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Abstract 
Background: As an effect of the growth of Instagram during the past few years, more brands 

have started to use this platform to communicate with their consumers, and a generation that 

has been shown to be particularly interesting for fast fashion brands, is Generation Y. During 

the past few years, a term called body-positivity has increased in popularity among social media 

platforms like Instagram, which purpose is to encourage exposure to different body types. 

There are several studies that have highlighted the issues regarding the use of exclusively thin 

models among fast fashion companies, and that this increase body dissatisfaction among 

women, especially in the Western culture where the ideal is unrealistically thin. This has 

resulted in criticism towards marketers which have led to some brands starting to use more 

larger models in their advertising. However, some brands still use exclusively thin models 

because they believe that this is what people wants to see. Evidently, there are different 

opinions regarding the subject. However, what has yet not been studied thoroughly is female 

consumers attitudes regarding the use of body diversity in advertising on Instagram and how 

this influence brand attitudes and further, their purchase intentions. 

Purpose: As the authors of this study found a research gap regarding consumers attitudes 

within the subject – the purpose of this study will be to explore female Generation Y 

consumer’s insights regarding body diversity in Instagram advertising, resulting in judgment, 

feelings, and attitudes towards the advertisement and the brand, and how these attitudes 

influence purchase intentions. The aim is also to explore to what extent the case companies 

include body diversity in their Instagram advertising. 

Method: The research purpose was fulfilled by doing an exploratory study, using an abductive 

research approach and qualitative method. The authors of this study did a semiotic analysis of 

the advertising content, and further on collected the empirical data by doing 12 semi-structured 

interviews. The data was further analyzed by incorporating a thematic analysis. 
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Conclusion: The findings of this study showed that Nelly was the only case company including 

some body diversity in their Instagram advertising. NA-KD and Zalando evoked mostly 

positive feelings among the participants while Nelly evoked mostly negative ones. Further, the 

majority of the participants had favorable attitudes and positive purchase intentions towards 

NA-KD and Zalando. None of the participants had exclusively favorable attitudes towards 

Nelly’s advertisement, although half of the participants had positive purchase intentions 

towards the brand. Generally, the majority of all attitudes that were formed towards the case 

companies were not influenced by the body diversity (or no body diversity) that they were 

exposed to, but their attitudes were influenced by other things. The results also showed that 

including body diversity in Instagram advertising is important, for female Generation Y 

consumers. However, other factors might be more important and furthermore have a greater 

influence on their purchase intentions, like for example ethnic diversity.  
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1. Introduction 
__________________________________________________________________________ 

 

In this chapter, a general introduction of the research topic is provided. It starts with a brief 

background, followed by a deeper explanation of the problem. Further, the purpose of this 

study is explained, and the research questions are presented. The chapter ends by showing 

the study’s delimitations and key terms. 

__________________________________________________________________________ 

1.1 Background 

There are over 3 billion social media users worldwide, and 89 % of young adults check their 

social media accounts every day (Pew Research Center, 2018). One of the most used social 

media platforms today is Instagram, which is particularly popular among women aged 18 to 29 

(Hendrickse et al., 2020). Further, fast fashion brands are one of the most followed product 

categories among this generation (Chen, 2018). As an effect of the growth of Instagram during 

the past few years, more brands have started to use this platform to communicate with their 

consumers as it allows for an extensive reach of people, making it an integral part of their 

marketing communication (Chen, 2018). Considering the visual elements on Instagram, the 

platform plays an important role for fast fashion brands when promoting their products 

(Djafarova & Bowes, 2021). As a result, fast fashion companies try to reach their audiences 

and sell products via the platform (Hendrickse et al., 2020), and furthermore, consumers 

interact with the companies for information about the products (Loureiro et al., 2019). 

A generation that has turned out being an essential target group for fast fashion brands, due to 

its size and buying power, is Generation Y. For many Generation Y consumers, their limited 

budget influence their consumption choices, while they also attempt to purchase in ways that 

matches their social values. One of these values relates to body image and image 

representations (Sorensen & Johnson Jorgensen, 2019).  

Several studies indicates that the use of Instagram has led to diverse body concerns, e.g., body 

surveillance and body dissatisfaction (Cohen et al., 2017; Fardouly et al., 2018; Feltman & 

Szymanski, 2018; Frison & Eggermont, 2017; Hendrickse et al., 2017; Lup et al., 2015; 

Sherlock & Wagstaff, 2019; Holland & Tiggemann, 2016). Body dissatisfaction usually occurs 

because of humans’ tendency of social comparison (Groesz et al., 2002; Grabe et al., 2008), 

which refers to how humans compare themselves to other people (Festinger, 1954; Pettigrew, 

1967). Research suggests that women, more than men, are prone to make these social 

comparisons that, in many cases, lead to increased body dissatisfaction (Jones et al., 2004).   

A term that has increased in popularity lately, and especially on Instagram, is body positivity. 

The idea behind the term that has become a trend and hashtag on Instagram is to challenge the 

thin-ideal and instead encourage exposure of different body types of all sizes and shapes on 

social media (Cohen et al., 2019; Tiggemann et al., 2020). However, not everyone seems to be 
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as positive to the idea, which has aroused a discussion that body-positivity are normalizing 

larger bodies which in turn leads to obesity among some people (Muttarak, 2018). 

Results from a study by Abzari et al. (2014) suggests that social media has a significant 

influence on consumers’ attitudes towards the brand. In turn, these brand attitudes have a great 

influence on the consumer’s purchase intention (Abzari et al., 2014). For marketers to 

understand consumers’ evaluation of advertising on social media, it is essential that they 

understand what their attitudes are and how they are formed – and more importantly, how 

marketers can influence consumer’s attitudes (Argyriou & Melewar, 2011). No matter if the 

attitudes are favorable or not, it is what finally will have an influence on the consumer’s 

behavior. However, it is the favorable attitudes that will lead to purchase intention (Edell & 

Burke, 1987; Durvasula et al., 2001), which is why it is essential for marketers to know what 

forms those favorable attitudes. 

1.2 The research problem  

One of the more central issues within the fast fashion industry is the use of unrealistically thin 

models (Taylor & Costello, 2017). According to de Freitas et al. (2018), when exploring body 

diversity through content analysis in fashion magazines, the findings showed that principally 

all models were underweight. It is the exposure to these unrealistic female ideals in social media 

that, in many cases, turn into body dissatisfaction (Saraceni & Russel-Mayhew, 2007; Stice & 

Shaw, 2002), particularly among women in the Western culture (Stice & Shaw, 2002). Previous 

studies support this assumption since research has shown that eating disorders and thin beauty 

ideal in social media appear to be connected. Saraceni and Russel-Mayhew (2007) claim that 

the problem has become even more significant due to increased media exposure to advertising 

reflecting thin models compared to media using larger models. In the Western culture, the ideal 

body type is extremely thin. However, research suggests that only 5 % of women could achieve 

to reach the thin body ideal that they are being exposed to in advertising, making this an 

unrealistic strive among women (Sohn & Youn, 2013). 

The use of unrealistically thin models has resulted in criticism towards marketers (Cinelli & 

Yang, 2016; Henderson-King & Henderson-King, 2001). To counter the criticism regarding 

the use of unrealistically thin models, some companies have started to present women with 

larger bodies in their advertising (Hendrickse et al., 2020). However, even though larger-sized 

models today are more commonly used in advertising, thin models are still the norm (Cinelli 

& Yang, 2016).   

Sheehan (2013) suggests that human beings like to look at beautiful things. Furthermore, Gulas 

and McKeage (2000) argue that marketers use such people as they refer to as “attractive 

models” since it will affect the consumer positively, which in turn will form positive attitudes 

among consumers. Solomon (2015) claims that human beings’ desire to live up to the existing 

ideals drives our purchase intention. However, other research has found that women appreciate 

seeing advertisements with larger models more than thin models (Clayton et al., 2017; 

Hendrickse et al., 2020). A study conducted by Ogden et al. (2020) supports the assumption 

that it might be beneficial for brands to use a broader range of images with a diversity of body 

types in their advertising since this leads to more positive attitudes among consumers. 



 3 

Evidently, there are different thoughts, among researchers, regarding the question if body 

diversity leads to positive or negative consumer attitudes. Further, the authors of this study 

have noticed that there is a lack of research on consumer attitudes towards advertising 

with/without body diversity and how these attitudes influence their purchase intention. Since 

it is the positive attitudes that lead to purchase intention, it is essential for brands to know how 

those are formed (Edell & Burke, 1987; Durvasula et al., 2001) Therefore, this is a highly 

important topic to further research.  

1.3 The purpose of the research 

Repeated exposure to exclusively thin models is claimed to have an influence on body 

dissatisfaction among young women, especially in the Western culture. Companies make 

diverse decisions regarding the use of thin models, but an important angle within this subject 

that still is a gap in research is the consumer’s attitudes on the subject. Thus, the purpose of 

this study will be to explore female Generation Y consumer’s insights regarding body diversity 

in Instagram advertising, resulting in judgment, feelings, and attitudes towards the 

advertisement and the brand, and how these attitudes influence purchase intentions. The aim is 

also to explore to what extent the case companies include body diversity in their Instagram 

advertising. 

Generation Y is essential to study due to their buying power of fast fashion brands (Sorensen 

& Johnson Jorgensen, 2019). Further, the fashion industry in Sweden will be explored due to 

their extent of interaction with consumers on Instagram (Loureiro et al., 2019). For this 

purpose, three case companies; namely NA-KD, Nelly, and Zalando, have been selected that 

will be analyzed by the authors and used in the interviews.  

1.4 Research Questions 

• RQ1: To what extent do the case companies include body diversity in their Instagram 

advertising? 

 

• RQ2: What judgment and feelings do female Generation Y consumers have towards 

the case companies’ Instagram advertisement? 

 

• RQ3: What attitudes do Generation Y consumers have towards the advertisement and 

the brands, and how do these, in turn, influence their purchase intentions?  

 

• RQ4: How important do female Generation Y consumers think it is that companies 

include body diversity in their Instagram advertising? 
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1.5 Delimitations and Contributions 

The choice of case companies is focused on e-commerce and thereby do not have any 

permanent physical stores. The authors also choose to delimitate to Generation Y and only 

study the younger half of the generation for this study since Instagram is specifically popular 

among women aged 18 to 29 (Hendrickse et al., 2020).  

The topic is important to study since it will give fast fashion brands a better understanding of 

what influence the diversity of body types in Instagram advertising has on consumer’s attitudes 

and purchase intentions.  

The fashion industry is relevant to study considering the highly competitive environment 

(Djaforova & Bowes, 2020). For achieving success in the industry, it is essential to understand 

how consumers behave (Djaforova & Bowes, 2020). The social media platform Instagram is 

crucial for the fashion companies, considering the visual content where there are several 

possibilities to promote the product (Djaforova & Bowes, 2020). Since especially the fast 

fashion industry struggles with issues regarding the use of unrealistically thin models in its 

advertising (Taylor & Costello, 2017), future marketers need to understand if body diversity is 

an important subject among Generation Y consumers and if this influences their attitudes and 

purchase intentions.  

1.6 Key terms 

Attitudes - Attitudes refer to an individual's tendency to implement a specific behavior 

according to their considerations and affections (Fishbein & Ajzen, 1975). 

Average-Size Models – An average-sized model has a body size that is fairly representative 

of the general population (Diedrichs et al., 2011). According to Iannelli (2020), the average 

weight of a European female is 70 kg. 

Body Diversity - Body diversity means including a range of body sizes in different contexts 

(Stewart & Ogden, 2021). 

Emotions - Emotions are thought of as a very fast, very primitive, unconscious mechanism 

that controls the way an individual responds to various situations (Hansen, 2005). 

Fast Fashion - Fast fashion is a business strategy where companies produce trendy clothes 

with fast delivery (Choi et al., 2010). The industry aims to have flexible delivery and low cost 

(Bhardwaj & Fairhurst, 2010). Yoon et al. (2020) suggests that products from this industry 

often resemble luxury catwalk trends but are sold to the mass market. 

Fast Fashion Brands - Fast fashion is a category for brands, where brands such as H&M, Zara, 

and Uniqlo fit due to their trendiness, low costs, and frequent stock turnover (Kim & Oh, 2020). 

Feelings - As opposed to emotions, feelings are the cognitive and conscious perceptions that 

individuals use to define their emotions. Individuals may talk and describe their feelings in 

more or less exact terms, such as sadness, happiness, or jealousy, which is not possible in the 

same way with emotions (Hansen, 2005). 
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Generation Y - Generation Y will, in this thesis, follow Bolton et al.'s (2013) definition of the 

generation. Hence, Generation Y will refer to people born between 1981 and 1999 (Bolton et 

al., 2013).   

Internalization of the Thin-Ideal - Internalization is basically when the incorporation of some 

specific values turns into the guiding principles (Thompson et al., 2004). The thin-ideal 

internalization is the extent to which a person accepts the ideals of attractiveness that have been 

defined by society and the way they involve in behaviors to appreciate these ideals (Thompson 

& Stice, 2001). 

Judgment - Judgment refers to the way that an individual collects external information about 

a situation, object, or person to perform a single evaluation on it (Dhami & Harries, 2001; 

Harte & Koele, 2001). 

Thin-Ideal - The thin-ideal is for this thesis being described as a “slender, feminine physique 

with a small waist and little body fat” (Stewart & Ogden, 2021, p. 1). 

Unrealistic Thin – According to Sohn and Youn (2013), only 5 % of women in the Western 

culture could possibly reach the body size that the thin-ideal features. Therefore, this would be 

described as unrealistic thin.  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 6 

2. Frame of Reference 
__________________________________________________________________________ 

 

In this chapter, a couple of relevant literature topics are presented. The literature relates to 

the purpose of this thesis and serves as a base in the study. The chapter begins with a 

presentation of the topics body diversity, Generation Y and Instagram. Further, the authors 

present relevant literature about feelings, judgment, attitudes, and purchase intention. 

