7     

Depends on the picture then. Yeah.     

Participant 8      

It changes from one photo to the other. One photo to me 

look more professional, so you can't just generalize it as 

being authentic, I think. Even if there're 100 photos and 

one photo you find professional, you're gonna consider all 

of them not authentic. 

Attitude 

towards 

UGC 

General 

statement to 

attitude 

Participant 1     

I mean, I understand H&M to do that, that you choose the 

picture where the dress looks the best and if it's just an 

iPhone picture, or you have this picture where it looks so 

nice and the sun and with the color, I understand that they 

would take that picture.  

Attitude 

towards 

UGC 

General: 

choose the 

nice pictures 

Participant 4     

So even that in itself makes it less authentic. 

Attitude 

towards 

UGC 

General: 

filtering less 

authentic 

Participant 5 and 1     

Yeah     

M2     

And we can have a look on because H&M, they have on 

top, this hashtag. So they are all pictures, but you can then 

sort by for just want to see the men, women, but also 

home. So it looks then like this. So you can scroll through 

everything. And there are sometimes also persons not 

having the best figure I would say. So it's really kind of, as 

you said, either it looks too professional. Yeah, but some, 

if you have a look… (participant 5 takes over) 

    

Participant 5     
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But if you look at it in general, it's also like aesthetically 

pleasing, like as you scrolling all goes well together. So 

it's not like completely random. I'll just put whatever 

picture.  

    

Participant 4     

So sure they got some mirror selfies.     

Participant 3     

Do you know if this is filtered?     

Participant 8     

Exactly     

M1     

Yes it is, I mean if you, as I said, if everyone of you is 

posting the same pullover with the hashtag, they basically 

pick and they just ask you again, whether you're okay with 

that picture being used on the online shop just to make you 

agree to the terms and conditions. And also sometimes it 

happens when you're not using the hashtag, but tag H&M 

to say, yeah, that’s a pullover from H&M. And they like 

that picture, it also happened that they ask you if it's okay. 

So they're more or less like, actively and passively 

searching for that pictures. 

    

Participant 4      

And they're all like abroad or clearly on a trip, which 

means they have some sort of money.  
    

Participant 5     

Money yeah.     

Participant 4      

H&M clothing is cheap for lower income people, so why 

are they representing people who are clearly not lower in 

income?  

    

Participant 5     

Are there any students on there? I don´t see any.     

All     

laugh     

Participant 4        

Maybe they just save really well. I don´t know.     

Participant 5     

Yeah, probably     

M1     

I mean, basically, there are about hundred and 80,000 

pictures available on that hashtag. But we saw in our 

analysis, for example, in February, they added about 

hundred and 20 on their shop. So yeah, compared to the 

pictures available, it's quite less that they at the end taken. 

So I also went through the pictures that were posted on the 
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hashtag. And there we're also pictures that were not that 

nice, looking.  

Participant 3     

Do you know if you like, if you go to Instagram and click 

on the hashtag if there are like unrelated pictures that like 

some random people just tag HMxME and then because I 

think would be like more authentic if they just like use the 

hashtag to… 

    

Participant 3       

Because for example I think that NA-KD linked just their 

complete Instagram to their account, like you can go to the 

NA-KD website, they link their complete Instagram were 

all the pictures are in there. And I think it would be more 

authentic to just link the complete hashtag, but like 

filtering is like ahh. 

    

Like of course will lead to unrelated content, but that´s 

how it is.  
    

Participant 4      

And if they really wanted it to be like authentic.     

Participant 8     

And even if they are filtering don´t make it so apparent.     

All     

All are agreeing     

Participant 1       

I mean, I'm looking at the hashtag where they, where they 

just posted the recent so no filtering at all. Just the recent. I 

didn't see anything that doesn't, we're they are not wearing 

it. And I think the pictures all kind of look nice. 

    

Participant 7       

Because I mean, like, only those people who actually 

reflect on this topic are able… 
    

Participant 1     

…of course, they post the pictures. Yeah.     

Participant 7       

But like I mean, most people want to see something that 

looks pretty and looks nice. And looks great to the eye. 

And that's how you sell stuff. So, of course, in terms of 

authenticity, it's, that's not authentic, obviously. 

Attitude 

towards 

UGC 

General: 

chosse the 

nice pictures 

Participant 4      

Yeah but it's working well for their business obviously, so 

it is a good idea.  
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Participant 7       

Yeah. Yeah, it's a good business decision. It's cheap, to 

just get pictures from random nice looking people who've 

been putting money and stuff into technology to make 

these pictures so nice. 

    

Participant 1     

…free marketing     

M2     

But would it be inspiring for you to go through this page 

now where you see a lot of different styles? Because then 

you have the chance to click on it. And then you can go 

directly to this jacket she is wearing. So would it be some 

inspiration for you to just see what is currently H&M 

style, new collection to just have a look? 

    

Some     

Yes     

Participant 1     

Yes. I can see myself spending a whole night on that 

instead of learning. Laugh 
    

Participant 6      

I do not totally agree. Like, yeah, I would go through that 

maybe once now that I know, but I don't know. I don't use 

like Pinterest or any like those kinds of things. I don't use 

it. So like, I see these pictures and yeah, they're nice 

pictures, they are very beautiful. I like the clothes, maybe. 

But if I want to buy something, I'll just go straight to the 

website. I’ll look for pants this size, like this size, this 

color. Very specific. 

    

M2     

Yeah this is not filter     

Participant 4      

This is like doing double the work for the same.      

Participant 6     

Yeah, like I see so many things that are nice, but not my 

style. And I wouldn't buy them. So like, out of 10 pictures, 

maybe one is having something I would maybe buy, but 

maybe that's something I already have. So I don't need that 

one picture either. 

    

M1     

So basically, social media and Instagram is not really 

connected for you to do online shopping as I understand.  
    

Participant 6     

For me no, not that much.     

Some     

No me neither.      
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Participant 3         

I think like the only advantage of this page has is that if 

you see a piece you can click on it and like yeah, directly 

get it. And you don't need to search like I'm looking for 

like a black skirt.  

    

Participant 5     

It is like Pinterest but it directly takes you to the product 

instead of like you have to go Google it afterwards.  
    

Participant 4     

Yeah.     

Participant 3       

If you're not concretely looking for something just getting 

inspiration.  
Mood 

Reduce 

stress in a 

shopping 

situation 

Participant 6      

Yeah, then you realize you need something     

Participant 3     

Then if you want something then you save the step of like 

searching for, you know, all that kind of things. 
    

Participant 4       

That people are so like, annoyed with online ads, like 

cookies, like when you click on something on Instagram 

or whatever you are getting quite annoyed with like seeing 

the products on Insta on their site, so people are avoiding, 

clicking on certain things like, when that little Instagram 

ads come up and they offer you to swipe through the 

products of this company, say shop now. Like, I'll never 

ever click on one, because I know it'll pop up everywhere 

else. It could, I think it's good that you can click on the 

product from the picture. But I think people are kind of 

like avoiding that too. 

    

Participant 6      

I mean the prices like are really low you get like surprise, 

like, Oh, it's only 15 euros or something like that. It can be 

a good thing. If you see something you really like. 

    

Participant 7     

I think it's a nice add on.     

Potential improvements     

M1     

All right. So that will lead us to the next slide.     

Looking at that picture, what would you expect to be 

promoted if you click on that. 
    

Participant 3       

The pants     
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Participant 6     

Pants.     

Some      

Yeah pants     

Participant ?      

Or shoes.     

Some     

Yes shoes.     

Participant 1     

It's all about the same, right?      

M1     

It is all about the shoes     

And the next one as well. What do you think?     

The participants are saying sunglasses and confirming 

each other.  
    

M1     

True.  

Which makes us ask what can be done better maybe? I 

mean, do you see any space for improvements? What 

would you recommend to H&M doing that? 

    

Participant 6       

Like that kind of thing?      

M1     

Yeah, that was only like an inspiration just to make you 

think about it. Because I mean, you're I mean, just you two 

said on the first picture that it may be about shoes, which 

also might make me asking yeah, but I want to have the 

pants. Seeing that picture, I want to have the pants. Which 

makes me maybe unsatisfied when I click on the picture 

and it's only the shoes. 

    

Participant 7      

So just link every…     

Participant 8     

The thing is thats like a white color dot next to the 

product. And then you click on it and label it.  
    

Participant 4     

Like an interactive photo     

Participant 8     

Exactly. So interactive photo. So like, if you had it next to 

the glasses are like, then you would know that is a product 

in person. Like that could help. 

    

Participant 1     
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Like obviously the people that post these pictures, they 

don't have to be head to toe H&M. Yeah, that makes it 

difficult. Especially with things like sunglasses, because 

it's such a small thing. I put on sunglasses. Now there are 

sunglasses with my outfit. I would never expect… 

(participant 8 interrupted) 

    

Participant 8     

Put a white dot there and there and you can see what 

product the picture is about  
    

Participant 3       

Like for example I think like on H&Ms website 

sometimes further down in the end they link like the whole 

style. 

    

All     

Yeah, I like that.     

Participant 3     

Not always but sometimes.     

Participant 5     

But you need to scroll down!     

All     

Laugh     

Participant 5     

Style it with and then have the options.     

Participant 4     

It would be a lot cleaner on the webpage like with a little 

map. 
    

M1     

So would you also agree that it was you suggesting that if 

the styled by you pictures were more included to the H&M 

pictures so that you don't need to scroll down? And maybe 

not find them? I mean, do you think that makes sense? Or 

would it be confusing? Because it can make the difference 

between that product pictures and the other pictures? 

    

Participant 4      

Would you like to mix them in? Like for example, the last 

photo of the suit-pictures could be one of the guys by 

H&M and then with a little interactive picture in the end. 

So you can look at the products but you also get the 

lifestyle. 

    

Participant 5     

Yeah, because now it feels like an afterthought like, Oh, 

it's all the way at the bottom. If you don't scroll all the way 

down, you will not see it, for example. Not everybody 

scrolls all the way down, not everybody is thorough on 

every page they go to so. 

    

Participant 8      
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Usually people are impatient. Next page (laugh).      

All     

Yeah, yeah. Yeah.     

Participant 8     

So like it would be better if of the information is right 

there. 
    

And also, one other thing was like the color. Like, I click 

and then like, it's only everyone wearing black, but I want 

to buy blue. So I went to the black. I mean, like I chose 

and I thought like the pictures (styled by you) would 

change at the bottom, like people wearing blue, but it did 

not change so it was still black. But I wanted to look at 

people wearing blue.  

    

Participant 1     

Yeah     

Participant 1 and M1     

That's a good point.     

Participant 8      

Also, like, one other problem. One general problem is like, 

as you said, size. Like, not all people are the same height. 

Not like for example, this photo of this guy could be like 

five feet tall or something. But if it's a standard model, I 

feel like this guy for this guy is XL for me would be L, 

something like that.  