__________________________________________________________________________ 

2.1 Body Diversity among Women 

Camerino et al. (2020) suggests three different body types called ectomorph, mesomorph, and 

endomorph. The ectomorph body type is described as long and lean, the mesomorph body type 

is athletic and muscular, and the endomorph body type has a round and big physique with no 

defined muscles (Camerino et al., 2020). The authors further mention that there can be a 

combination of the different body types. For instance, Weber and Van Mullem (2020) claims 

that an ecto-mesomorph body type refers to a thin but toned body.   

 

Figure 1 

The different body types 

 

Source: (Johansson, 2014) 
 

White et al. (1999) suggests some different ways that women get affected when the female 

body is portrayed as very slim and with fewer curves. First, women experience more pressure 

on themselves to strive for ideal beauty due to artistic images of the body. When an ideal beauty 

is not obtained, body-consciousness can be affected negatively (Wolf, 1991). Further, when 

mass media only uses such images, women convey that only ectomorph are desirable and 

attractive. According to Henderson-King and Henderson-King (1997), when thin versus larger 

women are exposed to ideal body images, larger women claim that their self-evaluation is 

affected negatively. Thin women, on the other hand, report increased positivity regarding their 

sexual attractiveness evaluation.  
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Stewart and Ogden (2021) are among others, some of the researchers who highlight the issue 

of exclusively using models of the thin-ideal on social media. Mulgrew and Tiggermann (2018) 

suggest that brands should make a change in the images they post on social media and use more 

diversity in body types so that they reflect a more realistic body standard. Results of Stewart 

and Ogden’s (2021) study showed that it could be helpful for brands to use more body diversity 

in their content on social media to reduce disgraceful and negative attitudes, especially among 

people who are overweight. 

 

When governments have brought up the issue of body diversity in advertising content on 

diverse media (Diedrichs et al., 2011; Diedrichs & Lee, 2010), advertising and fashion 

industries have responded to this by arguing that average-size models do not attract consumers 

(Diedrichs et al., 2011). Some claim that average-sized models in advertising encourage 

unhealthy behaviors and obesity among consumers (Diedrichs et al., 2011).  However, there 

are several studies that disagree with this argument and instead claim that advertising with 

average-sized models is just as effective as those with thin and muscular models and that it 

even leads to more positive body image among consumers (Diedrichs & Lee, 2010; Dittmar & 

Howard, 2004a; Dittmar & Howard 2004b; Halliwell & Dittmar, 2004; Halliwell et al., 2005).   

 

Results from a study by Diedrichs et al. (2011) showed that consumers thought that there were 

to many models representing the thin-ideal and that it was a lack of female beauty in other 

forms and shapes. Some women suggest that there could be beneficial for brands to use diverse 

body sizes since this might increase the effectiveness of the advertising because more women 

would feel included. This way, more consumers might get an idea of how the clothes might 

look on their body type, and this way, their purchase intention might increase (Diedrichs et al., 

2011). 

 

2.2 Generation Y  

2.2.1 Defining Generation Y 

As a consumer group, Generation Y is influential and unique (Valentine & Powers, 2013). The 

size of the generation has a considerable effect on the retail industry, thanks to its purchasing 

power. It also differs from previous generations due to their technological expertise. Generation 

Y is known for their frequent exposure to technology, which they have been exposed to since 

they were born (Bolton et al., 2013).  Thus, people born in this generation rely on digital tools 

for interaction, entertainment, and emotion regulation. They have experienced accelerating 

advancement regarding communication technologies and social networking, which have 

influenced their behavior of consumption. Increased availability has contributed to benefits for 

Generation Y consumers with personalized services and customized products. These 

consumers "want it now" and "want it all" (Bolton et al., 2013), however their limited budget 

influence their consumption choices, while they also attempt to purchase in ways that matches 

their social values (Sorensen & Johnson Jorgensen, 2019). Thus, the generations' technological 

expertise combined with their purchasing power will, in the long term, determine online 

brand’s success (Valentine & Powers, 2013). 
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2.2.2 Generation Y and Fast Fashion 

Fast fashion is a business strategy of fashion companies, developed as a response to frequently 

emerging trends and craved products (Choi et al., 2010). Choi et al. (2010) indicate that this 

strategy is useful since it enables companies to produce small batches of trendy clothes with 

fast delivery, which decreases the risk of demand uncertainty. Low cost is combined with 

flexibility in delivery, quality and speed to market (Bhardwaj & Fairhurst, 2010).   

 

The largest consumer group of fast fashion products is Generation Y (Hill & Lee, 2015). These 

consumers prefer a big amount of cheap and fashionable clothes (Bhardwaj & Fairhust, 2010). 

They are perceived as obsessed with fashion (Williams & Page, 2011), and about 70 percent 

of their money is used for buying apparel and fashion goods (Bakewell & Mitchell, 2003). 

With this in mind, combined with the fact that the generation has great purchasing power 

(Valentine & Powers, 2013), it is an important consumer group for the fashion apparel industry 

(Colucci & Scarpi, 2013).  

 

According to Valaei and Nikhashemi (2017), Generation Y consumers' purchase intention 

(regarding fashion apparel) are influenced by style, price, social identity and brand. 

 

2.3 Instagram  

2.3.1 Instagram as a Social Network  
According to Trusov et al. (2009), social media are networks where users can interact with 

friends, professionally or socially. Information is achieved not only from governments and 

companies but also from people on different social media platforms (Tuten, 2020).  

 

One of the most popular applications on social media is Instagram, an app where users can 

share videos and photos directly from a mobile phone (Moreau, 2018). The user must have a 

profile where all shared pictures and videos displays, and with the profile, the user can choose 

to follow other users (Moreau, 2018). Users of the application can either choose to actively 

create content independently or passively consume other people’s content (Tiggeman et al., 

2020). Instagram has, throughout the years, become one of the fastest-growing applications 

within social media (Stapleton et al., 2017), and according to Hendrickse et al. (2020), the 

platform is most popular to women aged 18 to 29. 

  

2.3.2 Body-Positive Content on Instagram  

Several studies argue that social media features unrealistic beauty ideals and that they play a 

key role in the maintenance and development of eating disorders and body dissatisfaction 

(Frederick et al., 2017; Grabe et al., 2008; Levine & Murnen, 2009). There are 89 % of young 

adults who use Instagram and other social media every day, and with time it has become a 

dominating form of media consumption (Pew Research Center, 2018).  During the past years, 

with the internalization of the thin-ideal, another movement has grown in popularity, called 

“body positivity”.  

The purpose behind body positivity is to highlight all body types, regardless of size, shapes, 

and features. Instead of focusing on what it looks like, the focus lays on the functionality of the 
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body and appreciating the fact that it is healthy (Sastre, 2014). However, previous research has 

raised concerns regarding the fact that “body positivity” does normalize and encourage obesity 

and exalting unhealthy habits (Nomi, 2018; Muttarak, 2018). Muttarak (2018) has been 

criticized by other academics because of misleading research (Alleva & Tylka, 2018; Stewart, 

2018) and argues that associating body acceptance with self-neglect and unhealthy behavior 

are a very misleading statement. Cohen et al. (2020) state that there is no empirical evidence 

that supports the fact that body-positive content should have any connection with obesity. 

Research has shown that exposure to body-positive content had no impact on any behavior that 

urged to exercising habits or likewise, although it did decrease body dissatisfaction among 

people (Robinson et al., 2017).  

Some people think that women over size 14 (European size 42) is being left out of the 

conversation and that the term now instead emphasize thin, attractive and white women who 

are being positive about their body shapes and size (Dalessandro, 2016). 

 

2.4 Judgments and Feelings  

Previous research suggests that feelings can be divided into three categories: affective, bodily 

and cognitive. The affective feelings are subjective experiences, and those might be or not be 

directly related to the object (Frijda, 1994; Schwarz & Clore, 1988). Bodily feelings are such 

feelings as hunger or pain that are related to physical processes (Cacioppo et al., 1993). 

Cognitive feelings include experiential states such as feelings of familiarity or the way 

information can be gathered from an individual’s memory (Jacoby & Dallas, 1981). 

 

Further, affective feelings can be either incidental or integral to the target (Bodenhausen, 

1993). Feelings that are unconnected to the target are the incidental feelings, and this can for 

example be that we are in a positive mood due to the sunny weather. Hence, these feelings 

come from a source unconnected to the judgmental target. However, these incidental feelings 

might appear to affect one’s feelings towards the target object. In contrast to the incidental 

feelings, the integral ones are such feelings that come from the target itself (Greifeneder et al., 

2011). These feelings arouse based on different features from the target object, and these 

features might be either real, perceived, or imagined (Cohen et al., 2008). 

 

Previous research suggests that affective feelings might influence a variety of judgments 

(Greifeneder et al., 2011). Further, there are suggested to be two different ways that affective 

feelings can influence judgments (Clore, 1992; Forgas, 1995). The first one is called affect-as-

information and suggests that feelings are a source of information on its own. This account 

proposes that feelings are experienced (Bless, 2002; Schwarz & Clore, 2007). When 

individuals judge a target object, they ask themselves the question, “How do I feel about it?”. 

They then use this information of feelings when they form their judgment (Pham, 2008). Hence, 

the affect-of-information account suggests three things; judgments can be based on genuine 

feelings, feelings have a direct influence on judgments and that the reliance on feelings is 

illative rather than strictly automatic (Pham, 2004).   
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In opposite, the priming account suggests that feelings influence judgments since it influences 

the content that comes to mind (Bower, 1981; Forgas, 1995; Forgas & Bower, 1987; Isen et 

al., 1978). In this account, the feelings influence judgment indirectly and are mediated by 

activating the content information. Hence, the process of judgment is not based on feelings but 

on content (which is activated by the affective feelings) (Greifeneder et al., 2011). So, the 

affect-as-information account suggest that judgments are directly influenced by feelings 

through experiential information and priming account are suggested to be indirectly influenced 

by feelings through activated content information (Greifeneder et al., 2011). 

 

2.5 Attitudes  

2.5.1 Brand Attitudes  

Researchers argue that social attitudes are remains from past experiences that later form one’s 

future behavior (Campbell, 1963). After much debate and lots of empirical research, theorists 

have concluded that the primary component of attitudinal responses is evaluation (Eagly & 

Chaiken, 1993; Fazio, 1986; Fishbein & Ajzen, 1975; Giner-Sorolla, 1999; Osgood et al., 

1957). Argyriou and Melewar (2011) researched attitudes as consumer’s responses to 

marketing efforts and came to an understanding that attitudes are evaluative judgments that 

have been measured by categorizing several attribute dimensions, however, the way they are 

formed are based on several different qualitative processes. Consumers forming positive 

attitudes towards a brand is essential and one of the key components if one wants to survive in 

the marketplace. However, consumers’ attitudes are not always positive but can be affected of 

certain negative events or just negative publicity (Pullig et al., 2006). 

One way of looking at attitudes is called the functional theory, which supports the assumption 

that an attitude is stored in a person’s memory and evokes whenever needed (Eagly & Chaiken, 

1993; Katz, 1960; Shavitt, 1990). According to Argyriou and Melewar (2011), when a person 

is in the position to make a decision, the decision will be based on the relevant attitude that is 

being activated at that time. The process might surely be influenced by some external and 

situational factors, but according to functional theory, it is safe to assume that there are some 

attitudes that are being stored in a person’s memory, since it serves basic human needs, for 

example, the need to express one’s values and to summarize knowledge (Argyriou & Melewar, 

2011). 

In opposition to the functional view of attitudes, the constructive theory suggests that people, 

including consumers, evaluate objects at the specific time and place of the decision-making 

without doing any memory-based processing. One uses decision context and perception as the 

primary source of information (Bettman et al., 1998; Feldman & Lynch, 1988; Reed et al., 

2002). According to the constructive view of attitudes, it would mean that most of our attitudes 

are temporary and depend on the specific situation (Argyriou & Melewar, 2011).  

Previous research also suggests that attitudes are formed based on information about a certain 

attitude object. However, those attitudes can change if the information about the object 

changes, called persuasive communication. The way a person receives and accepts this new 

information might lead to attitude change (Hovland et al., 1953). It might be of great 

importance for a brand to change potentially negative attitudes into positive ones. According 
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to Percy and Rossiter (1992), attitudes, just like brand awareness, is a necessary communication 

effect that is needed if a purchase should possibly occur. 

Pullig et al. (2006) proposed two different classes of negative publicity that might affect brand 

attitudes which are (1) performance related and (2) values related. Attitudes that are 

performance related refer to the brand’s ability to provide good and functional products to the 

consumer. An example is if a fast fashion brand would have to recall a specific garment due to 

functional problems. However, more relevant for our research purpose are value related 

attitudes which refer to the publicity that involves social or ethical issues (Pullig et al., 2006). 

2.5.2 Attitudes Leading to Purchase Intention 

Purchase intention is, according to Ghosh (1990), a tool for foreseeing the buying process. It 

is about how willing a consumer is to purchase a product in the near future (Wu et al., 2011). 

For a consumer, purchase intention is a critical factor when deciding about a potential purchase 

(Fishbein & Ajzen, 1975; Ghosh, 1990). In general, consumers' purchase intentions link to their 

perception, attitude, and buying behavior (Wu et al., 2011). The intention can change due to 

affected value, price, or quality (Ghosh, 1990). Internal or external sources can also influence 

consumers' buying motivations (Gogoi, 2013).  

One way of understanding a consumer's attitudes and purchase intention is to understand the 

role of confidence. The confidence construct can be used in two different ways in theory, 

according to consumer behavior literature. It might be referring to the consumer's confidence 

in the brand in general or their ability to evaluate or judge the brand's capacity (Bennett & 

Harrel, 1975). Bennett and Harrell (1975) researched about the role of confidence to understand 

consumer's attitudes and purchase intentions. They concluded that a consumer's confidence is 

positively related to their intention to behave towards the brand.   

Further, research suggests that when a consumer decides whether to purchase a product, they 

evaluate the product based on different criteria, called attributes (Lago et al., 2020).  Baxter 

(2016) indicates that there are two different rules that a consumer can base their purchase 

decision on, namely non-compensatory or compensatory rules, whereas the latter suggests that 

a weakness in one attribute can be compensated by the perceived strength in another (Baxter, 

2016). Hence, the consumer makes a purchase decision based on if the combination of the 

attributes is satisfying or not (Woodside, 2008). Contrary, the non-compensatory rules tell us 

that a weakness in one attribute cannot be compensated by the strength in another. However, 

this rule thereby also means that a high score in one attribute cannot be affected by a low score 

in another attribute (Baxter, 2016).  

According to Lago et al. (2020), when a consumer’s judgment is placed in a moral or social 

context, their usual priorities of a purchase decision change.  Further, previous literature 

suggests that there is a difference in between consumer’s attitudes and their behavior, called 

the attitude-behavior-gap. Several researchers within the ethical consumerism studied this gap 

and found that consumers who found themselves ethically minded did not always act along 

with these believes and values when it came to real purchase decisions (Auger & Devinney, 

2007; Bray et al., 2011; Carrigan & Attalla, 2001; De Pelsmacker et al., 2005), meaning that 
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there is a gap between consumer’s attitudes towards a subject and their actual behavior in 

relation to those attitudes.  

2.5.3 Attitude Towards the Ad Model 

Since consumers respond differently to advertising, it is important to have a model or 

theoretical framework to measure the attitudes (Edell & Burke, 1987). One model that 

addresses these issues is the attitude-towards-the-ad-model (Edell & Burke, 1987; Burke & 

Edell, 1989). According to Edell and Burke (1987), consumers will form attitudes towards the 

advertisements that will further influence their attitude towards the brand. The purpose of the 

model is, therefore, to understand what feelings of favorability or unfavourability towards the 

advertisement that will affect the consumer’s brand attitudes and further influence their 

purchase intention (Mitchell & Olson, 1981; Shimp, 1981). For this research purpose, “Attitude 

Towards the Ad” will be defined as the consumer’s tendency to respond to a particular 

advertisement in either a favorable or unfavorable way during a specific situation of exposure 

(Lutz, 1985).   

Two different components do influence a consumer’s attitudes towards the advertisement. 

First, there are feelings which is the affective component, and then there is the judgment which 

is the cognitive component of the consumer attitude (Edell & Burke, 1987; Durvasula et al., 

2001). Both components are formed when the consumer is being exposed to the advertisement. 

Feelings of happiness, annoyance, or entertainment might arise, while judgment can be formed 

as informative or factual. Further, the consumers’ attitudes towards the advertisement can be 

either favorable or unfavorable, and it is the favorable attitudes that, in the end, will have a 

positive influence on purchase intention (Edell & Burke, 1987; Durvasula et al., 2001).   

Figure 2 

Attitude-towards-the-Ad Model, adapted from Burke & Edell (1989), developed by the 

authors of this study.  
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3. Methodology 
___________________________________________________________________________ 

In the following chapter, the authors of this thesis present the methodology. For letting the 

reader understand why certain methods was chosen, argumentation and insights about each 

step is provided. The chapter starts by presenting this study’s research philosophy, followed 

by the research approach, research design, data collection method and population and 

sampling selection. The chapter ends with data analysis, ethical considerations and 

trustworthiness. 

_______________________________________________________________ 

3.1 Research Philosophy 

There are five major philosophies; positivism, critical realism, interpretivism, postmodernism, 

and pragmatism (Saunders et al., 2019). This research will be based on an interpretivistic 

research approach, which is fairly popular, especially for qualitative studies. From this 

perspective, the reality is being observed from a subjective nature that develops over time and 

is affected by the social context (Malhotra et al., 2017). Interpretivism also urges that humans 

are different from physical phenomena in the way that they create meaning. The purpose for 

an interpretivist is to create new, wider, and more rich understandings and interpretations of 

social contexts and words (Saunders et al., 2019). This fits into this study since the aim is to 

understand a specific phenomenon. We also needed to interact with the participants on a fairly 

personal level due to that the subject might be sensitive to some, and to some extent, treat them 

as “friends” more than interviewees, which also goes hand in hand with the interpretivistic 

research approach (Malhotra et al., 2017). 

3.2 Research Approach 

3.2.1 Abductive Approach 

There are basically three different approaches to use when writing a thesis, namely, deductive, 

inductive, and abductive. Using a deductive approach, one starts with gathering previous 

theories, which means that one obtains certain expectations of what the world looks like and 

then gathers empirical data to compare this (Ketokivi & Mantere, 2010). This is often done by 

using hypotheses to test diverse theories (Saunders et al., 2019). However, an inductive 

approach is based on empiricism, which means that you go in completely open-minded without 

any expectations, then collect data and build theory on that (Ketokivi & Mantere, 2010). The 

third approach is called abduction and is the approach used in this thesis. This was suitable for 

this research study, since the researchers used data to explore a specific phenomenon, identify 

different patterns and themes, and then locate these in a framework to at last, test it through 

empirical data collection, which is characteristics for an abductive approach (Saunders et al., 

2019).  

Abduction begins with the researchers realizing a so-called “surprising fact” that they decide 

to explore further to explain how this might have occurred (Ketokivi & Mantere, 2010). The 

surprising fact for this study was fast fashion brands’ use of exclusively thin models in their 

Instagram advertising, which made us curious to look into the subject more thoroughly. This 

observation can be read up on better by some theories than others, and those are the theories 
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that will help discover more “surprising facts” (Van Maanen et al., 2007). This is why the 

authors, when using an abductive approach, ends up going back and forth between theory and 

empirical findings during the research process.  However, a risk with abduction as well as 

induction are that it does not appear any useful theory and data patterns (Saunders et al., 2019), 

which the authors kept in mind during the research process. 

3.2.2 Qualitative Research 

When conducting research, the researchers can either collect quantitative or qualitative data 

(Bryman, 2016). Quantitative data tends to focus on numbers (Bell et al., 2018; Bryman, 2016), 

and statistics and measurement are fundamental due to the connection between analytical 

expressions and empirical observation. The research type includes systematic methods that 

quantify performance measurement and highlight control, and include experiments (Hoy & 

Adams, 2015). This was not the aim of this study, therefore a quantitative research approach 

was not suitable. 

Compared to a quantitative study, qualitative research primarily emphasizes words in data 

collection and analysis of data (Bell et al., 2018; Bryman, 2016). Hox and Boeije (2015) 

suggest that qualitative research examines how people make sense of others and themselves. 

They claim that it is about how people learn and give meaning to their everyday lives. These 

types of research enable participants to express and reflect on their behavior or their 

perspectives. Further, it seeks to cover the participant's behavior, feelings, and experiences in 

their own words (Malhotra et al., 2017), which makes it suitable for this study as we wanted to 

understand their judgments, feelings, attitudes and purchase intention.  

For qualitative researchers, it is important with extensive, revealing details of the participants 

since that contributes to a greater understanding of social behavior (Bell et al., 2018). Bell et 

al. (2018) suggest that it is impossible to understand behavior unless we also understand the 

environment people are engaged in. Since this thesis aims to understand people's judgment, 

feelings, attitudes and purchase intention, the participants' experiences, behavior, and feelings 

were relevant to examine due to the study's potentially sensitive nature. As mentioned earlier, 

statistics and measurement were not interesting. Therefore, the researchers of this study 

decided to do qualitative research. 

3.3 Research Design 

A research design could be defined as a plan for how a researcher should follow a research 

project. It thoroughly explains the different parts necessary to gather the information needed to 

fulfill the purpose. A research design can be either exploratory or conclusive. The latter has the 

purpose of testing specific hypotheses and study relationships. The research process is very 

formal and structured, and samples are large and aim to be representative. Furthermore, the 

data analysis for a conclusive research design is quantitative (Malhotra et al., 2017). For a 

conclusive research design, the subject of interest must already be very well understood by the 

researchers prior, which is not the case in this study. However, for an exploratory research 

design, the purpose is to understand the topic, which usually is rather complex and hard to 

define and measure (Malhotra & Birks, 2007). The topic of interest in this study is fairly 
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unknown (Saunders et al., 2007), which is why the researchers aim to clarify and get deeper 

insights into it. 

To fulfill the purpose of this thesis, the authors decided that it was necessary to do a semiotic 

analysis of the case companies' Instagram advertising content. Further, since this is a subject 

that has not been investigated thoroughly, we do not have a clearly defined and previously 

explored marketing phenomena as needed for a conclusive research design. Hence, the research 

design for this study is exploratory since the primary purpose of this study is to gain 

understanding and gather insights into a specific subject. The research process is very flexible, 

unstructured, and compared to a conclusive research design, the samples are small (Malhotra 

et al., 2017). 

3.4 Data Collection Methods  

3.4.1 Collection of Secondary Data 

Secondary data have been collected for a different research goal (Hox & Boeije, 2005). The 

data are then reused in other studies for other research questions. For this thesis, secondary data 

have been used in the introduction, background, theoretical background, and methodology 

section. The researchers of this thesis have located relevant sources with data that suited this 

research. One crucial aspect, however, was to analyze if the retrieved data met the quality 

requirements (Hox & Boeije, 2005).   

The researchers of this study used keywords in different databases to find relevant literature. 

The keywords that the authors have used are the following: Body Diversity, Instagram 

Advertising, Female Generation Y Consumers, Fast Fashion, Brand Attitudes, Judgments, 

Feelings, and Purchase Intentions. The databases used for finding relevant literature was 

Jönköping University’s database Primo and Google Scholar. That way, the researchers 

achieved access to e-books and scientific articles. When the researcher found relevant literature 

on the topic, the literature’s reference list was overlooked to examine any other relevant 

literature within the same subject that could be useful. 

3.4.2 Collection of Primary Data 

Primary data is the data that has been collected for the specific research purpose (Hox & Boeije, 

2005). It is original data, conducted with the best suitable method regarding the research 

problem. For this thesis, primary data was collected by the researchers through 12 semi-

structured interviews. Since primary data is new to research, it adds to the current store of social 

knowledge. Other researchers can later use the data as secondary data (Hox & Boeije, 2005).   

Some advantages when using primary data collection were that the research design and data 

collection strategy could be tailored for our specific research questions (Hox & Boeije, 2005). 

This contributed to a more coherent study and ensured that the collected data helped clarify our 

research problem. However, Hox and Boeije (2005) claims that a negative aspect of primary 

data collection, is that it can be time-consuming and costly.  

The authors of this study started to collect primary data in form of Instagram content (see Step 

1 in this section). The collected content was then used in the semi-structured interviews, which 
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was the researchers' second method for collecting primary data (see Step 2 in this section). The 

primary data was collected in Swedish. 

Step 1: Semiotics - Collection of Instagram Content 

Semiotics refers to a study of signs (Campbell, 2013). Campbell (2013) suggests that, in an 

advertisement, conventions are constructed due to clusters of signs. Semiotics as a tool gives 

researchers opportunities to unravel patterns within data. An image can be compared to text in 

a language and carries its own grammar that needs to be understood. The grammar, in this case, 

is created through the images' focus, gestures, lighting, composition framing, and so on 

(Campbell, 2013). The signs in an image is divided into two components, namely the signifier 

and the signified, whereas the signifier refers to something meaningful in the image, in material 

form that actually exists in the picture.  The signified, on the other hand, is the meaning that 

the signifier conveys, meaning that it is not physically and cannot be seen in the image (Yakin 

& Totu, 2014).  

According to Mick et al. (2004), sign analysis consists of three levels: Micro, mid-and meta-

level. The first level is the micro-level, which Kress and van Leeuwen (2006) refers to as colors, 

forms, and angles in the visual plane. The mid-level analysis refers to signs connected to 

human-level characteristics. Such signs can be gender, facial expression, hairstyle, posture, and 

similar (McQuarrie & Mick, 1996; McQuarrie & Phillips, 2005; Scott, 1994). The meta-level 

includes reflection of an advertisements' detailed structure (Stern, 1995; Holt, 2004).    

In semiotics, the consumer is perceived as a product of culture (Malhotra et al., 2017). Their 

aspiration and needs are believed to reflect what they have been exposed to in cultural 

communication, e.g., in a marketing context. By using semiotics in this study, the researchers 

can achieve a greater understanding of the attitudes of female Generation Y consumers by 

revealing what cultural structure affects their behavior (Malhotra et al., 2017).   

In this study, the semiotics followed Malhotra et al.'s (2017) suggested method and questions. 

Firstly, the three different brands were analyzed, where the researchers investigated the images 

in the feed after cultural connotations - the shapes, colors, and forms of corporate identity. To 

examine the images further, some question directed to the content was answered by the 

researchers. The questions were:   

• What are the most considerable signifiers? 

• What are the signs illustrated in the image, and to who are they directed? 

• From a metaphorical/symbolic level and a product level, how does the advertisement 

work? 

• The content and form of the advertisement, how does it work together? 

• What bundles of signs (i.e., codes) can be perceived in the advertisement?  

• What type of advertising codes are used - dominant (mainstream, every day), residual 

(lacking energy, old-fashioned), or emergent (culturally dynamic, leading-edge)? 

These questions helped the researchers to understand the Instagram advertising content that 

later was evaluated by the participants (Malhotra et al., 2017). 
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Step 2: Semi-Structured Interviews 

A powerful and common way of understanding other humans is through interviewing (Fontana 

& Frey, 2005). There are various interview forms, for instance, verbal interchange, face to face, 

or through telephone. Interviews can also be done with a single individual or a whole group 

(Fontana & Frey, 2005), whereas the authors of this thesis choose to do the interviews with one 

person at a time. Further, there are three different ways of structuring the interviews, namely 

structured, unstructured or semi-structured. Structured interviews follow a predetermined and 

standardized list of questions. The questions are almost always asked in the same way and the 

same order (Mueller & Segal, 2014). In contrast, there are unstructured forms of interviews, 

which basically means the interviewee is telling a story. The conversation in these interviews 

is guided by the interviewee rather than by the interviewer. In the middle of this continuum are 

semi-structured interviews. This interview form has a certain degree of predetermined order 

but still guarantees flexibility in how questions are informed (Mueller & Segal, 2014). 