Performanc

e risk 

Uncertainty 

about the fit 

So one major problem with buying things online is like 

you're always scared of the size. Like I've seen so many 

fail videos. Like what did I buy? What did I get? 

Performanc

e risk 

Uncertainty 

about the fit 

All     

Yeah and laughing     

Participant 4       

I think H&M is like I never satisfied with the filters on 

H&M. Whereas like, again, ASOS they have like different 

categories for sizing, such as tall, petite, regular, plus size, 

big breats and all those things.  

    

Participant 3      

Besides of like height of the model, like she is one meter 

sixty.  
    

Participant 1     

Yeah. Oh, yeah.     

Participant 6        

Oh, yeah. Like with the dresses!      

Participant 3     

And wears M.     

Participant 4      
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I think that H&M. I tried to shop online H&M. I've never 

ever succeeded because I don't trust I don´t like, I don't 

know. 

    

Participant 8     

Also like a measurement, sadly 42cm put then in India, it 

measures in inches maybe. So it would be nice like if you 

were to include the loss of demographic, because it's 

online shopping. 

    

Participant 1       

It's not, it's not converted?     

M1     

I mean we just send you the Swedish link, I guess you can 

also change. 
    

Participant 1     

Or include them automatically. Like inside the centimetre.     

Participant 8     

Usually what happens is it you will ask you like which 

sizing you want, UK, US, EU sizing. And then you click 

and then the bottom thing everything changes. 

    

Participant 3     

It could also be an option, for example, what he said with, 

or someone else, with the model picture in the end, that if 

the item is available in other colors to put like, the very 

last picture in another color just to give some inspiration. 

Maybe you don't like red but then this dress is actually 

really pretty in red. So and you would be like: Ah okay I 

would have never clicked on choosing the dress in red or 

seen what it looks like, but then you see it and like oh yeah 

its really nice.  

    

Participant 6       

Yeah, but at the same time if it's too early the picture with 

like other color. I'm just like, I'm not buying the red dress, 

you know I want the blue dress. Why do I see a picture of 

the red dress, you know.  

    

Participant 3     

Yeah exactly, I was like, put all the picture from what 

you're actually looking at the end, then maybe like from 

the model and then another color, right at the end.  

    

So you might get inspiration that maybe blue might look 

better than this red dress.  
    

M1     

All right. Anything else? I guess not so far.     

Ranking Pictures     

We have one last task for you.     

We prepared some pictures.     
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Basically, it is a couple of pictures produced by H&M, and 

a couple of pictures from the Instagram campaign. And we 

want to know which ones are more helpful for you, or the 

most helpful for you. So it would be nice if you can rank 

them. In terms of what would be helpful to evaluate a 

purchase. 

    

M2     

You can look together or you can also share if you want.     

Participant 6     

Helpful?     

M1     

If you are getting an impression about the product? or?     

Evaluate the product, to get a good impression, to feel 

confident to buy 
    

Participant 6      

Do we have to choose one?     

M1     

You can rank them from one to four      

The participants were discussion in groups how helpful 

the presented pictures are.  
    

M1     

Alright, is everybody done? Maybe you can just like share 

your thoughts. And why do you think which one is more 

helpful or not? 

    

M2     

Yellow Pants     

Yellow Pants 3: If I saw this one it's about the pants, I 

would think oh, my god horrible. To start off with, and 

you can yeah 

    

M2     

This is the H&M official pictures (holding up the three 

pictures of H&M, Yellow Pants 1, 2 and 3).  
    

All     

Yeah.     

Participant 1      

Yellow Pants 6: But then as soon as you give me this 

picture, I'm sold. 

Perceived 

usefulness 

Outfit 

combination 

and real life 

Participant 5       

Really?      

Participant 1     

Really, I mean, couldn't be easier next to each other. Come 

on! 
    

Yellow Pants 3: Like this one, I would not even click on 

the product itself to look at further pictures. 
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Yellow Pants 6: Whereas if I saw this one, I would at least 

check it out what the pants would look like yeah, I am not 

saying I would buy this. 

    

I'm sold with this.      

M1     

Would you agree on that?      

Participant 5     

Yeah, it's the right one.  

H&M pictrues: I don't like the fact that they paired with 

the yellow shirt as well. 

    

M2     

So this (Yellow Pants 1, 2 and 3) would not convince you 

to… 
    

Participant 5     

… it is to one color, it is too yellow     

M2     

Too yellow.      

Participant 3     

This combination (Yellow Pants 1, 2 and 3) would look 

extremely good on a darker skin person, like if they would 

put an African American model or... 

    

Participant 7     

But then if you are like with the brown, like she in their      

Participant 3     

But also here the complete yellow outfit on a darker 

person would look completely different.  
    

Participant 8     

Yes thank you.     

Participant 1     

I think also the special thing about these pants is that they 

are you know, like wider at the ankles. 
    

Yellow Pants 1: You don´t even see it.     

Participant 6      

Yeah you got picture like saying that you can see how fit it 

is from here not  from the waist. 
    

Participant 5       

But I don´t know where do they stop, like are they like 

short or are they full lenght? Yeah, yeah. 
    

Participant 2     

On this one you see.     

Participant 6        

Okay. Yeah, but with a different shirt.      

Participant 5      
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Yeah, absolutely.     

Participant 7      

It just gives you a natural impression of how the pants can 

actually look (Yellow Pants 4, 5 and 6). Because this is so 

like clinic. Yeah.  

    

Participant 5     

I mean, the majority of the pictures H&M and the models 

it looks like the Stylist were like I don't know that shirt 

that this will go with it. Like they don´t even think about 

it. Whereas like the people, the actual people put some 

thought into it. And you can tell from that pictures. 

Perceived 

usefulness 

Useful for 

outfit 

combination 

Participant 7       

Yellow Pants 1, 2 and 3: It's like more product oriented. 
Perceived 

usefulness 

Difference 

H&M 

picture to 

UGC 

Participant 5     

Yeah.      

Participant 7     

Yellow Pants 4, 5 and 6: And this is more like actually     

All at the same time     

Lifestyle.     

Participant 1       

I understand that they thought about this too. But you 

know, is it a good thought? Yeah. 
    

Participant 5      

I know, I know sure put that shirt with that pants (said it 

ironic) 
    

Participant 1         

Sometimes they don´t really think.     

Participant 4     

Monochrome is really in, right now.     

Participant   45:19       

Yeah, I wanted to say that one color was really in fashion.      

Participant 4      

For some reason.     

Participant 5      

At the same time it could have picked a different yellow 

shirt. 
    

Participant 4         

Or different yellow.     

Participant 5      

Or like a different yellow maybe or like something 

different. It just seems to blahh. 
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Participant 1       

Good choice of you guys.     

M2     

When we saw this we were also like hmm. We are also not 

so convinced, but this ones here especially this woman 

(Yellow Pants 4) had a lot of thought in the background 

and color of dress. 

    

All     

Yeah.      

Participant 4     

You think she saw the walls first?     

All     

Yeah.      

M2     

Okay, so in this case, the pictures of the normal people, 

ordinary people would help you to get a better impression 

about this. Otherwise… 

    

Some     

Yeah.     

Participant 6     

It's very like a picture of those. Like at the same time, I 

would like to see also the clinical ones. Without anything 

here. 

    

Participant 2     

Yellow Pants 2: Because you see it from the back. Yeah.     

M2     

Yeah because you can´t… Participant 7 interrupted.      

Participant 7     

You just get distracted by the other products as well. And 

by the backgrounds and everything, and you get like so 

much feeling out of the picture.  

Perceived 

usefulness 

The way 

how the 

picuture is 

made 

Yellow Pants 1, 2 and 3: And here, it's just about the 

clothes, and there… 

Perceived 

usefulness 

Difference 

H&M 

picture to 

UGC 

Yellow Pants 4, 5 and 6: ... is about holiday or beautiful 

spring day, or I'm imagining her in London somewhere or 

whatever. So there's like, a lot of distractions from the 

actual product I think. 

Perceived 

usefulness 

Difference 

H&M 

picture to 

UGC 

Participant 1      

Yellow Pants 6: And the picture of these people don't look 

very influencer to me, I think that everybody could take 

this picture. As I said, like the girl living in their house, 

this could be exactly her. 

Authenticit

y 

Identify with 

the person 

Participant 6      
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But the same time I think they're very influencer pictures 

like when I see those I would not… interrupted by 

participant 1 

    

Participant 1     

They think about it.      

Participant 6     

Like there's only few people who have like the, like, how 

do you say like, I cannot remember the word in English, 

but like, the confidence to do those kinds of things. And 

also put them in your Instagram. There's only a few 

people. And those people are usually the ones who have 

many followers or that kind of thing. And they have like, 

pictures of their outfits. I never have picture of my outfits. 

And I'm like, why would I take them?  

    

Participant 7     

They put more effort into the pictures than H&M 

themselves!  
    

All     

Yeah.     

Participant 5      

It looks like this, absolutely.     

Participant 7     

It is, I think.      

M2     

So then, do you want to show your…Participant 3 has one 

more comment 
    

Participant 3     

Yellow Pants 4, 5 and 6: One last thought I think they look 

a lot more confident wearing the clothes than this girl does 

(the model). 

Perceived 

usefulness 

Useful outfit 

combination, 

people in 

UGC more 

confident 

Participant 6     

Yeah, they really like the pants.     

Skirt     

Participant 4      

Skirt 4: We thought this was totally unreliable.     

Participant 3     

It is like too tall, too skinny.     

Participant 4       

It is like too many unique pieces in one photo to be like 

authentic without like, she just wears this… It is like the 

hat that matches the skirt and the white top that matches 

boots and the clear back. 

    

Participant 3       
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Skirt 4: We thought that like, none of us, and none of our 

friends would go out like this! 
    

Participant 5     

No!     

Participant 3       

Like, at least we.     

Participant 5     

For us three.      

We could not relate.      

Participant 3      

We could not think of anybody in our immediate 

environment.  
    

Participant 4      

Skirt 3: And then we thought this girl even though you 

can't see the length of the skirt, like it gives you no 

information about like, length, it still shows like very good 

detail of how a skirt look where you want it to fit, like at 

the top, like how it would look really. Also it's like you 

can tell she's a bit curvier. And this looks like a photo that 

like her boyfriend could have taken. And then like her 

friend would be like yeah that’s my friend. 

Perceived 

usefulness 

Different 

body types 

Participant 4      

Someone she like lets go and take good photos, the back 

fence is like those twicks it is like not very like the 

environment is like she doesn't have a blue crystal beach 

behind her like. Looks like a backyard photo.  

    

Participant 5      

But then for the H&M pictures, we actually prefer the 

back picture rather than the front because this one thought 

it's very stiff and straight. Whereas this one I mean, 

because feel a bit of a curves. They can show is that yeah, 

I can look good at this when I have curves, you know, and 

yeah, we thought that they were they were actually good 

compared to this one (Skirt 4). 

    

Participant 3     

Skirt 4: We also pointed out that like she's wearing only 

skirts, so it's not, well we can tell a bit like this is probably 

heels.  

    

Participant 5     

Yeah.      

Participant 3     

And at least none us, I don´t know about participant 5, but 

like we would not wear heels with this summer skirt. So 

we're like, okay, yeah, like, this can be us with like Flip 

Flops and the skirt and it's not fancy or anything. Just 

plain. 
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Participant 5     

I mean this combo (H&M outfit) is better than that one 

(Skirt 4). Like I would not see myself wearing this outfit. 

If I chose to take both of them. 

    

M1     

All right. So when evaluating the other product, you 

would rather rely on the H&M pictures produced by 

H&M. Or? 

    

Participant 5     

Well, in this case, I mean,      

Participant 4     

Skirt 3: Yeah. Because even though we like this photo the 

most, yeah, I still don't know anything about the length.  
    

M1     

Okay. Okay.      

Participant 4     

But it's like the most, I would say like, this is more reliable 

than this initial. 
    

H&M pictures: But just to see the product like see the 

products this… 
    

Skirt 3: ...and to see like, how everyday woman could 

wear. 
    

Participant 6      

Skirt 1: But I think also like, with this pictures the thing 

that there is a hand like the arm in front of the like the 

important part  

    

Participant 4      

The curve     

Participant 6     

Yeah like the curve part. Like what you see there? Yeah.     

Participant 4     

Definitely     

Blouse     

M1     

All right, your turn.     

Participant 7      

Okay, so in our case we thought the pictures were all quite 

good, especially compared to you (group before with the 

skirt). 

    

All     

laugh     

Participant 7       

So what we noticed was in these two pictures, I guess this 

one is H&M, and this one's Instagram.  
    

M1     



 

 

 

 

124

Yes.      

Participant 7     

Blouse 2 and 4: So we were thinking both pictures actually 

resemble the white blouse pretty well. It just depends on 

what you're looking for, either for leisure or for business. 

But we really liked we couldn't really decide on which one 

is better. So they both like, authentically show the blouse 

very well. 

    

Blouse 3: In this cases, the Instagram picture was a little 

bit too much for us. You cannot really see that much of the 

blouse you cannot see that there's an actual V-neck. 

    

Participant 6      

It shows like a little bit of the outfit. Like how could you 

put it where … the style. Yeah, yeah, 
    

Participant 7      

Blouse 3: So it's not that bad. But it's not the best either.     

Blouse 2: Yeah, and this one you cannot see the blouse.     

All     

laugh     

Participant 7      

It's like what's happening down there?     

Participant 1      

Blouse 2: I do feel how would the last one you can kind of 

see here that is kind of see through. And I couldn't see that 

in the other pictures.  

    

Participant 7     

Okay, this one?      

Participant 1     

Oh, yeah. I think the close up helps with this.      

Participant 6     

I think I thought these two pictures actually shows like the 

most, like for sure here you can see it's a bit see through. 

And here too, but not that much. Because like I was just 

talking about that, because like every time I buy white 

things I want to know how see through it is . 

    

Participant 1      

I understand why in terms of the product pictures, why 

they would put up the close up otherwise you couldn't see 

if it was see through or not. 

    

Participant 3      

Blouse 2 and 4: And also I think that these two pictures 

are like styling wise for most girls appropriate like you 

there with a business pants, or like a regular jeans.  

    

Participant 6     
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Many girls can recognize themselves from this picture. Mood 

Reduce 

stress in a 

shopping 

situation 

All     

Yeah, sure.      

Participant 3     

And I think it is very untypical for H&M to pick another 

than white background. 
    

Participant 5     

Yeah background, I agree with that.      

Participant 3      

Usually it is like white.     

Participant 5     

Impressive!     

Participant 6       

It is a little bit like spring feeling, kind of fresh.     

Participant 7       

I think both Instagram as well as H&M did a good job in 

this case. 
    

M1     

All right, your turn.     

Participant 8     

I didn't put a lot of thought into it.      

All     

Laugh     

Participant 8     

Trying to simulate the real online shopping experience.     

M1     

He was actually ready after 10 seconds.     

All     

Oh wow.     

Participant 8       

That's what it is about. First impressions.     

All     

Yeah true.     

Blazer     

Participant 8     

So like, it was this. Like, these are like, I assume these are 

H&M pictures and this the Instagram one. 
    

M1     

Yes.      

Participant 8     



 

 

 

 

126

Blazer 3: This thing, this picture, particularly its only one 

and I don't have anything else to compare it with. But I 

think it's not very, like it looks different. I mean it looks… 

    

Participant 6     

Is it the same color even?     

Participant 8     

Exactly, exactly. That's what I thought. But then I looked 

closer, because of the evening sun, like it looks different.  
    

Participant 6     

Yeah it does.      

Participant 8     

So this I ranked a last and of these two, like, like, this 

thing. This one thing that I missed with online shopping is 

how the fabric feels (all agreed) like you always want to, 

like it needs to be tangible. You need to touch it and feel it 

before you buy. 

Performanc

e risk 

Uncertainty 

about 

material 

Blazer 2:  I thought like this gives a better feel about the 

texture and things like that. So and also like with guys 

with these jackets, like you sometimes people like it with 

no buttons and sometimes like one bottom so I thought 

like this was quite nice and also gives like how, how the 

pocket is and things like that. Yeah, that's what I ranked 

this (Blazer 2) above this (Blazer 3).  

    

But then like, I believe, like if H&M, would involve a 

model in this would be better because it's a grey suit, like 

the background does not matter. Like just just put a guy in 

that suit and just give me a photo. 

    

M1     

Blazer 3: So would you say that in this case, that picture is 

confusing you? 
    

Participant 8     

Yeah, exactly.     

M1     

It makes it even more inconfident about purchasing?     

Participant 8     

Yeah, yeah. Yeah. Like, like, I bought a grey suit, and I 

bought it on an evening and it looks like this. 
    

M1     

Okay.     

Participant 8      

I wanted to look grey. Laugh     

As boring as it may sound, I like grey.     

Participant 3         
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I think it is a good point with the fabrics, because I 

personally don´t like polyester stuff, yeah like I buy it 

sometimes, but… participant 8 interrupted. 

    

Participant 8      

Like a closer photo gives you, like it does not give you the 

exact feeling, but like you can understand, because you've 

seen similar things before. 

Performanc

e risk 

Uncertainty 

about 

material - 

reduce 

Participant 3      

Yeah, like sometimes I look at the fabric its made from 

when its written like 55 percent whatever and then if I 

know what kind of fabric it is this then I might have a like, 

a feeling in my mind. Whether it's like really soft or not. 

And whether I will sweat or not. But yeah like close up 

sometimes gives you a better impression how its gonna 

feel.  

    

Participant 4      

If there is a good video or someone who is just like just 

going like, like this (The participant stroke over her 

forearm). 

    

Laugh      

Participant 4       

I don't know, like or just go like I don´t know I think it 

would be tiny little yeah… participant 8 interrupted 
    

Participant 8      

T-shirts and trousers are okay, well then when you're 

buying a sweater, some people like they're very specify 

they want it soft. 

    

Participant 5      

Because some of them are very very rough.     

Participant 4     

Coarse.     

Participant 5     

Yeah and they hurt, like you are preferring softer.     

Participant 4      

I can say again, the video, specifically on ASOS with the 

dresses they like spin them and then I say like oh thats 

lighter fabric, I can feel that by seeing it. But they just had 

like, for a suit for example, if someone were to just like, 

have a video like this at the sleeve (the participant knead 

the fabric) or to do like that, maybe would be more helpful 

for men buying suits online 

    

Leather jacket      

Participant 8      
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And the second set like I actually think like the H&M 

photos are like quit okay, I don't approve of the 

background of the road. But still yeah it's in the photos. 

    

Leather jacket 3: Okay, but I found this photo more 

informative. Like this guy is out there and he is wearing, 

so yeah. 

    

I rank this first (Leather jacket 3) and then this (Leather 

jacket 4) I ignored like, because it's a dark background. 

Like I can't, I have to focus to see the details of the jacket . 

Perceived 

usefulness 

Not useful 

due to the 

way the 

picture is 

taken 

Leather jacket 1 and 3: But like these two these two 

photos like I quite like, because it's the outfit as well as 

like matching the jacket. Yeah, so in this case. 

    

Again, not a lot of thought in doing. But still…     

M1     

Thank you so much.     

Yeah, I mean, then we are basically in the end right.      

Mareike     

Right     

M1     

Anything else?     

M2     

No, if..     

So if you would summarize it, in a short sentence, what do 

you think this picture is a good move to go or what would 

you say without it I could also survive and would buy 

online because it's, I see it in the H&M picture. So you 

think it's really helpful sometimes to see other styles, how 

you could combine it to get a feeling about how to dress 

would be on my body or something. Just maybe final 

thoughts what you think about this styled by you. 

    

Participant 8     

Was it something similar to this before? Like, this is the 

first time H&M is doing it? 
    

M2     

This kind of thing yeah.     

M1     

It is the first time H&M is doing, but I think there might 

be companies that… participant 8 interrupted 
    

Participant       

Anything anything they do from the existing state to 

improve that is a good move.  
    

All     

Yeah.      
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Participant 8     

It's totally subjective, I think.      

All     

Yeah.      

Participant 4     

It is not hurting anyone.     

All     

No     

Participant 8     

Yes, is this the positive move, but then like if they had 

something else, then comparative study then it could be 

quite interesting, I think. I don't know. Like, I don't buy 

online on H&M. 

    

Participant 5     

I think it is a good move, especially after their like, their 

mess up in their campaigns and all that. 
    

All     

Yeah     

Participant 5     

I think it is a good move to show like, yeah, we're 

including regular people as well, like.  
Mood 

UGC are 

exciting  

Participant 6     

But, I would love to see exactly more different styles.      

All     

Yeah.     

Participant 6      

Different hair colors, and like everything not just like, 

these kind of pictures. Like just normal people. And not 

just size S or M, just like, also L and XL. That kind of 

stuff.  

    

Participant 4     

And she's making the clothes look really good. Even 

though she is not on an elaborate vacation. Yeah. So I 

don't know. It doesn't need to be so…  

    

All     

Fancy.     

Yeah.     

Participant 6      

Regular people.     

Participant 4     

I trust that photo more…     

Participant 1      

Right now on their bikini page.      

Participant 2     
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Yeah I just saw it today.      

Participant 1      

They put up a plus size model also all over with tattoos 

and everything, so I think they did change. 
    

Participant 4     

On H&M?     

Participant 1     

On H&M.      

Participant 3      

I also, I think I'm not sure but I think Monki and 

Weekday, or at least Weekday belongs to H&M. 
    