Semi-structured interviews were suitable for this thesis as it allowed for the participants to go 

into detail in questions and furthermore explain things that the interviewee might not have 

thought about asking, which could be useful for the study. However, by having semi-structured 

interviews, we also made sure that the interview to some extent follows the interview guide 

and that the conversation did not go away from the purpose of the study. Furthermore, semi-

structured interviews were suitable as we wanted to explore attitudes, beliefs, and motivations, 

which Raworth et al., (2012) argue that semi-structured interviews are suitable for. The method 

also provided great possibilities to show the complexity of our research topic (Galetta, 2013).  

 Since the interview form was possible to do online, the authors felt the need to follow the 

government's regulations regarding the Covid-19 pandemic (Folkhälsomyndigheten, 2021) and 

decided to do all the interviews online through Zoom.   

At first, an interview guideline was developed, created with a list of questions connected to 

different relevant themes, according to what Saunders et al. (2009) suggest. However, when 

doing a semi-structured interview, Raworth et al. (2012) argues that it should have a 

conversational tone. Galetta (2013) acknowledges that in this type of interview, specific topics 

related to the study could also be addressed simultaneously as the participants can contribute 

with new meanings.  

During the interviews, the participants were welcomed with an introduction with information 

regarding the purpose of study. Before the interviews started, it was important to ask the 

participants about their consent to participate, with a written GDPR consent form where we, 

among other things, asked the participant about the permission to record the interviews. After 

this, a few introductory questions were asked to start the conversation (see Appendix 4 for 

interview guide), and progressively, the questions became more specific. The participants were 

then exposed to ten images from each case companies Instagram (see 3.5.3 for sampling of 

content and Appendix 1, 2 and 3 for the chosen content), followed by questions regarding how 

their feelings, judgments, attitudes, and purchase intentions were after being exposed to the 

advertising content. In total, 12 interviews were conducted.   
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3.5 Population and Sampling Selection  

3.5.1 Sampling Process for Interviews 

Sampling is a procedure where researchers systematically choose a number of individuals or 

representative items from a determined population (Sharma, 2017). These representatives serve 

as data sources for the specific study. Sampling is used when it is impossible to test the whole 

population (Sharma, 2017), which was the case for this study. For this thesis, the population of 

interest was female consumers in Sweden, born between 1981 and 1999. However, due to the 

argument that Instagram is specifically popular among women aged 18 to 29 (Hendrickse et 

al., 2020), we chose to narrow down the population to people born between 1999 and 1992. 

These people fit both in on Generation Y and the argument above. People aged 18-21 (born 

after 1999) were not included since they do not belong to Generation Y. The consumers also 

had to use Instagram frequently, at least once a day.  

As a sampling method, the researcher decided that judgmental (also called purposive, 

subjective, or selective (Sharma, 2017)) sampling was suitable. This sampling method is a form 

of non-probability sampling, which relied on the researchers' judgment. Therefore, the 

researcher could consciously choose population characteristics, who selected the population's 

required elements based on their judgment (Malhotra et al., 2017; Sharma, 2017). Appropriate 

criteria were chosen by the researchers, which in this thesis was that the participants should: 

• Belong to Generation Y. 

• Use Instagram at least ones a day. 

• Ever have consumed fast fashion. 

• Have some knowledge about the case companies. 

This method was quick, inexpensive and convenient (Malhotra et al., 2017). However, since 

the sampling was based on researchers' judgment, risks regarding bias needed to be considered 

(Sharma, 2017).  According to Sharma (2017), there is a risk for research bias when using 

judgmental sampling because of the researcher's own judgment. However, this is a 

disadvantage when the judgmental subjective aspect is poorly considered or irresponsible, 

without clear sampling criteria.  

To find participants within the chosen criteria for this study, we asked people in our 

surroundings and furthermore, they gave us tips on people they knew within these criteria. We 

clearly stated that the criteria must be fulfilled to be able to participate in the study and finally, 

12 participants were conducted. 

3.5.2 Sampling Process for Companies 

The three companies of interest were chosen based on that they were ranked as the three most 

popular webshops in Sweden 2018, based on Instagram followers (Sabanoglu, 2020). The 

brand that initially was ranked as the third most popular was removed based on the fact that 

they do not target women in Generation Y but only sell men's clothes, which is why we chose 

the one ranked fourth instead. So, the three companies that were sampled were NA-KD, Nelly, 

and Zalando.   
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Case Company 1: Zalando 

Zalando is a company from Berlin who sells fashion clothes and lifestyle products online. They 

are the leading online fashion platform in Europe and deliver to customers in 17 different 

countries. They have a very wide assortment with more than 4000 brands with brand as for 

example Dr Martens, ECCO, Mango and Puma (Zalando, 2021l). They have 1.1 million 

followers on Instagram and are updating their followers with around 2-3 posts every day 

(Zalando, 2021k). 

Case Company 2: Nelly  

Nelly is a leading company in online fashion for women between 15 and 25 years old, with its 

base in Sweden (Nelly.com, 2021l). The company was registered in 2004 by the founder and 

former owner Jarno Vanhatapio. The current CEO of the company is Anna Kristina Lukes 

(Allabolag, 2021). They have both their own brand called Nelly By Nelly, as well as 700 

different brands in which they offer to their customers, for example Adidas, Only, Levis and 

Calvin Clein. They sell everything from clothes, shoes, underwear, swimwear, accessories to 

sportswear and beauty products.  Nelly has 440 000 followers on their Instagram and interact 

with their customers on a daily basis by posting 2-3 times per day (Nelly.com, 2021k). 

Case Company 3: NA-KD 

NA-KD is a Swedish company that was founded in 2015 by the same man who started 

Nelly.com, namely Jarno Vanhatapio, who is currently the CEO for the company. The company 

is one of the 20 most fastest growing in Europe and ever since their start up, they have been 

known for their collaborations with influencers and celebrities globally. The majority of the 

products are from their own brand, but they also offer other well-known brands like Calvin 

Clein, Boohoo, Mango and Fila (NA-KD, 2021l). NA-KD have 3 million followers on their 

Instagram and updates it daily with around 2-3 posts per day (NA-KD, 2021k).  

3.5.3 Sampling Process for Instagram Content 

After appropriate companies were sampled, the researchers of this thesis examined their 

Instagram pages. An excel document was developed with ten content images from each 

company, all selected from the month of February. The authors thought that ten pictures were 

an appropriate number of pictures to be able to generalize. Judgmental sampling was used in 

this part as well since that enabled the researchers to choose appropriate characteristics 

consciously (Malhotra et al., 2017; Sharma, 2017) that was suitable for the research questions. 

The criteria when sampling images were: 

• The content needed to include at least one female model/person where most of the body 

is showing. 

• The publication of the content has to be within the month of February.  

Based on these criteria, we choose the 10 pictures with the most likes, considering these would 

be the pictures that gained the greatest attention and are most popular among the target 

audience. Therefore, we thought these would be most suitable for the research. The chosen 
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images were saved and gathered in an excel document to get a clear picture of the collected 

content.    

3.6 Data Analysis 

Before the data analysis could start, the researcher made sure to store all the collected data on 

two different computers for the best security possible. Since the data was collected through 

audio recordings, they were transcribed. The participant's names were changed to pseudonyms 

numbers to uphold anonymity for the participant. When the transcribing was done, it was sent 

to the participants to ensure credibility.   

The transcript was analyzed with thematic analysis, where the researchers examined what was 

said in the data and identified patterns (Sgier, 2012). A thematic analysis is a suitable 

qualitative research method when analyzing large data sets (Nowell et al., 2017). It is useful 

for analyzing, organizing, identifying, reporting, and describing themes found in the data 

(Nowell et al., 2017). The analysis started with identifying explicit and implicit ideas, i.e., 

different themes (Guest et al., 2011). The themes were then represented with codes (Guest et 

al., 2011). Coding refers to the sorting and categorizing of data (Bryman & Burgess, 2002). 

This resulted in different categories, which the researchers then labeled.   

A thematic analysis was appropriate since it helped conquer the complexities of meaning within 

the data. In this part, reliability was more critical than word-based analysis (Guest et al., 2011). 

Nowell et al. (2017) suggest that a precise thematic analysis can lead to insightful and 

trustworthy findings. Another advantage of conducting a thematic analysis is that it has a 

flexible approach that provides rich, detailed, and complex data. It is relatively quick to learn 

and easy to grasp (Nowell et al., 2017). 

3.7 Ethical Considerations and Potential Risks  

For both qualitative and quantitative research, there are some important ethical issues to 

consider. As this is a qualitative study, we had to investigate any ethical concerns that might 

arise for this research purpose. One of the main issues for qualitative studies lies in how the 

researchers gain access to a community group and what effect they might have on the 

participants (Orb et al., 2001). According to Spencer et al. (2004), one issue with qualitative 

research is the relationship between the interviewer and the interviewee. The same study 

enlightened the term “reflexivity,” which refers to how the researchers’ values, assumptions, 

and presence might impact the gathered data (Spencer et al., 2004).    

Doing interviews concerning a sensitive subject comes with the risk of arousing powerful 

emotions (Corbin & Morse, 2003). Lee and Renzetti (1990) argue that there is always a risk 

for a topic to be perceived as sensitive, depending on the context. Sieber and Stanley (1988) 

describe socially sensitive research as “studies in which there are potential consequences or 

implications, either directly for the participants in the research or for the class of individuals 

represented by the research.” (Sieber & Stanley, 1988, p.49). By looking at the sensitivity of 

topics from this perspective, far more subjects would be included as sensitive, making 

researchers more alert on their responsibilities from a social and ethical perspective (Sieber & 

Stanley, 1988). Taken this into consideration, the authors agreed to look at the topic for this 

research as sensitive, which made us more observant of any odd or uneven behavior from the 
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participants of the study during the interviews. This also made us aware of the lack of 

willingness to discuss certain issues due to the subject’s sensitivity. The authors further choose 

to use a direct approach for the study, which means that the participants were clearly informed 

about the purpose of the study before the interviews. The advantage of using an indirect 

approach is that the participant might reveal more extensive information about their actual 

feelings regarding a subject. However, for ethical reasons, the authors decided that the 

participants were to be fully informed before the interview. The risk is that they would 

otherwise feel cheated if they were to find out the purpose later (Nunan et al., 2017). 

3.8 Trustworthiness 

Trustworthiness in a study refers to the level of confidence in the data and interpretation 

(Connelly, 2016). Further, it also relates to methods used to assure the study’s quality. 

According to Amankwaa (2016), for a study to be considered worthy of examination, the 

researchers should provide the necessary procedures and protocols. Shenton (2004) suggests 

that in the pursuit of trustworthiness of a study, the researchers should try to correspond to four 

criteria: credibility (internal validity), transferability (external validity), dependability 

(reliability), and confirmability (Shenton, 2004; Sinkovics et al., 2008).   

Credibility refers to internal validity, where researchers seek to ensure that the study measures 

what was intended to be measured. In this research, the researchers recognized and selected 

appropriate research methods for achieving credibility (Shenton, 2004). Further, all interviews 

were recorded, and the participants were afterwards able to read through the transcript since 

this would increase the internal validity as the participants could correct any potential 

misunderstanding (Shenton, 2004).   

Transferability refers to what degree the study’s findings can apply to other events. By 

providing this thesis with detailed descriptions of the relevant phenomenon and background 

information, it enabled comparisons, which is, according to Shenton (2004), one way to 

accomplish transferability. The authors also ensured transferability, by describing the context 

when collecting the primary data, and not just the behaviors and experiences of the participants 

(Korstjens & Moser, 2018). That way, we can ensure transferability and enable the results of 

this study to be transferred to a different context. 

Regarding dependability (reliability), the researchers have done detailed and in-depth 

descriptions of the method, since that enable the study to be repeated, which is argued to 

provide dependability (Shenton, 2004). By delivering in-depth details regarding the method, 

the reader will also achieve a greater understanding of the study (Shenton, 2004).  Because of 

the clear method which describes for the reader how the study has been conducted, the study 

can be done again in the same way.  

The detailed description of the method also provides this thesis with confirmability. 

Confirmability refers to what extent the authors remain objective (Korstjens & Moser, 2018; 

Shenton, 2004). To achieve confirmability of the study, the authors furthermore remained 

objective throughout the research process and were careful with including their viewpoints and 

preferences but instead based all information on data. 
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4. Empirical Findings 
__________________________________________________________________________ 

In this chapter, the empirical findings from the interviews will be presented. The empirical 

findings provide a foundation for the following chapters. The empirical findings were gathered 

by doing semi-structured interviews with 12 female participants in the age of 22-29. The 

authors also made their own analysis of the advertising content from each company. Hence, 

this part is divided into two sections: Analysis of the case companies advertising content and 

empirical findings from the interviews.  

_______________________________________________________________ 

4.1 Semiotic Analysis of Case Companies' Advertising Content  

4.1.1 Semiotic Analysis of Zalando’s Advertising Content  

In all images in Zalando’s advertisement, the signifier is the woman, except from one picture 

where there are two signifiers, namely the woman and her child. Further, the signified is to 

show the clothes to the consumers that the signifier (namely the woman, and in one image the 

child) is carrying, and further increase purchase intentions.  

The advertising content reflects women in natural settings, and the models are photographed 

on the street or in their home. One picture seems to be more studio-like than the others, with a 

white background. Three out of the ten photos are taken by the models themselves with their 

iPhones in the mirror. The other seven images are captured by someone else or a self-timer. 