M2     

Both.     

Participant 3       

And they are also having like, models where you can see 

scars or like emm scratch marks.  
    

Participant 4     

That’s really good.      

Participant 6     

But like, especially when you can choose like they can 

choose from like thousands of pictures. We like, which 

ones do they put on their website? I think there can be 

more variation in the pictures, to get more reliable 

pictures.  

    

Some     

Yeah, sure. Okay. Yeah.     

Participant 7       

So I think a combination of both would be perfect. 

Because I'm so bored by these like, white background 

pictures that's like so I mean yeah, that's the product nice, 

but I'm not standing in front of a white wall in my day to 

day life (laugh) so that's not happening, but I see myself 

like in this green park and being like having a blue jeans 

on, so yeah, 

Perceived 

usefulness 

UGC helpful 

as replicate 

real life 

Yeah, but like in this case, like this is important as well to 

have like a closer view with a white background, because 

then you can actually focus on details in the product. So, I 

think in general, there should be a combination of both. 

    

Participant 3     

Also like a close-up of the belt (from the skirt) of like this 

area (showing around the waist) would have been nice you 

see like the button, the belts and like the… 

    

Participant 7      
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I think the more pictures you show and the more variations 

with different people you show the better it is for the 

customer to really decide if I want this product or not. 

Perceived 

usefulness 

General 

opinion to 

perceived 

usefulness 

Participant 4     

I'm gonna say with H&M being so cheap it it might be 

dangerous for them to show so much detail, because they 

could show it really doesn't fit the way it's supposed to be, 

because how the H&M cloth is done. But I think it would 

be an interest they were more transparent about that fact 

and then they will have a better relationship. 

    

Participant 3      

Yeah I think it's better to have more pictures. I think it's 

super frustrating if you want to look at an item of their few 

pictures and like wow this totally didn't give me any… 

    

Participant 1     

They mostly have like five or six right?     

Moderator 2     

Yes     

Participant 3     

But also having like fifteen pictures to click through like 

every angle and not like one front, one from the back and 

then you are like yeah. 

    

Participant 7       

Not only these pictures.     

All     

Yeah     

Participant 3     

And that’s the usual H&M.     

Some     

Excellent.     

Participant 7      

It's 15 pictures but it's all this (showing on the H&M 

pictures).  
    

Participant 8      

The thing is if those images are like high quality like as 

you said they could just simply just zoom in and see like 

that's how it works in India at least. There's just like two 

photos one like this (close-up picture) and one like a 

model wearing it and have models dimensions are given to 

model and like you can click on the model or on this and 

don't even need to zoom if you long press it just just 

formed a circle a little magnifying glass. So like 

sometimes like people are very specific about what kind of 

buttons they want, yes. 

    

Participant 3     
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I think the normal H&M pictures they give like a good 

basis. Yeah and these pictures (Instagram pictures) show 

you how they, the products look in reality. 

    

Participant 5      

Like you have mentioned, they have hundreds of pictures 

to choose from maybe not choose the most like 

aesthetically pleasing pictures but rather the most realistic 

pictures. Like the ones that you had, for example, thats 

better than more like ´Oh, they look like in a fashion 

show´, like we don't need to see that. I'm not like that, as 

you realize. 

    

Participant 8     

Filter but don´t make it apparent.      

All      

Yeah     

Participant 3     

But also like what he said, like not having or not 

necessarily having always the zoom in thing, but like more 

like a magnifying glass. Yeah! That you just put your 

mouse. 

    

Participant 8     

It is sometimes irritating in India if you have slow internet 

or something like that. 
    

M1     

All right, I would say that was a very very nice discussion 

with you guys. Really happy to have you here. You can 

grab some snacks. And we are done.  

    

Thank you so much.      
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Focus group 2 

Who sait What 

Agreed 

Coding 
Themes 

Introductory question 

M1: 

All right, thank you so much to all that you came! 

unfortunately we don't have a Beamer, but I hope you 

can follow our short presentation.  

    

Transition questions 

Alright. So basically, all here because you purchase 

something online and we would like to know which 

kind of products you purchased. 

    

P5:     

Personally, I would I have this thing that I don't buy 

clothes online, per se. But I do buy the other kind of 

accessories like belts and shoes. So, the most recent 

purchase that I made were sneakers from asos and belt 

from H&M. 

    

P3:       

For me I kind of buy everything online now. It makes it 

easier, especially in Sweden since I moved here. 

Delivers on time and you can compare prices from 

different stores more easy like going to a shopping 

mall, like waste the day walking from stores, especially 

like I like to buy the cheapest things.  

    

M1: 

So which kind of products? Everything?     

P3:     

When it comes to these three pictures, if I take a look at 

this first (Blazer 3) I would definitely not see any value 

added. I know that this is the same blazer that this is, 

maybe I can get a look, but I would recommend that 

you know you have pictures of front and back, instead 

of this picture (Blazer 3), because this you can pretty 

much judge from the side. Because no one cares about 

these buttons over here. What if there was a picture of 

the insides of the blazer, maybe something like that, 

this could be more detailed in order to judge how this 

would look like.  

    

P4:     

I last time I boughts two bags, but I cant remember the 

brand. 
    

P1:      
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I think I last bought a mini drone from Amazon. But I 

believe ecommerce here (in Sweden) is not so clear. I 

don't know because the Amazon is not present here in 

Sweden and a lot of competitions as opposed to my 

home. You have very clearly from where to buy:  

Amazon and there's a there's a competitor, which is 

which was recently acquired by Walmart. So you know 

where to buy. Here in Sweden I ordered online only 

once and I didn't like the experience: It came directly 

late and they add customs on top of it. So I swear I 

wouldn't purchase again. 

    

P6:     

So, I recently bought a sweater on H&M. But my 

favourite websites for order online is Adlibris. The 

website very good like books and stationery and stuff, I 

personally love that stuff. I found it to be pretty user 

friendly compared to other like clothing online stores in 

Sweden. Yeah but back in India I used Amazon all the 

time, I used to buy books, I used to buy electronics all 

the time.   

    

P7:     

I mostly buy clothes on the internet and also like 

accessories and make up for example. 
    

P2:     

The usual products that I buy is clothing and 

electronics, but obviously they have some little 

drawbacks that I used to point out: like sometimes 

when we order for example a jacket, they might show 

the stitching and they might show the measurement, 

sometimes they are pretty different to what you get in 

the end. And even though the quality will be different 

too, and I remember when I order shoes from Amazon 

and it was said it was genuine leather. And once it was 

delivered, it was synthetic. Of course, they repay us, 

but the time consumption it cost. 

    

M1: 

So, do you prefer to buy online or in traditional stors?      

P5:     

Depends on which product at me if it comes to mind 

well, because personally, in my history that has been 

pretty much very less failures, like, like adhering to 

quality and like the measurements and all of that in 

terms of electronics only, but I never purchased any 

sort of clothing online. Because it's bound to have some 

kind of a mismatch, what's given to the website and 

what actually comes? Yeah, what pretty much 

everything else I am okay with it like belts, and shoes, 

accessories and, but not like watches because they're 
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kind of like luxury item. So yeah, for items like that, 

you need a personal touch. 

P4:     

I prefer buying clothes in real stores because you don’t 

really know how they look like if you only see them on 

the model.   

    

P4:     

For me I trust brands in online shopping. Because with 

brands you know that for example Zara or something, 

you would know how it is, it's good definitely. Or for 

example in Zalando I use all the expensive brand, 

because I get cheap offers in Zalando Urban Stores you 

can never find them in reals stores with those prices. 

And since it's it like an international expensive brand, 

must be good even if I agree with the size thing. Yes, 

sometimes it's a little bit, not exact, but also with this 

websites they offer a free return, which makes it easier, 

it is just home.  Also, for electronics: if it's a brand I 

would trust to buy it online. If it's not a well known 

brand I will not trust it online. I would prefer to see it 

before buying 

    

P2:     

It clearly depends on what are we buying like, if it's 

about mobile phone and the course is like 10,000 SEK 

in the shop and if we are getting very good offers 

online, of course we will buy it from the online. But 

about the clothing, I told you before, same happens, so 

I prefer to buy it from the shop.  

    

M1: 

Alright. So it actually depends on the product right?     

All: yeah all right     

Key questions 

M1: 

Right now we send you a link on you mobiles: Would 

be nice if you can click on the link depending on 

whether you are female or male and you will see the 

H&M online shop a dress or a suit, so it'd be nice if you 

can go through the product presentation. And see if you 

recognize something special, if something specifically 

negative or positive comes to your mind when you see 

that product and the presentation. 

    



 

 

 

 

136

So just look around. Make yourself familiar with the 

product presentation. Yeah, I mean, if everybody is 

done that would be nice, if you can comment on what 

you've seen maybe something special 

    

P1:     

I would personally I think it ticks all the boxes for me. 

What I would need is for example, for instance, when I 

come here there's a photo with the the bottom bar the 

thing it shows me the price and the size and everything 

that I can take action immediately. And it shows that 

there is some content that we need as well, which for 

me checks all the boxes. The only thing I might ask for, 

is I don't know if this is the site is local or international. 

Because it is an international side, what I would require 

on the sizes I think he showed me data on European 

sizes agency, that is a Swedish size 

    

P2:     

I would like to come on a little bit, one thing, they have 

only shown the picture of this you'd like in the straight 

way I would prefer like the side view, back view it will 

be a lot more referable. And sometimes we get an 

option like to zoom in to see the clothing, stitches and 

how the cloth is woven. 

    

P6:     

I'm surprised because like I'm looking at all the 

women's version of it. And they have a picture from 

every angle on this. Yeah, so I get back view, I get a 

front view and does like zoomed in front view. And 

also like, got like five or six pictures here. So that's 

good. And what I liked is that they are very specific 

with the description because they talk about it has a 

collar and bottom closer to the top. There's like long 

sleeves and where it ends and where it begins and stuff 

like that. And also the composition of the dress. They're 

talking about the material. Again which is like it would 

avoid the whole ordering and getting ... 

So yeah, I think that's great. And I like this feature 

while you know if I like the dress I immediatly can buy 

it, because the tap is there. The only that I would say is 

a drawback kind of is the size thing because like, I'm 

not used to Swedish sizes at all. So maybe like an 

American scale or different types of sizing would be 

nice.   

    

P5     
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Like he said, every view should be covered, that would 

help, because just the front view is kind of to less. and 

also the description, like she said is very descriptive. It 

says everything but exactly, you cannot with this 

description the pictures should be supporting it. But in 

this case it's not. So and exactly the quality again, like 

the material and we never know unless we see it 

personally. And it's named slim fit and they get goes 

from the chest into the ways now that is given but 

different people have different body types and 

structures anyway, so you never know if it will fit the 

way you want it. Yeah, you can see this as a reference. 

And then you can look this in the website and then go 

to the store and buy it there. I would do that. I think that 

if the girls link it is link is 

Performance 

risk 

Missing 

opportunity 

to touch 

 

And 

uncertainty 

about fit 

P3:     

I think the girls link is better than the mens link. The 

man one has like pictures of just one face and it says it's 

like they used a young model while I think it's an old 

people vest it's not it's not the right model for that vest 

and here they like because there's pictures from all the 

sides and you can zoom in out. And also there is the 

reviews here you can see like reviews from all the 

buyer, that I can trust more than what H&M wrote here 

because H&M just to sell but reviewers are normal 

people like me that buy and have their own reviews. So 

yeah, I like the review thing even we know that it's kind 

of manipulated sometimes it still gives some idea about 

the products.  

    

P7:     

I like that there is this section “styled by you” so you 

can see what it looks like on regular people, not 

models. So that’s good 

Perceived 

usefulness 

Show 

different 

body types 

M1: 

That's nice because there was basically the thing that 

we are aiming for, because that what our focus group is 

about, about that additional pictures that you can all see 

in the “styled by you” section. Has everyone 

recognized those pictures? If not, please have a second 

look. 

    

All: Ahh…there it is.     

P1:      

Ahh, but this looks like model photos. 

Attitude 

towards 

UGC 

  

P6     



 

 

 

 

138

I love that because like usually models have like a 

specific body type. But I think that section is very 

important for different body types so specifically for 

women. 

Perceived 

usefulness 

Show 

different 

body types 

M1 

So what comes to your mind when you see those 

pictures? I mean, do you think that it's nice to see like 

ordinary people wearing it or what do you think where 

those pictures come from 

    

P3:     

I still would say that this is kind of marketing plus 

because all the pictures that Iike you know, the first one 

that I fell and then fancy bag, fancy glasses, and they 

affect the whole overview of the sold product in the 

picture, which is not that I am buying this dress and 

going for a trip to France. So I think it's a marketing 

plus, and it's maybe gonna just make you buy it, it's not 

about the product itself. It's just about the picture and 

the environment of the pictures. 

Mood 

UGC 

creating 

emotions 

P6     

Because like usually these pictures that we see of the 

models wearing it, they're heavily airbrushed or they 

might be like changed according to the lighting or 

something like that, so you know, like I would prefer 

that are untouch pictures in the review section, in this 

styled by you section. 

Perceived 

usefulness 
  

P1:     

But pictures clearly looks like model pictures.     

P3:      

Yes, you would need to pay 500 SEK at the 

hairdresser’s to look like this. 
    

P1:     

Yes, this is clearly a influencer how he is posing.     

P6:     

So maybe that could be like a recommendation that you 

know, we could have actual user photos. 
    

P1:     

Yeah, Amazon does similar things, they have photos of 

people wearing it 
    

All: agree     

M2: 

So you think it's these people are influencer?     

Some:     

Yes     

P1:      

Clearly influencer     

P7:     
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It depends, this girl does look normal.     

P4:     

Some pictures look more professional.     

M1:  

Maybe just let me eyplain where the pictures actually 

come from. It's a campaign from H&M on Instagram. 

So buy pullover using a specific hashtag, which is 

HMxME, I can get featured on their online shop. So 

they are then I like to use my picture to present the 

pullover that I'm wearing. So this is basically where 

those pictures come from. So everybody can participate 

for, sure H&M does some kind of pre selection. So, 

there are about 200,000 pictures available, which are 

not all used in the online shop but partly and yeah, if 

you just use the hashtag and they will, ask you to agree 

to the terms and conditions again because you might 

use the hashtag by accident and don’t want to end in the 

product presentation. if you agree they probably gonna 

put the photo on their online shop. Yeah. So it might be 

influencers but normal people as well and nobody's 

getting paid for that. So they all want to just present 

their lifestyle or whatever and somehow involved 

H&M in their in their posts so H&M get aware of the 

post and if H&M like the picture that can take it. So 

basically that's what the campaign is about. 

    

M2: 

Did you get the connection from the online shop to 

Instagram? 
    

50/50     

P3:     

Only if you klick on the pics.     

P4:      

When you press it you can see it.      

P6     

But I mean it's even if you don't like even if you just 

look at it without clicking on it and and looking in 

details, you can tell that these that these are just posted 

somewhere, becasue they're not exactly pictures that 

you don't just for the website. So sure, yeah, you can 

tell. 

    

P3:     

I think it's really smart move and because they use free 

models/ pictures basically and these girls take even 

pictures for her and just to be famous and make it more 

followers but for each of them it's kind of free 

marketing now. That’s smart. 

    

M1: 
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All right, do you think those pictures are helpful when 

evaluating the product? 
    

P7 P6 P5     

Yeah.     

P1     

Absolutely not for me. Not those photos, styled by you. 

But for me cloths, like most people said clothes I like to 

touch or something like that. But if I have to buy it 

online even without the photos, it would work with the 

models, but for me, personally, only if it's not a very 

expensive piece. Looking at the styled by you pictures, 

asking if they help or motivates me:  No, it doesn't.  

    

P6     

Yeah, I mean the section definitely helps, because it 

gives me like an idea of what the dress would look like 

on people with different body types. So I can make like 

a better judgment more than just looking at the models 

picture. But would it motivate me to go to this website 

and then buy something just to go to section? No.  

Perceived 

usefulness 

Show 

different 

body types 

P5     

Maybe if this section is like a little bit ahead in the 

website, you have to scroll down a little bit. And a lot 

of people these days check things on their phone, so 

they just stop after the slideshow of the same suit and 

you have to scroll down to see this. So maybe if it's a 

little visible in the first page, maybe you can... but me 

apparently doesn´t motivate me.  

    

But yeah it might give an idea you know seeing people 

of different, maybe they should try to put pictures of 

people of different sizes or something you know, like 

different kind of people normal, it might give an idea 

how to style it. 

Perceived 

usefulness 

Show 

different 

body types 

P3     

Yeah I think also they should use different types of 

people because like the new modeling now you can see 

that it's not only for models, like you know six pack 

guys or whatever no, they put people with overweight 

with not super beautiful faces with not a lot of makeup 

with not that good hair dressed, because people start 

not believe this kind of campaigns so when you put like 

a normal looking person from the street the buyer can 

trust more the thing because I would see that coat but 

on that model it looks wow, but on me it will look like 

oh who is that guy on the mirror? So I think the 

pictures for me, they will not push me to buy. 

    

P4     
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Also, maybe if they have the sizes of these products 

along with an approximate measure of what, how tall 

the person should be, for this to be like appropriate. 

    

M1 

Maybe get a better impression about the colors or the 

fabric or the fit, when you see those pictures? 
    

P7     

You can't really tell, because maybe they filtered 

photos. You can't really tell.  

Performance 

risk 

Uncertainty 

about colour 

P6:     

Yeah, In the case of this dress, specifically, since its 

like longer and flowing, if there is a picture of a woman 

standing and a breeze coming in. I don't know this 

might be me, but by the way, she's standing and like by 

the way, the dress is flowing, you can tell about the 

material. So yeah, I would say it helps kind of.  

Performance 

risk 

Uncertainty 

about 

material 

M1 

All right, would you feel comfortable with order a 

product that is presented by those ordinary people? I 

mean, would it make you trust the fit or do you think 

that does not have an influence? 

    

P5 P6     

For me it would. It would yeah. 
Performance 

risk 

General 

reduce of 

uncertaintiy 

to fit 

P1     

I think from the H&M point of view I think it would 

not sell, like ordinary people, like us without six pack. I 

think a better solution would be you open up the 

reviews and then you can see all photos in the 

expanded section. That's what Amazon does it. They 

sell model photos on the main section, but when you 

open it you can see ordinary people photos. H&M 

doesn't lose credibility at the same time you show your 

ideal customer. 

    

P5     

Yeah, because I'm considering that they're selling 

clothing and they're practically selling like a lifestyle. I 

would say that they will focus more on beauty in the 

end. And like, you know, what they believe to be like a 

snazzy representation of the outfit or whatever. So 

yeah, I mean, like he said, if there's like a drop down, 

then yeah, I think it target everyone 

    

M1 

All right, is it surprising to see those user generated 

pictures and an online shop.  
    

P3     
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No, it's getting into digital now everywhere. So this is 

like a normal interpretation of the power of social 

media. 

    

P2     

But it is interesting Mood 
UGC are 

exciting 

P3     

But it's smart to make people work for you for free, 

thats smart. 
    

P2     

For people who wants to be a model, this is a platform.     

M1 

So we're going to show you another part of H&M 

homepage including all those pictures. So it's not like 

that you click on a specific dress and you will see only 

the pictures of ordinary and you can just scroll through 

those pictures. We would like to know if this is 

inspiring you or make you may be interested in a 

specific picture and what comes to mind. 

    

P3:     

It is two types of picture, there are pictures that are too 

phony, I will not trust, they look like a photo shooting 

by H&M itself, but there is like, I saw a few pictures 

that are selfies for example and are more credible. It 

looks more like you I've taken a picture in the garden. 

Yeah, picture when they go with the T-shirt. Yeah, that 

looks like your friend is maybe with a filter yes, but 

that's normal. So for the others, I would say no, they're 

like, exactly like it, like a photo shooting.  

Perceived 

usefulness 

Not useful 

due to the 

way the 

picture is 

taken 

M1 

But is it inspiring for you? In terms of maybe how to 

style the clothing?  
    

P5:     

It does, it is.     

P6     

Yes because that happens to me a lot, because I'm not 

very fashion conscious. I go to a store and I look at 

something and it's very pretty to look at, but I don't 

know how to wear it. Like I don´t know how to pull it 

off well.  

Perceived 

usefulness 

 

Mood 

Useful for 

outfit 

combinations 

 

Reduce 

stress in a 

shopping 

situation 

P1     

Is there an option to filter that down.     

M1 

Man, woman and home (decoration)     

P1     
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Filtering style would be more helpful for my fashion 

research.  
    

M2 

Click then now on this girl. She's wearing this T-shirt 

so you can go directly then to buy this T-shirt if you 

would like to. So the make the job easier.  

    

P3     

I guess that would be also helpful in the case if you see 

some pictures with someone who have some item that 

you already have. So you can combine it with 

something else from H&M, for example, you have the 

same trousers. And then when you see that, oh, that's 

my trousers from ZARA whatever, then you can like oh 

that T-shirt would match or that shirt would match or 

something. Yeah, because sometimes you have stuff 

that you don't have things to combine with. Yeah. 

    

P4     

I saw that there was an option in the initial link that you 

sent, there was an option below this picture. It said like 

suitable options for that pants. It is kind of... it's neutral, 

it does give you an option as to what pants you could 

possibly wear for that blazer, but you gonna expect 

pictures of people wearing different types of pants with 

the single blazer. 