The images are relaxed and perceived to be taken “on the go.” The models and their clothes 

are in the center of attention, and the background is often minimalistic, so it will not steal the 

attention from the clothes. The pictures are taken in different environments, for instance on the 

street or in a kitchen. The models use similar poses, and there are different colors on the clothes 

and in the environment. Three images are perceived as more colorful since shades of purple, 

orange, and blue are shown.  Looking over Zalando’s content, all women have the ectomorphic 

body type, which means that there is no body diversity in the content since only one body type 

is showing.   

Figure 3 

Three examples of Zalando’s Instagram advertising content. See all in Appendix 1. 

 

Source: (Zalando, 2021d), (Zalando, 2021c), (Zalando, 2021f) 



 23 

4.1.2 Semiotic Analysis of Nelly’s Advertising Content 

Looking at the colors in Nelly’s advertising content, there are fairly neutral colors in all the 

pictures except from one where the woman is wearing a t-shirt with an intense orange color 

(see Appendix 2B). Generally, all the photos are taken in a “normal” living environment, and 

half of the pictures are taken as “mirror selfies.” The rest of the pictures are captures by an 

external person, with a camera or with a self-timer. Only one woman is present in each photo, 

and most of them are following the same pattern in how they “pose”. The signified is the 

same for all images, namely the woman. The signifier is that they want to show the brand’s 

clothes, and by presenting them on women that might be evaluated in a positive matter by the 

consumers, their main focus with the advertisement seems to be is of selling purpose. 

 

Of the ten content images from Nelly’s Instagram, only one image includes an endomorph 

body type. The other nine images show ectomorphic body types. This means that we can 

distinguish a very small amount of body diversity in the advertising content but, in general, 

very little. 

Figure 4 

Three examples of Nelly’s Instagram advertising content. See all in Appendix 2. 

 

Source: (Nelly.com, 2021a), (Nelly.com, 2021i), (Nelly.com, 2021c) 

4.1.3 Semiotic Analysis of NA-KD’s Advertising Content 

The advertising content from NA-KDs’ Instagram page includes young, thin women. The 

images are taken either in their home or on the street, and there are relaxed settings. Two images 

are an exception since those are captured on the beach. The images perceive to be taken “on 

the go,” even if four of the models are more dressed up in suits. The background is most often 

discrete, and the models are casually posing. Only one of the ten images is taken as a “mirror 

selfie”, the other images are taken by someone else or with a self-timer. The focus in the images 

is on the women and their outfits. The color setting is light and bright with many pastel colors 

such as light blue and light pink. The signified in this advertising content are the females in 

these images as well, and the signifier is again to show the clothes for the consumers to increase 

purchase intentions.  
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NA-KD’s advertising content foremost shows ectomorphic body types, which means that all 

women showing in their advertising content are very thin. There is no diversity at all when it 

comes to body types since there is only one type exposed in their content.  

Figure 5 

Three examples of NAKD’s Instagram advertising content. See all in Appendix 3. 

 

Source: (NA-KD, 2021f), (NA-KD, 2021e), (NA-KD, 2021b) 

 

Table 1  

Summarize of the semiotic analysis of the case companies 

Indicator Zalando  Nelly NA-KD 

Visible body types in 

content  

Ectomorphic Ectomorphic and  
endomorph 

Ectomorphic 

Types of settings in 

which content are 

taken 

Relaxed, natural settings 

“on the go” 

Many mirror selfies, 

home-environment, 

similar settings  

Relaxed, natural settings 

“on the go” 

Colors in content Different and colorful Similar and discrete 

colors 

Different and somewhat 

colorful 

Signifier Woman/women and in 

one image the child 

Woman/women Woman/women 

Signified Show the clothes for the 

consumer  

Show the clothes for the 

consumer 

Show the clothes for the 

consumer 
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Table 2  

The participants 

 Participant  Age Do they identify 

themself with today’s 

body ideal?  

P1 Participant 1 24  Yes 

P2 Participant 2 24  No 

P3 Participant 3 25  No 

P4 Participant 4 24  Sometimes 

P5 Participant 5 25  Yes 

P6 Participant 6 23  Yes 

P7 Participant 7 25  No 

P8 Participant 8 25  - 

P9 Participant 9 23  - 

P10 Participant 10 24  No 

P11 Participant 11 22  No 

P12 Participant 12 23  No 

 

Note: Due to the sensitive topic, the participants were not asked if they identified themselves 

with the current body ideal. However, the majority of the participants did in some way 

expressed that they did or did not identify themselves with the body ideal, and since that is 

important for understanding their point of view, this aspect is added in the table under “Do they 

identify themself with today’s body ideal?” 

4.2 Empirical Data from the Interviews  

During the interviews, when it came to the questions regarding the case companies, the 

interviewers showed the participants 10 pictures (see Appendix 1-3) that were conducted from 

the respective case companies Instagram based on relevant criteria (see 3.4). The same 

questions were asked for each company and all 10 images for the respective company were 

presented at the same time. 

 

4.2.1 General Thoughts regarding Body Diversity  

When the participants were asked to describe if they thought it exists a specific body ideal and 

how their perception of that ideal is, the majority responded that the typical body ideal is thin 

and long. However, some participants (P9, P10) agreed that the ideal body today also has some 

curves: 

I would say that it is thin but still curvy. I think. Like this, tiny waist, but still curvy, 

slim legs, thin arms. So, in general, it is thin but still curvy. So, I still think that I 

would say that is the ideal. (P9) 

P1 agreed that the ideal female body is a thin woman with curves on the right places. P3 

discussed that she believes that it is easy to see what the norm is and that it is very noticeable 
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when seeing an advertisement on the street, social media, or the web. P6 agreed and mentioned 

that the fashion companies make it very clear what still counts as the ideal.   

When asked if the participants think body diversity, in general, is important, everyone agreed. 

However, when describing why it is important, the participants brought up different 

perspectives. Some participants focused on the mental health aspect:   

The inclusion in general, not to create any body arousal, that companies should not 

contribute to that people feel bad about their body and that there are things that suit 

all body types. You should not have to be so size-fixed, but that the clothes should 

fit nicely on the body no matter what body you have. I think it is important 

psychologically for you to feel good. (P6) 

I also think for the mental health that it is very important because you can also 

choose not to bother and run your own race, but feel mentally ill from it even if 

you feel physically good, and not try to starve yourself to reach any ideal which is 

completely unreasonable. (P2) 

Further, some participants claimed that it was crucial to see how the clothes fitted on different 

body types (P3, P4, P8). The majority mentioned that it is essential for everyone to have 

something to identify with. Some participants thought it was important to show younger girls 

that everyone looks different and that there are different body types, so they will not feel as 

much pressure regarding how their bodies look like (P11, P12).   

Two participants (P5, P12) thought it was important with body diversity, however, they thought 

that the discussions nowadays sometimes get a bit exaggerated. P5 believed that companies 

could try to show different bodies without going to the extreme overweight or underweight 

models. 

Hmm, so quite honestly, I think the discussions are very exaggerated today. I think 

it is a huge exaggeration to use models that weigh 120-140 kg to show that it is 

"okay to be fat" because it is just as dangerous to weigh 120 kg and be 164 cm tall 

as it is to weigh 32 kg and be 164 cm tall. So, I think that is a bit exaggerated with 

the whole concept, in today's society. (P5) 

4.2.2 General Attitudes Towards Advertisements Including Female Body Types  

When general questions were asked, regarding their attitude towards advertisement that 

included the female body type, the majority of the participants agreed that they were negatively 

affected when they compared themselves to the model and could not identify with it. P10 

mentioned:  

So, you are a bit selfish and you really just want to see someone who is similar to 

yourself. Because I can identify with that. Say, I see a slim girl or a very overweight 

girl that I cannot identify with, I have a very hard time getting a relationship with 

products that they are going to sell. But is there anyone who is more like me then 

I am more receptive in some way. (P10) 
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Further, P11 mentioned that she sometimes looked at an advertisement and wondered how the 

garment would look on her, and then conclude that it would not suit her as well and ends up 

not buying the product. However, some participants do not feel affected by seeing other female 

body types (P5, P6). Thus, the subject comes to their mind, but not in the way that they criticize 

their body. 

Some participants mentioned that they specifically react when a company use models that are 

not within the typical ideal (P1, P3, P4, P5).  

If it is a person who is within the norm or the ideal, you do not think about it that 

much. But if it is a company that may have included someone who is like this “plus 

size type”, then maybe you think that oh that is great that they have included this 

model as well. (P4) 

Further, none of the participants expressed that they felt dissatisfaction towards their own 

bodies when exposed to advertisements featuring other female bodies. However, P9 mentioned 

that sometimes when she has gained some weight, she could get a bit critical to her own body 

when seeing other women, but in most cases, she feels very confident about her body.   

4.2.3 Level of Exposed Body Diversity in Instagram Advertisement  

 

ZALANDO:  

None of the participants thought that Zalando had body diversity in the advertisement they 

were exposed to and agreed that there was only one body type featured in the advertisement 

which was the ideal body type. P8 mentioned that she thought there was very little body 

diversity in the advertisements and no one who was a little more towards plus-sized. However, 

she still believed that their bodies looked healthy and were not “too skinny”. Likewise, P2 said 

that she did not see any body diversity in the advertisement. However, she claimed that she 

usually does not think about if an advertisement does not have any body diversity, however, 

she reflects more over it if they do include much body diversity in an advertisement.  

All participants thought Zalando should have more body diversity in their advertisement, and 

the majority of the participants mentioned that it is important that all women feel included. P12 

felt like the pieces only fit that specific body type used in the advertisement, and therefore do 

not feel any urge to buy the items since it would not look the same on her body. P10 also felt 

very strongly that Zalando should use more body diversity in their advertisement and argued 

the following: 

Yes, I think it should be normalized that all women are different because it is quite 

provocative also having to go to a page where it says "plus-size" to buy clothes, 

and THERE you find women who look like oneself. (P10) 

The majority of the participants agree on the importance of including more diversity of body 

types so that more women will have a chance to see how the clothes would look on their bodies.  
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Table 3  

Summarize of how many participants thought there was body diversity in Zalando’s 

advertisement 

Visible body 

diversity in 

advertisement 

No visible body diversity 

in advertisement 

0 participants 12 participants 

Table 4 

Summarize of how many participants thought there should be more body diversity in 

Zalando’s advertisement 

Thinks that the brand should 

include more body diversity in 

advertisement 

Thinks that the brand should 

not include more body 

diversity in advertisement 

12 participants 0 participants  

 

NELLY: 

In Nelly’s advertisement, the majority of the participants thought that there was some body 

diversity and highlighted specifically two pictures where they thought there were a bit more 

curves than in the rest. P12 said that “A little bit maybe, for example, her in the red top (see 

Appendix 2B) and to the right up there in brown (see Appendix 2C), but the rest was quite 

similar maybe” (P12).  

P10 suggested that there were two different body types in the content, but both of them were 

within the body ideal, just slightly different shapes. Consequently, she said that she thinks that 

there were two different ideals: skinny or skinny with the right kind of curves, and both of these 

ideals were found in this advertisement. P2 partly thought that it is good that Nelly had included 

a little bit of body diversity. Still, she also felt that it achieves the opposite effect and that she 

gets more provoked and irritated and thought that “bad try, I see what you are trying to achieve, 

but you did not succeed” since she believed that a more curvy woman can still not relate to 

these pictures.   

Even if most participants thought that Nelly had some body diversity in their advertisement, 

all participants agreed that they should include more. P9 believed that it creates an ideal that 

some clothes belong to a specific body, which creates a constant search to reach that body 

which in one’s head is being associated with “the perfect body.” P8 highlights the importance 

of body diversity in Nelly’s advertisements due to their young audience. She believed that 

people are fragile at that age, making it even more critical for a brand like Nelly to include 

more diverse body types in the advertisement. P2 put much emphasis on the opportunity’s that 

Nelly have, to include different body types since they use pictures of their consumers and not 

regular models:   

Because as I said, I almost think that it becomes even more provocative when you 

then choose to not take these pure models, but they take ordinary girls, and that 

you then still do not take people who are actually a larger size. Instead, you take 
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girls who are a little bigger than a small size, it will be almost even more wrong 

then, I think. (P2) 

Table 5 

Summarize of how many participants thought there was body diversity in Nelly’s 

advertisement 

Visible body diversity in 

advertisement  

No visible body 

diversity in 

advertisement 

10 participants  2 participants  

Table 6 

Summarize of how many participants thought there should be more body diversity in Nelly’s 

advertisement 

Thinks that the brand should 

include more body diversity in 

advertisement 

Thinks that the brand should 

not include more body 

diversity in advertisement 

12 participants 0 participants  

 

NA-KD:  

All participants agreed that there was no body diversity and that the only body type showing 

in the advertisement was the ideal body type. P6 suggested that NA-KD had tried to make it 

look like they had included some larger-sized models because many of the models are wearing 

oversized clothes, but it could be seen that their body types were very slim and skinny. No 

participants commented that NA-KD had included or tried to include any body diversity in 

their advertisement.   

All participants were positive to the fact that NA-KD would include more body diversity in 

their advertisement. However, three participants (P2, P3, P10) were concerned that NA-KD 

might not have so much diversity in their sizes of clothing so that people who are larger than 

size 42 can find anything of their size on NA-KD's website. According to P2, P3, and P10, this 

might be a bigger issue that they might have to face before including more larger-sized women 

in their advertisement. P1 said that she does not get affected by the non-existing body diversity 

personally since she fits the ideal that they use in their content and therefore can identify with 

them. However, she believed that it could benefit NA-KD from a branding perspective to 

include more diverse body types in their advertisement. 