    

P1     

To suggest me what pants goes along with that shirt, 

that helps me. I have no idea, I have zero sense of style. 

Yeah, that is a big selling point for me. 

Perceived 

usefulness 

Useful for 

outfit 

combinations 

M1 

Do you think this campaign and whole product 

presentation is an innovative move of H&M? 
    

P6     

Sure. How innovative it is, time will tell. Depends on 

like if you have multiple focus groups or if you take 

reviews about this particular thing, but I am definetly 

yeah. It is helpful like he said it's a good marketing 

strategy. So, definitely, it's helping them. me. Okay. 

Mood Novelty 

P5     

H&M could try to pick people, different types of 

people to get a variety of opinions.  
    

M1: 

Okay, another question would be if those kind of 

fashion posts on Instagram are authentic for you? 
    

P6     
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I think this question will lead to a bigger discussion. I 

wouldn't, personally I don't find it offensive, because, I 

mean, it's someone's thing. Even if it's not my thing, it's 

helping someone. So, but if they try to push those 

standards on everyone, then that's wrong, but as long as 

they're just putting it out there, it's cool. I mean, 

    

M1 

all right. And do you think when brands like involved 

in those post do you have the feeling that the influencer 

or the person that posted it, gets paid for that? Or is it 

just like if it specifically marked as an advertisement? 

How do you feel about that? I mean, if a brand has 

tagged on a picture? 

    

P3     

I know some influencers that would email or message 

H&M at least ask for the article for free. That's the 

minimum. They say: I have this kind of followers like 

thousands or millions or whatever. So I don't think even 

them with their power of influence in they would ask 

for something or request at least. And I think some of 

them can be paid. Yeah, I don't trust what's going on 

behind the scenes. 

    

P6     

Like if they if they target a specific group of 

influencers, I think they would pay them because like, 

you know, on Instagram, you'll see these, like, 

influencer or celebrities post these pictures of them in 

particular outfits, and then they say paid ad in the 

caption, right? So yeah, I think like, even if you scale it 

down to influencers with lesser followers, yeah, I think 

he said like the minimum is that you get a piece of 

clothing for free. Or possibly get a contract for the next 

three ads. 

Attitude 

towards 

UGC 

Motives for 

posting 

pictures with 

the hashtag 

M1 

And have you bought a product that was advertised in 

social media? 
    

All     

Yeah yeah     

M1 

Which product?     

P5      

Once, because it was said, that there was no eh, I don't 

think it was a normal sales it was like the end of the 

year or something, like that so they charged only for the 

shipping. If you include just the shipping it would come 

up to around one eighth or one ninth of the price of the 

product, so it was easy to ship and all of that. So that 

kind of stuff. 
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P6     

I bought a bag ones, because I have a very weird laptop 

size, it's not standard. Yeah, it's like 14 point inces and 

there was this ad about the bag which fits 14 points 

laptops. 

    

P5:     

Actually this bag, I bought this through an 

advertisement, because this is called like an anti-theft 

bag. Because the zip is technically hidden, even though 

the person could snatch the bag away. It was sold like 

this that the zip is hidden.  

    

P3     

Yeah I saw that online. Was a good offer, but I have 

too many bags. But I bought a product that makes your 

teeth whiter, but I still never used it. Because I saw 

many celebrities using is, thats why I bought it, because 

I saw it before many times, maybe even cheaper in my 

country, but since I saw Zlatan using it too much on 

social media, I had to buy one. 

    

Ranking Pictures 

M1 

We brought some pictures for you. So basically mixture 

of H&M produce product pictures and user generated 

pictures. And we would like you maybe in groups of 

two or three to evaluate which pictures would be the 

most helpful picture when it comes to evaluating the 

product you can do a ranking and maybe write small 

numbers down. And would be nice if you can 

afterwards share your thoughts.  

    

M1 

If everyone is almost done, we can start sharing     

LEATHER JEACKET 

P1     

Leather jacket 1 and 2: For me these pictures work 

perfectly. I don't know. I can't describe it in a wise way. 

But I guess the reason is because it explains, I don't 

care about authenticity, I think it looks normal. He's not 

showing/ selling a place. The product looks just 

normal. It shows the whole thing, how I would 

personally look, it shows and the details.  

Perceived 

usefulness 
  

P2:     

Leather jacket 3 and 4: I am more convinced with this 

because it's like, it shows how our daily lives will be, 

like it can be. But it shows how you look when you 

walk, when you smile, or when you go for a regular 

day. It shows that how we really look.  

Perceived 

usefulness 

Replicate 

real life 

M1: So those pictures will be more helpful than the ones produced by H&M?  
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P1: Maybe? Like it depends on the people's 

perspective. Yeah, but I mean for me, yes. 
    

YELLOW PANTS 

P3     

Yellow Pants 3: About this one it shows the details of 

here like this part that we cannot see it in the other five 

pictures.  

Yellow Pants 1 and 2: And this one gives you two ideas 

of how it will look front and back, because you know 

girls they really care about how it looks from back as 

well.  

Yellow Pants 1: And because in this picture doesn't 

shows like if it's short or long. 

    

Yellow Pants 4, 5 and 6: This one's are helpful as well. 

We talked about it, but just in style matters, what would 

you wear with it, because here it's only yellow (Yellow 

Pants 1,2 and 3).  

Yellow Pants 4, 5 and 6: And here we have three 

different colors. But also, we said that it's also 

influencing, because you can see here, she is wearing 

this colour, but it's the same color in the background. 

Like this one is yellow and the building is yellow, so 

you gonna like it. This one is also yellow, and here is 

the blue behind her, so you gonna like it. 

    

So this once (Yellow Pants 1, 2 and 3) are less 

influencing then this once (Yellow Pants 4, 5 and 6), so 

I would prefer the last once. 

    

P4:     

Maybe it would make sense to see these pictures 

(Yellow Pants 1, 2 and 3) first and then the others 

(Yellow Pants 4, 5 and 6) to get inspired.   

    

Maybe if there are already positive thoughts about the 

jeans, you can see like oh I would really use them 

with… 

    

P3:     

…different colours of shoes.      

SKIRT 

P5     

Skirt 1 and 2: If I were to buy this skirt, these pictures 

would be most helpful for me. As said before, they 

provide different views and angles. They also are 

giving like a recommendation for what footwear to 

wear with this cloths. And it's like you know, it just 

gives an overall picture. 
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Skirt 3 and 4: Among these two pictures the skirt is the 

same, but I would say that this picture (Skirt 4) gives a 

better understanding than this (Skirt 3), because you 

can´t see a full view.  

And second of all, this (Skirt 4) she is just like sitting 

there and bending, and like having a normal daily life 

and it shows how comfortable you would be, wearing 

this.  

Perceived 

usefulness 

Replicate 

real life 

I would first look at them (Skirt 1 and 2) and then on 

the other (Skirt 3 and 4) to get inspired. I would 

definetly not get insipred by this picture (Skirt 3). 

    

BALZER 

P5     

When it comes to these three pictures, if I take a look at 

this first (Blazer 3) I would definitely not see any value 

added. I know that this is the same blazer that this is, 

maybe I can get a look, but I would recommend that 

you know you have pictures of front and back, instead 

of this picture (Blazer 3), because this you can pretty 

much judge from the side. Because no one cares about 

these buttons over here. What if there was a picture of 

the insides of the blazer, maybe something like that, 

this could be more detailed in order to judge how this 

would look like.  

    

I think the women's clothing are better advertised.     

SHIRT 

P6     

Blouse 3: We actually completely excluded this one out 

at first this picture because it's just a very weird angle. 

Her hair is covering up the neckline, you can´t see that, 

plus you cannot see if it's a baggy shirt or if its tight or 

not, because of the way she styled it. Also immediately 

the skirt is catching you attention. So yeah, I mean, you 

can't really tell what they are selling. 

Perceived 

usefulness 

Reduce of 

usefulness 

due to posing 

Blouse 2 and 4: These other two we found to be the 

most relevant, because you can see details in the shirt in 

these pictures and since it's like her hair and the 

trousers are pretty neutral, so then it will open the shirt 

and you look at what it looks like. And then I like this 

picture, because usually I get very confused about 

necklines when it comes to formal shirts, because 

sometimes they tend to be like super weird around neck 

and then they they're not formal.  

We were having a hard time picking between this 

(Blouse 1) and this (Blouse 4) because they're 

practically they look the same.  

Blouse 4: It's more natural, that's good. You know like 

you can see what kind of shade of lipstick that you can 

work with the shirt and this offer and what it would 

Perceived 

usefulness 

Replicate 

real life 
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look like with like a pair of jeans.  

But at the same time if I just want to buy the shirt, I 

would look at this (Blouse 1 and 2) first and then I will 

later look at this (Blouse 4). So I would say like I 

would like to look at both of these pictures, when I buy 

the shirt. 

M1: 

All right, then if you may think about whether it makes 

a difference for you personally when evaluating the 

product name that the person on the pictures are 

influencers, which might get paid for it or ordinary 

people like us. Would that make a difference for you 

when evaluating the helpfulness of the pictures?  

    

P5     

To me not much. Because if you don't pay people, 

people who take a look, to pose and then take a picture. 

Yeah, that would not pretty much makes a difference, 

unless it's like a very bad quality sent by the user, the 

pictures are of bad quality or like bad lighting in a bad 

setting, unless its that then I pretty much go for 

anything. I wouldn't be able to pick out the difference 

between them. 

    

P3:     

It depends, like for example sometimes it can be just 

normal people, but they can really take good shots, and 

are used to that. Like you know some friends that that 

just likes looks like supermodels and while they are not 

actually. So for this kind of normal people if you know 

what I mean when I say normal, because like the 85% 

people that you meet in the streets so it's it's really even 

for H&M they will not use those pictures to advertise, 

for now at least. So it makes difference when I see this 

really perfect pictures where they take care about 

everything such as the background and the colors. So it 

makes me a little bit suspicious about the product itself.   

Attitude 

towards 

UGC???? 

  

H&M produced: I think that even the sizes are 

manipulated. So they would just like adjust the size of 

the item to the person. While if I would think she wears 

on S, and if I would buy an S would not look the same 

because they adjusted on her body. So especially if you 
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were like between sizes, it happens to me a lot. It also 

depends on the brand, the model can be a little bit 

tricky. 

P6     

Also, like sometimes I think that, you know, like when 

I'm browsing on Instagram, and if I see an influencer 

posting something telling how great it is. I am like: 

Sure you like it, you get paid to say so. 

Attitude 

towards 

UGC 

Motives for 

posting 

pictures with 

the hashtag 

All: agree     

Most importantly, of course, you like it.     

P6:     

Exactly. Like, you know, whereas user reviews are 

more honest. If you go online, and then if I see this 

picture at the start, but I'm buying the product, so I 

know what it looks like, what the shirt actually looks 

like. And then look at real user reviews, which are 

actually almost you know, I mean, even if they do filter 

out the bad ones, but it's there's a better chance, I would 

say, because influencers are biased. They're very biased 

after a point. So, I mean, their popularity matters more 

than the product, obviously.  