Table 7 

Summarize of how many participants thought there was body diversity in NA-KD’s 

advertisement 

Visible body diversity 

in advertisement 

No visible body 

diversity in 

advertisement 

0 participants 12 participants 
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Table 8 

Summarize of how many participants thought there should be more body diversity in NA-

KD’s advertisement 

Thinks that the brand should 

include more body diversity in 

advertisement 

Thinks that the brand should 

not include more body 

diversity in advertisement 

12 participants 0 participants 

 

4.2.4 Judgment and Feelings Towards the Advertisement  

 

ZALANDO:  

One thing that was common among the majority of the participants when taking a first look at 

the advertisement was that they noticed a diversity in ethnicity, which gave them positive 

feelings. Seven participants mentioned body diversity when talking about the advertisement 

(P1, P2, P3, P7, P10, P11, P12). However, all except P11 and P10 said that they thought about 

it only because we talked about the subject and that they would not have noticed it otherwise. 

P2 described it as follows:   

Now when we talk about it in this context, I think about that everyone is very 

skinny. But I actually do not know if I would have thought of that otherwise, since 

it is very normalized all this with having skinny girls in advertising. (P2) 

P1 said that the advertisement did not bring any specifically strong feelings but that she still 

noticed that there was a lack in body diversity, but much ethnicity:  

I guess I am a bit boring where I do not think like "damn they did not have a curvy 

girl". But I react to the fact that there is a variation in skin type at the same time as 

I react to the fact that there is no variation in body type. However, it does not upset 

me very much, then again, maybe it's because I am the ideal. It is also probably 

because I am so used to it that I do not react. (P1) 

Another common denominator was that most participants mentioned that one of their first 

judgments was that the pictures were taken in different environments, which gave them positive 

feelings. One picture that caught attention from some of the participants (P3, P4, P7, P10) was 

when a mother held her child and had matching outfits (See Appendix 1D). P4 mentioned that 

this gave her positive feelings and continued by saying that “I like it because it shows that even 

if you are a mother, you can be stylish and inspire others” (P4). P4, P5, P8, and P9 said they 

felt inspired by the pictures in the advertisement. Further, P2 thought about nice spring colors, 

P3 mentioned that there were relaxed outfits and that they have managed to find diversity in 

personalities, and P5 said that she thought the pictures represent different lifestyles.   
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Table 9 

Summarize of judgment/feelings on Zalando’s advertisement  

Positive judgment/feelings  Negative judgment/feelings  Neither negative nor positive 

judgment/feelings 

11 participants 0 participants 1 participant 

 

NELLY:  

One thing that was judged by a few participants in Nelly’s advertisement was that there were 

a lot of beige and minimal colors in general (P1, P6, P9, P12). The majority of the participants 

also thought that all models had similar clothes and had similar poses. Feelings of un-inspiring 

and non-personal were words that came to mind among most participants during the interviews 

due to the lack of colors, different environments, and the ways of taking the pictures. Some 

participants also noticed that all women in the photographs were very young and that it was 

clear that the brand was targeting a younger audience (P4, P5, P7, P10). P7 explained it as 

follows: 

There are very similar pictures and the same types of clothes. So, it is not so much 

different clothes here. Very young girls, and even the style feels quite young also, 

then maybe Nelly is a little more like that, young. (P7) 

The majority of the participants thought that there was a bit more body diversity in this 

advertisement. Most of them specifically referred to one or two models who they argued had a 

little more curves than the women in the rest of the pictures, while some participants (P1, P4, 

P5, P6) thought there was no body diversity in this advertisement either. P5, P7, and P9 

mentioned that they thought it was very much focus on the bodies in all these pictures and 

notices that they even had cut some pictures to only pay attention to the bodies, which they 

thought was raising some negative feelings about the advertisement. P5 explained it as follows:  

So here for me, it become negative because this makes me think about the bodies 

a little more. For example, when she sits like that with her hands up and you see 

her waist like that (see Appendix 2A), there is a lot of focus on the body. And when 

she stands in the mirror and cushions with her ass so of course I look at her ass 

then as well (see Appendix 2B). (P5) 

P1 also noticed that they had cropped some of the pictures but thought that this was positive 

because it puts a lot of focus on the product instead of other surroundings. Ethnicity was a 

subject that was noticed in this advertisement as well, but in this case, the participants judged 

the advertisement for not having diversity in ethnicity (P1, P3, P4, P9, P10). Further, P2, P4, 

P8, and P9 mentioned that the advertisement included pictures of women who are consumers 

of the brand rather than regular models, which they thought was positive as it gave a realistic 

perspective of the clothes.  P8 explains that: “And I would say that it feels like they have used 

less influencers or regular models, if you say so. It's like ordinary consumers have tagged 

NellyByNelly, you tag something and then you can show yourself in the clothes.”  
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Table 10 

Summarize of judgment/feelings on Nelly’s advertisement 

Positive judgment/feelings  Negative judgment/feelings  Neither negative nor positive 

judgment/feelings 

2 participants 9 participants 1 participant 

 

NA-KD:  

Even if most participants thought that there was a lack of body diversity in this advertisement, 

the majority still received positive feelings. Some participants said they believed that the 

pictures looked nice in general (P1, P2, P8), while some emphasized the different styles (P6, 

P9, P12). Five participants mentioned that they felt happy when looking at the pictures because 

the women were smiling, it was pleasant environments, and they felt very lively (P6, P7, P8, 

P12). P6 described it as follows: 

But I think this looks a little more playful, it's not quite as lined up as the previous 

ones. It's a little more caught up in the moment it looks like. Especially on the first 

slide, it's nice when there are several people smiling, especially the girl to the right 

(see Appendix 3G). (P6) 

P3, P7, and P10 judged that many of the women in the pictures wore oversized clothes, which 

they thought conveyed positive feelings, and P1, P9, and P12 thought that the clothes in the 

photos were very trendy. Three participants (P5, P9, P10) mentioned that this advertisement 

focused more on the people and their clothes per se and not on their bodies. Further, they 

thought the pictures were taken in a likable context, compared to Nelly’s advertisement, giving 

them more positive feelings (P5, P9, P10). P10 expressed her feelings like this: 

So, I feel like there’s a little more, well, there's not as much focus on body here as 

they were on Nelly, but there's more focus on clothes in the majority of the pictures. 

So even though it's very cute skinny girls like that, you do not really get the 

negative feeling you might get from Nelly's pictures. (P10) 

Two participants mentioned the ethnicity in the advertisement. They said they thought there 

was some diversity in ethnicity, but only very little compared to Zalando, for example, but still 

more than Nelly (P1, P4). 

Table 11 

Summarize of judgment/feelings on NA-KD's advertisement 

Positive judgment/feelings  Negative judgment/feelings  Neither negative nor positive 

judgment/feelings 

8 participants 2 participants 2 participants 
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4.2.5 Attitude Towards the Instagram Advertisement and the Brand  

 

ZALANDO:  

After being exposed to Zalando’s advertisement, most participants said that they had formed 

positive attitudes towards the advertisement. P1, P2, P3, P9, and P11 said that they developed 

these positive attitudes towards the advertisement since they had much ethnic diversity. Based 

on that, they also formed positive attitudes towards the brand. P6 claimed that she was aware 

that the models in the advertisements are following the body ideal that usually is featured in 

advertisements and therefore claimed that her attitude has not changed after looking at the 

advertising content.   

P5 and P11 said that their attitudes remained the same as before being exposed to the 

advertisement. Since they were already so familiar with the brand and thereby had a relation to 

it, their attitudes towards Zalando were already positive. Even if they formed positive attitudes 

towards the advertisement as they did, this was not why they had positive attitudes towards the 

brand.  

P10 said that she formed some negative attitudes towards the advertisement now that she saw 

ten pictures in that context, and it was so clear that there was no body diversity. However, her 

attitudes towards the brand remained the same as before because she thought that they usually 

are better at including different body types in their advertisement and that this specific 

advertisement gave only a tiny perspective of Zalando as a brand. P12 said that she formed 

negative attitudes towards the advertisement because there was so little body diversity, and 

thereby she developed negative attitudes towards the brand as well: 

Hmm, I mean usually I do not think I had put so much emphasis on it but now that 

we talk about it, it has probably affected me a little negatively towards the brand. 

So, I think that when there are so many people who work in a marketing department 

at such a large company, it should probably appear in someone's head that you 

should think a little differently, perhaps. (P12) 

P9’s attitudes towards the brand changed after forming positive attitudes towards the 

advertisement. She said: 

I've always thought that Zalando is quite ... what can you say quite odd fashion, a 

bit aunty, I got a feeling of that when I go to their website. Because, if I remember 

correctly, they have not had pictures with a body but only a picture of a garment, 

and then I often think that the clothes look a bit aunty, a bit old-fashioned like that. 

But this looks very trendy, and it feels like you can find something. (P9) 
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Table 12 

Summarize of the attitudes towards Zalando’s advertisement 

Positive attitudes 

towards 

advertisement 

Negative attitudes 

towards advertisement  

Both positive and 

negative attitudes 

towards advertisement 

Neither positive nor 

negative attitudes 

towards the 

advertisement  

7 participants 3 participants 1 participant 1 participant 

  

Table 13 

Summarize of the attitudes toward Zalando as a brand 

Positive attitudes 

towards brand 

Negative attitudes 

towards brand 

Both positive and 

negative attitudes 

towards brand  

Neither positive nor 

negative attitudes 

towards the brand 

8 participants 2 participants  1 participant 1 participant 

  

Table 14 

Summarize of the advertisement’s influence on the attitudes towards the brand  

Attitudes towards 

advertisement had influence 

on attitudes towards the 

brand 

Attitudes towards 

advertisement had no influence 

on attitudes towards the brand 

6 participants 6 participants 

 

NELLY:  

Half of the participants had negative attitudes towards Nelly’s advertisement as well as the 

brand (P1, P2, P5, P7, P8, P10). Two participants (P11, P12) did not form either positive nor 

negative attitudes towards the advertisement nor the brand since they did not have any relation 

to the brand before, and nothing in the advertisement made them feel differently towards it. 

Further, P4 and P6 said that they formed negative attitudes towards the advertisement, but their 

attitudes towards the brand remained positive.  

Some reasons why the participants formed negative attitudes towards the advertisement were, 

among other things, no ethnic diversity (P10), primarily small sizes (P10), similar clothing 

(P7), and the models seemed to be very young (P7, P10). P8 mentioned: “Here, I feel that 

everyone looks a bit the same” (P8). P5 had negative attitudes towards the advertisement 

because she thought the focus was a lot on the models’ bodies, waist, and how it fits the (thin) 

bodies. P9 agreed on that aspect but had also positive attitudes towards the advertisement as 

well since she thought the advertisement looked very natural. Further, P3 meant that it is 

positive when being exposed to something different, for instance, a different body. 

The majority of the participants meant that the advertising content they were exposed to 

changed their attitudes towards the brand negatively compared to before (P1, P2, P3, P4, P5, 

P7, P10). Some participants mentioned that they thought it was very stereotypical when 

thinking about how the models’ bodies looked like (P3, P10) and that they had not tried to 



 35 

include more body types in the advertisement (P4, P7).  P7 said: “[…] I generally think Nelly 

has very slim, young pretty models. And it also makes you a little “oh no that does not suit 

me”. And then you skip purchasing from them” (P7). Further, P10 mentioned: 

I think it just confirms my prejudices and everything I see. I do not think that I, as 

I said, now I follow very targeted accounts, but I do not think I have seen a single 

plus-size girl who has a collaboration with Nelly. And there are certainly people 

who have had them, but I have not seen them. (P10)  

Further, some participants believed that their attitudes towards the brand did not changed 

compared to before being exposed to the advertising content (P6, P8, P11, P12).  

 

Table 15 

Summarize of the attitudes towards Nelly’s advertisement 

Positive attitudes 

towards 

advertisement 

Negative attitudes 

towards advertisement  

Both positive and 

negative attitudes 

towards advertisement 

Neither positive nor 

negative attitudes 

towards the 

advertisement  

0 participants 8 participants 2 participants 2 participants 

 

Table 16 

Summarize of the attitudes towards Nelly as a brand 

Positive attitudes 

towards brand 

Negative attitudes 

towards brand 

Both positive and 

negative attitudes 

towards brand  

Neither positive nor 

negative attitudes 

towards the brand 

3 participants 6 participants  1 participant 2 participants 

 

Table 17 

Summarize of the advertisement’s influence on the attitudes towards the brand 

Attitudes towards 

advertisement had influence 

on attitudes towards the 

brand 

Attitudes towards 

advertisement had no influence 

on attitudes towards the brand 

8 participants 4 participants 

 

NA-KD: 

The majority of the participants had positive attitudes towards NA-KD's advertisement as well 

as their brand. Some participants formed positive attitudes because they thought that even if 

they had no body diversity, there was very little focus on the bodies in the advertisement (P5, 

P7, P10). "They are positive, I must say. I do not think that these pictures allude to the body so 

much, except maybe the one on the right then maybe (see Appendix 3C). But here they show 

most of the clothes" (P5). Both P6 and P7 both had positive attitudes towards the advertisement 

since they believed that it looked very natural. 
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P12 said that her attitudes towards the advertisement were positive, but her attitudes towards 

the brand were still negative. "So, my attitude towards NA-KD has generally changed a little 

more to negative, but it is because of everything you have heard with the work culture and not 

because of body ideals and such" (P12). P10 agreed with P12 and did also form positive 

attitudes towards the advertisement and thought that they portrayed the women positively and 

did not put so much focus on their bodies. However, her attitudes toward the brand were still 

negative due to the previous scandal.   

P8 claimed that her attitude towards the brand was still negative as before being exposed to the 

advertisement. However, she formed some positive attitudes towards the advertisement since 

she thought it was inspiring. P3 also had negative attitudes towards the brand since she believed 

they only used thin body types. However, she mentioned that this was how she perceived the 

brand before seeing the advertising content, so P3 did not change her attitude because of that.  