    

All: Agree.     

Potential improvements 

M1: 

All right, now we have some slides prepared for you. 

And we will like to ask you what do you think which 

product is advertised in that picture? So if you would, if 

you would click on that, which product will pop up? 

    

PICTURE 1     

Most: Pants     

P6: Maybe also the shirt     

PICTURE 2     

Most: The shirt     

PICTURE 3     

Dress, shoes     

M1 

Do you see the similarity of all 3 pictures?     

All: its all about the shoes?     

M1: 

So what do you think here     

PICTURE 4-6     

Glasses      

P5     
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But I would say that if they're advertising for the 

glasses, they should go for the first picture. Yes, the 

third picture is just you never know what's happening. 

    

M2: 

Problem of this when you scroll on this page, which we 

showed you this overall, and you would come across 

first from the sunglasses with this guy, and you click on 

it, and you see I don't know if you wanted the trousers, 

but then it pops up the sunglasses. 

    

P4:     

If I klick on the picture, I want to see all the products 

the person is wearing. Even if they are from different 

companies. 

    

P3:     

Yes, Zalando is doing so. They have a section to show 

all products the model is wearing. 
    

P6:     

But for Zalando it makes sense as they are an 

aggregator they sell all brands, but H&M would never 

do that, they would never say these pants are from 

ZARA. 

    

M2: 

What could be done bette in order to make sure that 

you're maybe not disappointed by not being able to buy 

the product on the picture that you may like? 

    

P6     

When you scroll on the picture, like the cursor is on the 

picture, it immediately points on that the glasses are by 

H&M. Instead you are clicking on it and then being 

disappointed after that.  

    

P3:     

They can keep it as it is in the website, but add filters, 

as the filter when you buy a new thing. So if you select 

jacket, then it will show you all pictures with people 

wearing H&M jackets, glasses. Then you know when 

you click on glasses and if you see this picture you 

would know you are looking at the glasses.  

    

P5:     

Exaclty, like a simple captions might be helpful.     

P3:      

Maybe sometimes it will be disappointing, like after 

two clicks, I like the shirt in the first one, click glasses. 

I like the shoes in the second one, click glasses again. 

So maybe I would just like yeah shut down the website 

and go for another brand.  

    

P6:     

Yeah like a caption, like the glasses are by H&M, the 

rest is the models own. Something like that.  
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M1: 

Other than that, do you think H&M could improve that 

campaign. 
    

P3     

Yes, improvement should be with what I just said for 

example that will be really smart and also by trying to 

not filter only like good looking people all the time. It's 

the new idiologish marketing now, is like to try to show 

people what they see every day. Yeah, because 

basically you can never be Angelina Jolie or Brad Pitt 

every day.  

Even though like the expensive brands, international 

expensive brands, when they use like popular faces, 

they're not using only the handsome ones anymore. So 

they use, they can use like a football player that is 

really not good looking, like face good looking or 

something, because he's more attractive now. 

    

P2      

Maybe they can do something like the people who is 

buying the clothes from the H&M shops or stores, they 

can offer them a beautiful picture of them that instant 

itself. And with their permission, they can upload the 

hashtag. Directly in the shop, taken by H&M 

photographers it is more authentic than this one. 

    

P1      

I think coming back to the point, that I think instagram 

has this nice feature, I'm pretty sure you're seeing this 

thing, when you tap on it, it shows you all the products.  

    

P6      

That's what I meant when I said you know, when you 

scroll on the pictures, then you can see like yeah yeah. 
    

P1     

If I tap on this you can actually, so you know more 

details about. 
    

P6     

I don´t know if this is related to this topic per se, but 

like they need to make smarter ads, in general. More 

than, you know, just like a catchy track, because they 

were ever seen a economical advertisement that they 

have the video. Yeah, it's mostly just put like they don't 

have anything that you hold on. Creative. Yeah. Yeah. 

    

M1 

Alright and the analytic recommend H&M. To keep on 

going with that. What's the improvements that you 

mentioned? Or would you say that it's not that 

beneficial for us customers so they can stop doing that 

as well. So you don't care? 

    

P2     
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Of course they can go on with this one, but they have 

to, you know, make some corrections with it. I think 

that as you said before, let the time prove how 

innovative it is. 

    

P3     

Yes, I would suggest today keep it, because I know 

there's a lot of money spent on this. And it's a big 

investment. It's a project. So if they improve it with our 

ideas, for example, more of people's ideas, it can really 

give a good improvement. But with this, the bad thing 

about it is it already targets some specific age of people 

that are using social media. And we should not forget 

that H&M is active in many countries that have more 

old people that have more money than young people 

and that buys a lot. So with old people, I don't think it's 

gonna be effective. Because like, even with my mom 

have Instagram now but I'm sure she will never buy 

something from Instagram.  

    

P6     

Oh, yeah. Like, you know, the genetic opinion, back in 

India is that H&M is for young people, H&M is more 

for young people, if you go to other stores they are like 

more catered towards older people, because they make 

like, form flattering clothing, to put it in a better way. 

So yeah, I mean is H&M getting typecast because of 

that probably but yeah like you said that will help 

broaden the group.  

    

P3     

They should just use it somehow to just make also old 

people interested saying Oh, those are normal people. 

So maybe for certain and the stores because old people 

they go to stores they don't do online shopping like 

some of them does, but not most of them. So maybe if 

they put like big posters like crazy big posters and 

writing their picture by Anja 29 years old from Poland, 

you know, like to mention that she's not a model, just a 

regular customer. And also then use old people in the 

model, because we don't see old people, just very 

young people like maximum 30 

    

Let´s taken a big range of people that have money to 

buy, like from 30 above. Most of people can afford to 

buy it from H&M and they are not there on the picture.  

    

M1: 

All right, any further comments? 

Thanks for being here. Great discussion. 
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Appendix H - Transcripts interviews 

Interview participant 2.2 

  

Agreed 

Coding 
Themes 

Moderator     

Alright, so you still remember, that it was about user 

generated content pictures in the context of H&M. 
    

So, I would like to know, whether user generated content 

pictures help you in evaluating size, colour or fabric of the 

fashion? 
    

Participant 2.2     

I do remember that. What was your question?     

Moderator     

I mean, that was the question, is the user generated content 

support you in evaluating? I mean, we're going to talk 

about the same topic, but more in detail. So, because we, 

we need to know some more information about specific 

questions. So, this is why, we already have talked about 

that. But we want to have like more in depth information 

about that. 

    

Participant 2.2     

Okay, so you want to know whether it helps? Actually, it 

does. I was actually thinking about the photographs of the 

random people that wearing dress, but obviously, the 

models and other people, it really helps to understand the 

style and how the dress fits here. 

    

Moderator     

So about the fit? The sizing?     

Participant 2.2     

Yeah. It is about the fit and according to the body 

language, how does it fits you, we understand those kind of 

things.  
    

And about the fabric, I think that we have to see in our, 

you know, in a real life, we have to see it, then only we 

understand the fabrics, but apart from the other things, the 

design, the comfortness, and everything, I think that we 

can understand from the reviews and that photographs, the 

ratings, all those details. Yes, we can. 

    

Moderator     

So, does the user generated content pictures make you 

more confident to order something?  
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Participant 2.2     

Yeah.      

Moderator     

Because you got a better feeling.     

Participant 2.2     

Yes, it gives us the feeling like, this is how you look after 

wearing this dress. Because, it is not only one person who 

is wearing this dress, there will be many people, some will 

be quite tubby, some will be skinny, some will be quite 

muscular. So we understand how it goes. And even the 

colour combination also matters. 

Perceived 

usefulness 

Different 

body types 

Moderator     

Okay. So does the pictures catch your attention, when you 

see them in the online shop? 
    

Participant 2.2     

Yes, it does.     

Moderator     

Okay, and do you have a specific feeling when you see 

them? 
    

Participant 2.2     

Specific feeling?     

Moderator     

I mean, were you surprised? Or were you like, happy to see 

them? 
    

Participant 2.2     

I feel more comfortable, or like the confidence about that 

particular product, it increases the confidence. 

Perceived 

usefulness 
General 

Moderator     

Okay. So, do you think the user generated content pictures 

are authentic? 
    

Participant 2.2     

I will say 70 percentage are not authentic, but 30%, yes. 

Because, when we went through all the pictures, it's like, 

some are more edited in the photoshops, and some 

candidates, like fake candidates, but there are still some 

good pictures, like the normal people pictures. So I will 

say 70% I doubt, but 30% yeah. 

Authenticity 
Majority not 

authentic 

Moderator     

Okay, because the 70% you think they are like, more 

advanced in taking pictures and kind of like are the 

influencers one, which are like usually get paid or 

something? 

    

Participant 2.2     
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Probably.      

Moderator     

All right. Now, last three questions are more like general. 

Would you say that the user generated content pictures are 

beneficial for the overall product presentation? 
    

Participant 2.2     

Ahm yeah, it is quite beneficial for the market, because in 

this competitive market, we need something that the 

customer should understand. What is it and how it should 

be? So which helps in a very good way. 

    

Moderator     

Okay.     

So, would you prefer shopping in an online shop that offers 

this kind of extra pictures? So would you prefer an online 

shop or is it just like a normal other online shop that has 

not that additional pictures. 

    

Participant 2.2     

No, I prefer the online shopping which has pictures like 

this, because as I told you before, it gives us more 

confidence and comfort zone. We don't have to worry 

about anything else, like not up to 100% but we have to 

worry less. 

    

Moderator     

All right, that's all. Thank you so much.     
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Interview participant 6.1 

  

Agreed 

Coding 
Themes 

Moderator     

It's just like five questions to get a deeper understanding of a few 

things that we already discussed in the focus group.   
    

So basically, the first one is: How the UGC, you know the Instagram 

pictures supports you in evaluating size, colour or fabric? 
    

Participant 6.1     

Chose only one or?     

Moderator     

I mean you can talk about each of them.     

Participant 6.1     

Well size yeah, because I am kind of normal size, so it's pretty easy 

for me to see from other people's pictures, like this basic even 

though they would not be regular people you know.  
    

For me it's pretty easy, even without those, like Instagram pictures, 

it's pretty easy for me to see. Of course, if it's some kind of tight 

clothing, I would really appreciate see pictures from like other 

people. Like, how does for example, like this stomach area. And 

how is it and how see through is it?  

    

Well, the colour thing I think it's pretty, not complicated, but like 

because usually people use filters in their pictures. So the colour 

may be actually, like more realistic in there like own pictures, like 

just the basic one with the white background or something. And 

yeah. Yeah, fabric.  