Table 18 

Summarize of the attitudes towards NA-KD’s advertisement 

Positive attitudes 

towards 

advertisement 

Negative attitudes 

towards advertisement  

Both positive and 

negative attitudes 

towards advertisement 

Neither positive nor 

negative attitudes 

towards the 

advertisement 

8 participants 2 participants 1 participant 1 participant 

 

Table 19 

Summarize of the attitudes towards NA-KD as a brand 

Positive attitudes 

towards brand 

Negative attitudes 

towards brand 

Both positive and 

negative attitudes 

towards brand  

Neither positive nor 

negative attitudes 

towards the brand 

7 participants 4 participants 0 participants 1 participant 

 

Table 20 

Summarize of the advertisement’s influence on the attitudes towards the brand 

Attitudes towards 

advertisement had influence 

on attitudes towards the 

brand 

Attitudes towards 

advertisement had no influence 

on attitudes towards the brand 

4 participants 8 participants 
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4.2.6 Purchase Intentions  

 

ZALANDO:   

The majority of the participants mentioned that their purchase intentions were positive towards 

Zalando. P1 said that she did not have any positive purchase intentions, but the reason for that 

was because she usually does not purchase at Zalando, and nothing in the advertisement caught 

her interest. P3 did not have any positive purchase intentions either, but not because of the 

brand or advertisement, but because she does not want to buy any new clothes in general. P2 

and P9 mentioned that their purchase intentions changed due to the advertisement since they 

have had a perception that Zalando is for older women. Hence, after being exposed to the 

advertisement, they formed positive purchase intentions. Further, P4, P5, P10, and P12 said 

that their purchase intentions were positive to begin with, and that nothing had changed after 

seeing the advertisement.   

P7, P8, and P11 had positive purchase intentions. P7 and P11 claimed that if they would find 

something that they wanted, they would buy from them. Further, P6 mentioned that she would 

buy from them regardless of what body types they use in their advertisement: “Yes, yes I do 

not think just because you do not have different body types, I do not feel that no I will not buy 

anything, just for that matter I would say” (P6).  

Table 21 

Summarize of purchase intentions towards Zalando 

Positive purchase intentions Negative purchase intentions 

10 participants 2 participants 

 

NELLY:  

When answering the question if the participants would like to buy something from the brand 

after being exposed to the advertising content, they had different thoughts. Half of the 

participants meant that they would not buy from them (P1, P2, P3, P7, P8, P10) because of 

different reasons. P8 meant that she felt uninspired, and P1 thought that the content was boring. 

One participant answered that she did not want to buy anything since she did not like the 

garments in the advertisement (P2). Another participant avoided buying clothes in general and, 

therefore, would not buy from this brand (P3). However, one participant answered the question 

as follows:     

So, these soft suits look very cozy, and it is clear that I also want one. So, there 

they catch me, because the clothes are very nice and the girls are very nice who 

wear them too. They sell it well, but I think they get more returns than people who 

keep the products, because you do not look like that. They sell a body, a girl, "this 

is how you will be; this is how you will look if you buy it", but that's not really the 

case. (P10) 

The rest of the participants said that they would still buy from the brand (P4, P5, P6, P9, P11, 

P12). 
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Table 22 

Summarize of purchase intentions towards Nelly 

Positive purchase intentions Negative purchase intentions 

6 participants 6 participants 

 

NA-KD: 

When the participants were asked about their purchase intentions towards NA-KD, the majority 

said that they were positive. P2 said that she could imagine wearing these clothes more than 

she could to the ones from Nelly’s advertisements because there was more her style.   

If you compare a little here then, if you look at these clothes and then the ones you 

showed from Nelly, then the clothes from Nelly are quite tight, here it is a little 

more "lovely" garments. I can definitely relate more to wearing these then than 

those from Nelly. (P2) 

P12 said that her purchase intentions have not changed anything since before being exposed to 

the advertisement and that they still are negative due to the scandal. P10 said that her purchase 

intentions had changed to be more positive than before being exposed to the advertisement. 

However, they still do not have anything in her size, and because of that, she would not buy 

anything, and also because of the scandal. P8, who had negative attitudes towards the brand to 

begin with, due to moral reasons, still claimed that she could buy from them sometimes: 

So yes, I could, but well I try not to buy from them, but you do it anyway, you get 

fed up to want new things, and they have nice clothes, so then you buy it. (P8) 

P3 had negative purchase intentions, but foremost since she do not want to buy any new clothes 

in general. However, she mentioned how the sizes, clothes, and models could influence her 

purchase intentions and turn them into positive ones if she would be open to purchasing overall.    

Table 23 

Summarize of purchase intentions towards NA-KD 

Positive purchase intentions Negative purchase intentions 

8 participants 4 participants 
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5. Discussion and Analysis 
_________________________________________________________________________ 

This section presents an analysis where the empirical findings of this study are further analyzed 

and discussed based on the theoretical framework.  

_______________________________________________________________ 

5.1 General Thoughts regarding Body Diversity  

The majority of the participants described the body ideal as thin and long, which corresponds 

with Casmerino et al.’s (2020) definition of the ectomorph body type.  However, some 

participants agreed that today’s ideal body has some curves, which could correspond with a 

combination between Casmerino et al.’s (2020) definition of an ectomorph and endomorph 

body type. The latter also harmonizes with White et al.’s (1999) perception of the ideal female 

body type.   

Some participants mentioned that it was important for them to be able to identify with the 

models in the advertisements to be able to see how the clothes would fit them. This corresponds 

with the results of Diedrichs et al.’s (2011) study, which showed that body diversity increases 

the effectiveness of the advertisement since more women feel included.   

However, when the participants generally talked about what they thought about body diversity 

in advertising on Instagram, two of them mentioned that they thought it sometimes got a bit 

exaggerated. They claimed that it could be dangerous to encourage people to overweight due 

to health issues, by using these extreme cases of body types in advertisements. This goes in 

hand with Muttarak’s (2018) theory which claims that one should not normalize larger bodies 

since this might lead to obesity.  

Further, two participants raised mental health issues when talking about the importance of 

including body diversity in advertising. They claimed that it is crucial so that people should 

not feel bad about their bodies and try to starve themselves to feel good, and that people should 

stop being fixated on their body size and shapes. These arguments correspond with what the 

body-positive movement stands for, highlighting all body types, irrespective of size or shape 

(Sastre, 2014). 

5.2 General Attitudes Towards Advertisements Including Female Body 

Types  

Henderson-King and Henderson-King (1997) mention that when thin versus overweight 

women are exposed to the thin-ideal, larger women express that their self-evaluation was 

affected negatively. However, they also claimed that thin women report increased positivity 

regarding their sexual attractiveness evaluation. In this study, the majority of the participants 

were negatively affected when they felt they could not identify with the models in the 

advertisement. Further, even the women who perceived themselves as thin, did not express any 

increased positivity when being exposed to women of the thin-ideal, which means that the 

findings of this study do not correspond with the finding of Henderson-King and Henderson-

King's (1997) study. 
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However, all participants mentioned that they thought it is essential to include a diversity of 

body types in advertisements, as this makes it possible for more people to have something to 

identify with. This corresponds with the argument that average-sized models are just as 

effective as thin or muscular models (Diedrichs & Lee, 2010; Dittmar & Howard, 2004a, 

2004b; Halliwell & Dittmar, 2004; Halliwell et al., 2005), and based on the results of our 

findings, average-sized models might even be more effective as more people can relate to these 

body types.  

5.3 Level of Exposed Body Diversity in Instagram Advertisement   

In Zalando’s and NA-KD’s advertisements, all participants agreed that there was no body 

diversity revealed in the content. The participants said that the body type featured was the ideal 

body type, which would be described as a “slender, feminine physique with a small waist and 

little body fat” (Stewart & Ogden, 2021, p. 1). This is, according to Casmerino et al. (2020), 

an ectomorph body type. Further, in Nelly’s advertisement, most participants thought that there 

was a little bit of body diversity and mentioned specifically one or two women. They thought 

the women were a bit curvier than the rest, who were within the thin-ideal, namely the 

ectomorph (Casmerino et al., 2020), as was also featured in NA-KD and Zalando’s 

advertisements. This curvy body type that some participants mentioned is close to what 

Casmerino et al. (2020) would call an endomorph body type that is round and big.   

5.4 Judgment and Feelings Towards the Advertisement  

All feelings that appeared during the interviews among the participants were subjective 

experiences called affective feelings (Frijda, 1994; Schwarz & Clore, 1988). In turn, affective 

feelings can be either related (incidental) or unrelated (integral) to the object. During the 

interviews of this study, the feelings that appeared were related to the object, which in this case 

was the advertisement, meaning that all feelings were integral (Greifeneder et al., 2011). 

In several cases during the interview, when discussing judgments and feelings towards each 

advertisement, the participants mentioned that they judged something in the advertisement, 

which brought up specific feelings. For example, in Nelly’s advertisement, most participants 

said that they felt uninspired because all women had the same poses, and all pictures were very 

monochrome. Some participants also judged that NA-KD’s advertisement was focusing more 

on the clothes than the female bodies, which brought up positive feelings. Further, most 

participants experienced positive feelings from Zalando’s advertisement because of the ethnic 

diversity of the models. Based on what the participants explained, the authors cannot for sure 

say that the theory of affect-as-information that suggests that feelings influence judgments 

(Pham, 2008), is correspondent to our findings. Neither can we confirm that our finding 

corresponds with the priming account, which suggests that feelings indirectly influence 

judgment (Bower, 1981; Forgas, 1995; Forgas & Bower, 1987; Isen et al., 1978). Hence, we 

cannot categorically say that one is influencing the other. However, it could be an interaction 

between the fact that their judgments influence their feelings and the other way around. 

Three participants argued that NA-KD has a small range of sizes and that people size 42 and 

over cannot find anything on their website, which makes them feel left out. These findings 

correspond with Dalessandro’s (2016) findings that women over size 14 (European size 42) 



 41 

are being left out of the conversation regarding body positivity and that there now is more about 

fit and thin women.  

5.5 Attitude Towards the Instagram Advertisement and the Brand  

Edell and Burke (1987) indicate that consumer’s attitudes towards the advertisement does, in 

turn, have influence on their attitudes towards the brand. Our empirical findings showed that 

some participants had the same attitudes towards the advertisement (both favorable or 

unfavorable) as they did towards the brand, which means that there was a relation between their 

attitudes towards the advertisement and towards the brand.  

However, some participants for example expressed unfavorable attitudes towards Zalando’s 

advertisement but remained favorable towards the brand. Further, three participants developed 

favorable attitudes towards NA-KD’s advertisement but remained unfavorable towards the 

brand. All previously mentioned participants said that their attitudes towards the brand 

remained the same as before being exposed to the advertising content. They had already formed 

such strong attitudes towards the brand in forehand, that they were not affected by their 

favorable or unfavorable attitudes towards the advertisement. All these attitudes reflect to the 

functional theory, which claims that some attitudes are stored in a person’s memory to express 

one’s values and summarized knowledge (Argyriou & Melewar, 2011).  

This means that some attitudes accord with Edell and Burke’s (1987) theory that attitudes 

towards the advertisement has influence on attitudes towards the brand. Still, in some cases, 

the advertisement does not influence consumers’ attitudes towards the brand since some 

attitudes are stored in their memories as according to the functional theory.  

Further, some participants changed their attitudes towards the brand after seeing the 

advertisement. P2 and P9, for example, mentioned that they had a perception of Zalando that 

did not correspond with what they saw in the advertisement. So, after seeing the advertisement, 

they changed their unfavorable attitudes to favorable towards Zalando. This corresponds with 

Hovland et al.’s (1953) theory about attitude change, called persuasive communication, which 

means that an attitude can change, as the information about the object changes.  

Further, some participants said they held favorable attitudes towards Zalando’s advertisement 

because they thought the content were taken in diverse environments.  In the same way, some 

participants developed negative attitudes towards Nelly’s advertisement because of the similar 

clothing, lack of ethnicity and the young models. Further, some participants held favorable 

attitudes towards NA-KD’s advertisement because they thought the focus was on other things 

rather than the models’ bodies in the advertisement. This means that their attitudes were 

influenced based on their evaluation of the advertisement and not their memories, which 

corresponds with the constructive theory (Bettman et al. 1998; Feldman & Lynch 1988; Reed 

et al. 2002). 

Pullig et al. (2006) claims that value-related attitudes refer to publicity with social and ethical 

issues, which thereby include body diversity. The majority of the participants had favorable 

attitudes towards both Zalando and NA-KD who they thought had no body diversity, although, 

half of the participants had unfavorable attitudes towards Nelly who did include some body 
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diversity in the advertisement. This means that their value-related attitudes regarding body 

diversity was not the most influential ones.  

However, a judgment that was contributing to the favorable attitudes towards Zalando, was the 

fact that they had much ethnic diversity in their advertisement, which is also a value-related 

attitude (Pullig et al., 2006). This means that ethnic diversity might be a more essential issue 

among Generation Y consumers, and therefore body diversity becomes less important to them. 

Some participants claimed that they reacted more when there was an advertising including 

models who are not within the typical body ideal, rather than the opposite. This might also have 

affected that the body diversity did not influence the participant’s attitudes that much, as the 

advertising content in this study mostly showed the typical ideal.  

5.6 Purchase Intentions  

Two participants said that their attitudes towards NA-KD are negative ever since the scandal 

that appeared at the end of 2020, and subsequently, they had no intentions of buying from the 

brand. This means that their purchase intentions are negative because of their confidence in the 

brand in general, which goes in hand with Bennett and Harrel’s (1975) theory of confidence 

construct. One participant furthermore claimed that she actually formed positive attitudes 

towards NA-KD's advertisement, but even though would not purchase anything due to moral 

reasons. This goes in hand with the non-compensatory rules, which means that the weakness 

in one attribute cannot be compensated by the perceived strength in another (Baxter, 2016). In 

this case, her approval of the advertisement did not compensate for the lack of moral behavior 

from the brand. 