    

The see through thing is for me. Like I know, there's a lot of people 

who care about like, is it cotton? Is it you know, like, stretchy or 

something? Of course, that's important, but for me, the see through 

thing is the like, number one thing in fabric things. Like, I don't care 

if it's not feeling that high quality thing.  

    

But the most important thing would probably be the size, out of 

those three things. 
    

Moderator     

Okay. Do you think the user generated content pictures make you 

more confident in case it comes to an order? 
    

Participant 6.1     

In some way yes. Yes. In some way I can see they're like, yeah, with 

the different kinds of outfits if there is some kind of person wearing 

kind of same kind of style as I am. But usually they're not, so like, 

because they're so high blogging people, you know, doing all the 

things with like, cooperation with, like, different kinds of shops. 

    

Well, yeah, more confident about the size. Yeah, I'm say, yeah, just 

seeing it, the same thing with someone else than model. These 

models are so like, so tall and so skinny. So it's, like, relieving to see 

with, like, on someone else. 

    

Moderator     

Okay. So, what do you feel when you see the user generated content 

pictures? Is it like catching your attention or?  
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Participant 6.1     

Maybe, depends on the product maybe? And depends on the picture. 

Like, of course, beautiful pictures are always beautiful pictures. So, 

you like to look at them. But like, if I'm purchasing something, I 

don't know, again, depends on the picture. And my first thought is 

always like, oh, they're doing our cooperation with the H&M or 

something. So like, of course, the picture looks good. And the dress 

looks good, like when there is the right wind in the skirt or you know 

like that kind of little things. I think it's helpful. Like there should be 

more of that and I think it is really good, like with the normal 

people. That’s my number one thing, yeah.  

    

Moderator     

So that actually comes also to our next question whether you think 

the pictures are authentic or not? 
    

Participant 6.1     

Well, yeah, usually not, like they don't usually look like normal 

people. They're always like bloggers, you get the clothes for free 

from like different kind of shops. So it doesn't like it doesn't make 

me trust the product more, maybe a bit, but not that much. Okay, 

depends on blogger, just like there are many kinds of bloggers if it's 

like, one of these lifestyle bloggers who's very body confident, and 

very, you know, like, maybe not the regular model size, then yes. 

Attitude 

towards 

UGC 

Motives 

for 

posting 

pictures 

with the 

hashtag 

Otherwise, I don´t know, they usually too good to be true. But even 

if they would not be good pictures, I don't know if I would look at 

that. Because if it's ugly picture, even though with the clothes on, I 

don´t know it doesn't draw my intention, but like I said in the first 

interview that like I always, if I am buying something like very big, 

or you know, like, expensive thing online, I always look at the 

reviews. And there I love to see, when people wear them, like just 

the basic, like iPhone pictures. And I love it. Because there's no 

filters. There's no, like, there's not too much effort.  

    

Moderator     

Showing how it it.     

Participant 6.1     

Yeah, yeah, it's not trying so hard. So I think that's something they 

should like aim for. 
    

Moderator     

So, overall question, what you said that the user generated content 

pictures are beneficial for the overall product presentation.  
    

Participant 6.1     

Yeah, yeah. They, they're beneficial and they're good. And, but I 

think they should be more like, when we were looking at the 

pictures, like the big page full of picture there were also good 

pictures. Like so pretty pictures with like, photoshop, or you know, 

something like that. And its aesthetic, but for me, it's not the main 

point. So, I think there should be more of that, because I really, I 

believe in that like seeing the products on someone else and models. 

    

Moderator     

Would you prefer an online shop that offer that kind of extra pictures 

compared to a shop who's not doing that? 
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Participant 6.1     

Depends on the other pictures, I would say. Like if the other pictures 

are good enough. 
    

Moderator     

You mean the other picture, produced by the company?      

Participant 6.1     

Yes. Yes. Like depending on for example, the one there was the 

yellow pants or something, that they do not look that good. So, there 

I would like rely more on the other side. But like I'm not using only 

one certain site, like I always look for one product or something like 

specific things usually. But of course, like I don't use, is it bubble 

room, I think. I don´t use that one, because I don't think their 

products look good, even though the same products are not different, 

like Nelly.com or something. I don't use bubble room, because like 

they're not looking good in the pictures. Like I don't get the right 

kind of, I don't know, they just looking very basic and very, like I 

would say not stupid but very like basic. 

    

Moderator     

What is bubble room?     

Participant 6.1     

Well I don't know, like just this one kind of site where you'd like 

order dresses, just basic clothes and their pictures, are not very like, 

of course the models are pretty, but like the big pictures are not good 

for the clothing. So, I would trust more on a website, where is more 

pictures on basic people and on different types of people, yeah. 

    

Moderator     

Thank you.      
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Interview participant 2.1 

  

Agreed 

Coding 
Themes 

Moderator     

Alright, so you basically remember what we talked about in 

our the focus group, it's about the user generated content 

and how H&M make use of that. 

    

First question would be, I mean we talked about similar 

topics, but first question would be, if the user generated 

content helps you in evaluating size, colour and fabric of the 

fashion. 

    

Participant 2.1     

Yeah, I mean, it depends on the product I would say.     

Usually, I would say yes, it helps me additionally, but then I 

still, like first I want to still have the classical images by the 

company itself like basically for example H&M, to see the 

actual product like without not neutral background and 

everything. And additionally, today I would like to have 

some other image with an actual person wearing it like 

outside in the real-world kind of Yeah.  

    

Moderator     

So, would it help you to evaluate the size for example? Or is 

it just to get a better like feeling, seeing the dress in a 

different setting? Or is it specifically you feel like you get a 

better impression about the size, of the colour about fabric? 

Yeah. 

    

Participant 2.1     

Yeah, both I would say.      

Moderator     

Okay. So, does the user generated content pictures make 

you more confident to order something? 
    

Participant 2.1     

Yeah, I mean. Yeah, yeah, I would say yes.     

Moderator     

Okay why?     

Participant 2.1     

It is difficult now without the images in my head. So I have 

to think about that. 
    

I'm feeling it still. Yeah, I get more a feeling for the product 

and not just seeing it on model, because then I am always 

like: Oh, yeah, that's only fits the model and it would never 

fit me like a normal person, or stuff like that. 

Perceived 

usefulness 

Different 

body 

types 

Moderator     
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So, this user generated content pictures like catch your 

attention? Is it surprising for you to see that? 
    

Participant 2.1     

Catch my attention, I mean, it's not surprising, because it's 

not something new to me. I mean, I've seen it already in a 

lot of other brands and on Instagram and whatever. But 

yeah, I would say to catch my attention. Yeah.  

Mood 

Attention 

catching, 

but not 

innovative 

Moderator     

And why?      

Participant 2.1     

Because it's like, I don't know. The whole setting it's like 

such a difference to the catalogue image, I would say 

because, I mean there is like, more colours, it's like in a real 

setting, it's not in a studio. 

Mood 
Creating 

emotions 

It looks like real, kind of. I mean, it depends on the actual 

pose of the person, because some person still like, pose too 

much, I would say. But yeah, it feels more real.  

    

Moderator     

Okay. And basically, that's the next question whether you 

think the pictures are authentic? 
    

Participant 2.1     

Yeah, mostly I would say they are, but it really depends on 

how the person is posing or what the person is doing, or 

how like the focus is, I mean, if it's like, it makes me feel 

more confident in the product, if it looks like not staged or 

not like too professional. If it looks like an actual person 

just made a selfie somewhere, for example. Yeah.  

Authenticity Mostly 

Moderator     

Would you say, that overall the user generated content 

pictures are beneficial for the product presentation?  
    

Participant 2.1     

Yeah, I would say that.     

Moderator     

Why?      

Participant 2.1     

Because you see more of the actual product, than just, for 

example, if there's like a pants. And you see it from the 

front and then from the back and then one maybe on a 

person. So, but then if you've seen it, like in a picture that 

someone else took and wearing it for example, at the brunch 

with their friends and then you actually see, how it looks 

like when you sit, when you stand, when you like move. 

    

Moderator     
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Okay, would you prefer an online shop that offers this kind 

of extra product presentation compared to a shop which 

does not? 

    

Participant 2.1     

Yeah, but it depends. If it's still my favourite, favourite 

brand and it doesn't have that, then I still would buy it 

because I like it. But I mean, yeah, depends on the brand, I 

would say still.  

    

Moderator     

All right, we're done.     
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Interview participant 7.1 

  

Agreed 

Coding 
Themes 

Moderator     

So basically, you can remember what we talked about 

focus group. So it's about user generated content in 

the example of H&M. 

    

So, I just gonna ask some questions, which are 

dealing like with the same topics that we previously 

talked about, but we need some in depth information 

about particular topics.  

    

So the first question is, do you think the user 

generated content, so the Instagram pictures support 

you in evaluating size, colour and fabric? 

    

Participant 7.1      

Size, colour and fabric. Yeah, I think so, because you 

can see, like different body shapes and maybe 

compare your own body size or shaping, or whatever, 

to those of the girls. And then you can like, see, okay, 

how the dress, for example, would actually fit to you.  

    

Yeah, also, colour wise, of course, you have like a 

broader range of like skin types. So, if you see another 

girl with the same skin type, you just yeah, it's just 

really helps to see how clothing would fit to you, 

rather than only one of the models presented. 

Perceived 

usefulness 

Different 

body types 

Moderator     

So, does the user generated content make you more 

confident to order?  
    

Participant 7.1     

Yeah, definitely.     

Moderator     

So, because you have a better feeling?     

Participant 7.1     

You have a better feeling, yeah. You have a better 

feeling, you have a better impression of the clothing 

item itself.  

    

Moderator     

All right. What do you feel when you see those 

pictures? Is it like surprising, attention catching? 
    

Participant 7.1     
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I think attention catching, because it feels like it's kind 

of new, or I haven't seen it on so many websites so 

far. So, I would be a little bit surprised. And yeah, 

would explore more, I think. 

Mood 

Novelty, 

attention 

catching 

Moderator     

So, do you think those people take authentic pictures?      

Participant 7.1     

Yeah well, it really depends, like as we said in the 

focus group, depends on how many, maybe like 

followers that person has, or yeah, if they have any 

paid partnerships with companies. Yeah, kind of 

depends on the profile itself. 

Authenticity Factor for it 

Moderator     

Okay. All right, keep on going with a more general 

question. So, would you say that the user generated 

content pictures overall are beneficial for the product 

presentation?  

    

Participant 7.1     

Yeah.     

Moderator     

And why?     

Participant 7.1     

Well, as I said, it just gives the customer a better 

inside or impression of the clothes. 
    

Moderator     

So, would you prefer ordering in an online shop that 

offers that kind of extra product presentation 

compared to a shop without?  

    

Participant 7.1     

Yeah I would. Like I would prefer to see that, because 

it gives you like a broader range of how the item 

looks. 

    

Moderator     

All right, thank you so much.     

 