One participant claimed that she had unfavorable attitudes towards NA-KD and did not want 

to buy from them due to moral reasons and values she did not support, but still liked the 

appearance of the garments, so she ended up buying it anyway. This corresponds with the 

attitude-behavior-gap where a consumer’s attitudes to purchase more ethical is contradictory 

with their actual purchase decisions (Auger & Devinney, 2007; Bray et al., 2011; Carrigan & 

Attalla, 2001; De Pelsmacker et al., 2005). This is also correspondent to the compensatory rule 

that says that a weakness in one attribute can be compensated by the perceived strength in 

another (Baxter, 2016), as the weakness in terms of moral behavior in this case gets 

compensated by the fact that the brand has nice garments.  

Two participants said that their purchase intentions towards Zalando became positive since 

they had perceived the brand as targeting older women. However, when they saw the 

advertisement and realized that they liked the women’s garments, they changed their perception 

of the brand, which contributed to a positive purchase intention as suggested by Wu et al.’s 

(2011) findings, that a consumer’s purchase intention is linked to their brand perception.  

Research indicates that a consumer’s purchase decision is influenced by their moral beliefs and 

that the normal priorities changes when their judgment is placed in a moral context (Lago et al. 

2020). To some extent, our empirical findings correspond with this theory since some 

participants avoided buying from brands because of moral beliefs in terms of how NA-KD treat 

their employees. However, other participants mentioned that they formed negative attitudes 

because of moral reasons like lack of body diversity or ethnic diversity, however this did not 
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influence their purchase intentions. This is contradictory to Lago et al.’s (2020) findings, as 

our results show that other factors have more influence on purchase intentions, such for 

example, how the garments look.  
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6. Conclusion and Implications  
__________________________________________________________________________ 

This section presents the results of the study, which means that we will go back to answering 

the research questions. We will further present managerial implications, limitations of the 

study and finally provide some recommendations for future research. 

________________________________________________________________ 

6.1 Conclusion 

The purpose of this study was to explore female Generation Y consumer’s insights regarding 

body diversity in Instagram advertising, resulting in judgment, feelings, and attitudes towards 

the advertisement and the brand, as well as purchase intentions. The aim was also to explore to 

what extent the case companies include body diversity in their Instagram advertising. 

RQ1: To what extent do the case companies include body diversity in their Instagram 

advertising?  

Out of the three case companies used for this study, the results from the advertising analysis 

show that Nelly was the only one with some sort of body diversity in the advertisement. 

However, the body diversity was minimal, and there were still only two body types featuring 

which were the ideal body (ectomorph), and one which was a little curvier (endomorph). In 

NA-KD and Zalando’s advertisements, there was no body diversity, which means that only one 

body type was present, which was the thin-ideal (ectomorph). The participants agreed that all 

case companies should include more body diversity in their Instagram advertisements.   

RQ2: What judgment and feelings do female Generation Y consumers have towards the case 

companies’ Instagram advertisements?  

Even though the participants were told in forehand of the interview, that the focus of the study 

was on specifically body diversity and not diversity in any other forms, the most common 

judgment was that there was a great deal of ethnic diversity in Zalando’s advertisement, which 

conveyed positive feelings among them. Another common dominator was the different 

environments featuring the advertising content, which also produced positive feelings. For this 

advertisement, most of the participants who mentioned a lack of body diversity only brought 

this up because there was a subject of focus and did not feel especially strong about it. 

Generally, the majority of the participants had positive judgments and feelings.  

Nelly’s advertisement conveyed negative judgments and feelings from the majority of the 

participants. The majority of the participants judged that all women in the images were dressing 

the same and using the same colors, which made them feel uninspired. Ethnicity was a subject 

of interest in this advertisement as well, however, there was no diversity and only included 

white, typical Scandinavian girls. Even if participants were exposed to some body diversity in 

this advertisement, this did not evoke any positive feelings in particular. In contrast, some 

participants said that they experienced negative feelings because they thought it was so much 

focus on the bodies in the advertisement.  
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In NA-KD’s advertisement, the majority of the participants experienced positive judgments 

and feelings. Some reasons for this were that there were nice pictures, the participants liked the 

styles, thought the clothes looked trendy, or liked that many models were smiling. In 

comparison to Nelly’s advertisement, some participants mentioned that the focus in this 

advertisement was on the clothes and not on the women’s bodies. Further, this gave them 

positive feelings and removed some focus from the fact that there was no body diversity 

featured in the advertisement.  

So, accordingly, both Zalando and NA-KD’s advertisement evoked mostly positive feelings 

among the participants, while Nelly evoked most negative ones. 

RQ3: What attitudes do Generation Y consumers have towards the advertisement and the 

brands, and how does these, in turn, influence their purchase intentions?  

The majority of the participants said they formed favorable attitudes towards Zalando’s 

advertisement and the brand, much because of the ethnic diversity that was featured in the 

advertisement. The majority of the participants also said that they had positive purchase 

intentions towards Zalando. Those who had negative purchase intentions said that this was only 

because they were not interested in Zalando’s products and not due to the lack of body 

diversity, nor any other reasons.     

Further, the majority of the participants formed unfavorable attitudes towards Nelly’s 

advertisement. However, only half of the participants formed unfavorable attitudes towards 

Nelly as a brand. None of the participants had exclusively favorable attitudes towards Nelly’s 

advertisement, although, half of the participants had positive purchase intentions towards 

Nelly. This means that the attitudes towards the advertisement did not have a great influence 

on the participant’s purchase intentions.  

The majority of the participants held favorable attitudes towards NA-KD, both towards the 

advertisement and the brand. However, some participants who said that they boycott NA-KD 

due to moral reasons claimed that they formed favorable attitudes towards the advertisement, 

although not favorable enough to change their attitudes towards the brand. The majority of the 

participants further had positive purchase intentions, which were formed as a combination of 

their attitudes towards the advertisement and attitudes that they had towards the brand in 

forehand of the interview.  

Generally, the majority of all attitudes that were formed towards the case companies, was not 

influenced by the body diversity (or no body diversity) that they were exposed to, but their 

attitudes were instead influenced by other things.  

RQ4: How important do female Generation Y consumers think it is that companies include 

body diversity in their Instagram advertising?  

Based on what the participants in this study claimed, body diversity is important to female 

Generation Y consumers because more consumers will be able to identify themselves with the 

models. That would enable the consumer to see how the clothes would fit different bodies, and 

in turn, increase purchase intention. Purchase intention could thereby be affected negatively 

without body diversity since the consumer would choose not to buy the product since they 



 46 

cannot identify with the body in the advertisement. Some participants also claimed that the 

mental health aspect could be affected more positively with increased body diversity in the 

Instagram advertisement since that would help people not feel as much pressure regarding body 

size.  

However, based on our empirical findings – we also came up with a different conclusion.  Our 

findings showed that Nelly was the only brand with some body diversity in the advertising 

content, it was also the brand that received the most unfavorable attitudes and most negative 

purchase intentions among the participants. While Zalando and NA-KD, who had no body 

diversity in their advertisement, received favorable attitudes and positive purchase intentions 

from the majority of the participants. Based on these results, we can conclude that body 

diversity might still be an important topic among female Generation Y consumers. However, 

other factors might be more critical when it comes to advertising on Instagram and have a more 

significant influence on female Generation Y consumers’ attitudes and purchase intention, for 

example ethnic diversity. This was a subject that was brought up several times during the 

interviews, even though it was not the aim of the study, which means that this is clearly an 

essential subject among female Generation Y consumers, even more than body diversity at this 

point of time.  

6.2 Managerial Implications 

Based on what the participants of this study implicated, including body diversity in Instagram 

advertising could influence consumers to identify themselves more with the models, which 

they claimed was important to them. However, most participant’s purchase intentions were not 

influenced by this matter. A subject that was more important for the participants in this study 

was ethnic diversity and inspiring content, which influenced the consumer’s attitudes and 

purchase intentions more positively in contrast to the body diversity in the advertisement. 

Based on our findings, it is therefore essential for marketers to have ethnic diversity and 

inspiring content, such as different backgrounds, environment and colors in their Instagram 

advertisement to positively influence consumer’s purchase intentions.  

Furthermore, something else that might be more important to female Generation Y consumers, 

rather than the types of bodies they are exposed to – are how they are exposed to those bodies. 

Meaning that the way that the bodies appear in the advertisement, and how much focus that 

lies on the bodies, might be a more critical aspect for female Generation Y consumers, rather 

than how the bodies actually look in terms of size and shapes. This is an important aspect for 

fast fashion brands to be aware of when creating advertising content, since this, according to 

our findings, does influence the consumer’s attitudes towards the advertisement. 

6.3 Limitations  

Since the participants were sampled with the purposive sampling method, the result could have 

differed from another sampling technique since the participant’s interest, and moral beliefs 

could have been different. Additionally, since the participants were Swedish, the interviews 

were conducted in Swedish. This contributed to that the quotations are translated, which might 

have affected the accuracy.    
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Since we have focused on three specific companies and the social media platform Instagram, 

this study is limited to those companies and that specific social media platform. With other 

companies and other social networks, the results could have been different. Further, the 

advertising content that was used for the interviews was sampled based on relevant criteria. 

However, some brands had some body diversity in their Instagram accounts, but those images 

did not qualify for our sampling. Therefore, the result is limited to the 30 images used in the 

study, which means that the results could have looked differently if other content from the case 

companies’ advertising content would have been used for the research purpose.  

Lastly, another limitation of this study is the human rights movement “Black Lives Matter” 

which has been a very much current issue during the writing of this thesis. This might have had 

an influence on the participants of this study in the way that they think more about ethnic 

diversity rather than body diversity, which might have affected the results.  

6.4 Recommendations for future research  

The authors suggest future research to make the same study, but instead of focusing on body 

diversity, explore how important it is for female Generation Y consumers that fast fashion 

brands include ethnic diversity in their Instagram advertising. The authors believe that this 

would be an important topic to research since the subject came up several times during the 

interviews, even though this was not the aim of the study.  Since this study was limited to 

Instagram advertising, another future research suggestion is to do a similar study but focus on 

another social media platform, for instance Facebook or TikTok, to see if consumer attitudes 

and purchase intentions is affected differently. There could also be suggested to do the same 

study on other brands to see if this would show other results.  

Further, the authors would suggest future research to study how different industries use body 

diversity in their Instagram advertising and explore this on the same target group as used in 

this study to research their attitudes towards it. A suggestion would be to examine differences 

between fast fashion brands and luxury fashion brands. 

Another suggestion for future research is to use an experimental research design, where some 

participants would be exposed to advertising content with body diversity, and some would be 

exposed to advertising content without body diversity to furthermore see if there are any 

differences in their attitudes.  
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Appendices 

Appendix 1 

Zalando’s Instagram Content used in Interviews 

1A 

 

(Zalando, 2021a) 

 

1B 

 

(Zalando, 2021b) 
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Appendix 2 

Nelly’s Instagram Content used in Interviews 

2A 

 

(Nelly, 2021a) 
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(Nelly, 2021b) 
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Appendix 3 

NA-KD’s Instagram Content used in Interviews 

3A 

 

(NA-KD, 2021a) 

3B 

 

(NA-KD, 2021b) 
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(NA-KD, 2021j) 

 

 

 

 



 78 

Appendix 4  

Interview guide  

Introductory questions:  

Whenever we talk about advertising content on Instagram in this interview, we refer to 

advertising of fast fashion brands in specific.  

  

1. Who are you? Tell us a little bit about yourself!   

 

2. What do you think of/what are your relation to these 3 brands? (NA-KD, Zalando & 

Nelly)  

 

3. Do you buy anything from these brands? If yes: could you explain why?  

 

Start with a general discussion on body diversity. 

 

4. What is body diversity to you? 

 

5.  Do you sometimes reflect over how the “ideal body type” looks like?  

 

6.  How important do you think it is with body diversity in general?  

 

7. What do you do on Instagram? What purpose do you use if for? 

  

8. What product categories do you mainly look at on Instagram?  

 

9. Do you follow any fast fashion brands on Instagram? If yes; would you care to 

mention a few?   

 

10. Approximately how often are you being exposed to advertising content on 

Instagram?  

 

11. What are your thoughts regarding advertising on Instagram?  

 

12. How would you say that advertising on Instagram affects you?  

A: In what way? (Positive or negative?) Would you care to elaborate? 

  

13. When you are exposed to advertising with women included, do you usually reflect 

over how their bodies look like?  
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14. How would you say that you are affected by seeing other women’s body types in 

advertising on Instagram?    

 

After being exposed to the advertising content: (we will ask these questions after they are 

exposed to the advertising content from each brand)  

1. What are your feelings and judgment towards the advertisement you were just 

exposed to? (Judgment refers to the way that an individual collects external 

information about a situation, object or person to perform a single evaluation on it. 

Feelings are the cognitive and conscious perceptions that us individual use to define 

our emotions. We may talk and describe our feelings in more or less the exact terms 

as for example sadness, happiness or jealousy, which is not possible in the same way 

with emotions.)  

A) Is there anything you think is good about it?  

                     B) Is there anything you think is bad about it?  

 

2. Do you think that the brand has body diversity in their content?  

If yes: What do you think about it?  

If no; do you think they should have more body diversity? Why?/Why not?  

 

3. How has this advertising affected your attitude towards the advertisement? Do you 

have positive or negative brand attitudes at this moment? (Attitudes refers to an 

individual's tendency to implement a specific behavior according to their 

considerations and affections)  

 

4. How has this advertising affected your attitude towards the brand? Do you have 

positive or negative brand attitudes at this moment? (Attitudes refers to an individual's 

tendency to implement a specific behavior according to their considerations and 

affections)  

 

5. At this moment; how are your purchase intentions towards the brand? Would you buy 

anything from the brand at this moment? 

Concluding questions..  

1. Do you think that fast fashion brands in general have more or less body diversity in 

comparison to other types of brands? Like for example luxury brands.   
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2. Would you say that whether brands use body diversity in their Instagram 

advertisement is an important issue? Why? Why not?   
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