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Abstract 
 
Background:  The emergence of the Web 2.0 has enabled users to create and distribute 

content on social media platforms. As consumers depend increasingly on 
each other when gathering and evaluating information, they are becoming 
influential on brand activities by producing UGC and eWoM. As this 
represents a cost-efficient marketing practice for brands, they are seeking 
ways to leverage the creation of positive brand-related UGC. 

 
Purpose:  The purpose of this study is to explore motivations for brand-related UGC 

creation on Instagram in the apparel industry. 
 
Method:  The study is explorative with a grounded theory inspired research strategy, 

and an abductive approach. A total of 20 participants were included in semi-
structured interviews using IM. The participants, who all had posted brand-
related pictures on Instagram, were selected purposely through Instagram 
itself, and were German or Swedish. Inspired by a grounded theory strategy, 
data collection and analysis proceeded simultaneously with the aid of a 
deductively developed preliminary model and a qualitative content analysis 
method. New insights were found inductively through the interviews, 
leading to the development and revision of the preliminary model. 

 
Findings  The findings demonstrate that motivations for UGC creation are rooted 
and Conclusion: in three dimensions, namely personal, social, and brand-related dimensions, 

all comprising of several categories of motivations with their respective sub-
categories. Remarkably, the brand itself appears to be a greater motivation 
for UGC creation than previously expected. The results further indicate a 
strong interconnectivity between the three dimensions. 

   
Contributions:  This research provides a conceptual framework of motivations for UGC 

creation. It contributes with knowledge for marketing practitioners, as the 
model can be used to generate more effective marketing strategies on social 
media, suggesting them to incorporate the three dimensions of personal, 
social and brand-related motivations to trigger high levels of consumer 
engagement in relation with the brand.  
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1 Introduction 

1.1 Background 

In an increasingly competitive marketing landscape, consumers today are faced with a 

tremendously high amount of advertising messages and clutter (Jurca & Madlberger, 2015; 

Belch & Belch, 2012; Truong & Simmons, 2010; Rotfeld, 2006; Rumbo, 2002). As a result, 

not only is it more difficult for individual companies today to reach consumers, but it also 

becomes costly. 

  

A cost-efficient approach of marketing is leveraging User-generated-content (UGC), a term 

traditionally viewed as the content (e.g. a picture shared on social media) created outside 

the professional commercial practices of a brand itself (Kaplan & Haenlein, 2010; 

Daugherty, Eastin & Bright, 2008; Vickery & Wunsch-Vincent, 2007). Cost-efficient 

marketing practices are of particular importance for brands and organisations within the 

fast-fashion industry, as the latter is characterised by its fast product lifecycles and high 

competitiveness with various major players, such as H&M, Zara and Forever 21 (Loeb, 

2015; Bhardwaj & Fairhurst, 2010). In that respect, Venter, Chuchu, and Pattinson (2016) 

found that brand-related UGC is not only a cost-efficient marketing tool in the apparel 

industry, but also a strongly effective one. Their study suggests, that exposing consumers to 

brand-related UGC positively influences brand familiarity, brand preference, and brand 

awareness, which in turn positively influences purchase intentions (Venter et al., 2016; cf. 

Jha & Balaji, 2015). 

  

Due to its efficiency, UGC, especially on social media, has received much in-depth 

investigation. For example, numerous studies investigated the general impact of social 

media-related UGC on brand awareness (Erkan, 2015), customer relationship (Geurin & 

Burch, 2016; Arnhold, 2010; Burmann, 2010), brand loyalty (Geurin & Burch, 2016; 

Williams & Chinn, 2010), brand trust (Phua, Jin & Kim, 2017, Chu & Choi, 2011; Chu & 

Kim, 2011), as well as word-of-mouth (WoM) activities and/or purchase intention (Jha & 

Balaji, 2015; Hutter, Hautz, Dennhardt & Füller, 2013). Other studies have investigated the 

motivations for UGC usage (e.g. Shao, 2009; Leung, 2009), including consumption (Hicks, 

Comp, Horovitz, Hovarter, Miki, & Bevan, 2012), participation (Hicks et al., 2012; Lange, 

2007), and creation of UGC (Pettigrew, Archer, & Harrigan, 2016; Mosemghvdlishvili & 
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Jansz, 2012; Muntinga, Moorman & Smit, 2011; Berthon, Pitt & Campbell, 2008; 

Daugherty et al., 2008; Lange, 2007; Bughin, 2007). These studies all investigate UGC in 

the social media landscape in multiple industries and various platforms such as Facebook, 

Instagram and YouTube. 

  

The platform Instagram, launched in 2010 (Siegler, 2010), is a comparatively new social 

media platform, which has been found especially relevant for marketing practices of the 

fashion industry (Phua et al., 2017). It is an application where users can share photo and 

video content in posts, which can be liked and commented (Instagram, 2017a). This social 

media platform has been found attract the most consumer-brand engagement with regards 

to showing affection, following fashion, and demonstrating sociability (Phua et al., 2017; 

Hur & Ha, 2015). Specifically, Hur and Ha (2015) found that desirable consumer-brand 

engagement in the form of pictorial content, created by consumers, was more prevalent on 

Instagram than any other social media platform. This is of particular value for companies, 

as content in the form of photo albums or photos tend to communicate information more 

effectively than other content, thus generating more reactions from users (Escobar-

Rodríguez & Bonsón-Fernández, 2017). As a result of the high consumer-brand 

engagement facilitated by Instagram, especially concerning apparel brands, the amount of 

Instagram accounts and related UGC by these brands is copious. 

 

1.2 Problem Discussion 

With regards to the vast amount of UGC, the research conducted on various aspects of 

UGC is increasingly popular with emphasis on, for instance, the impact UGC has for 

brands (Phua et al., 2017; Venter et al., 2016; Geurin & Burch, 2016; Jha & Balaji, 2015; 

Erkan, 2015; Hutter et al., 2013; Chu & Choi, 2011; Chu & Kim, 2011; Ye, Law, Gu & 

Chen, 2011; Arnhold, 2010; Williams & Chinn, 2010; Burmann, 2010), and the consumers’ 

motivations for UGC usage (Mosemghvdlishvili & Jansz, 2012; Muntinga et al., 2011; Shao, 

2009; Leung, 2009; Berthon et al., 2008; Daugherty et al., 2008; Bughin, 2007; Lange, 

2007). Due to the mentioned beneficial impact UGC can have for brands, evidence 

suggests that it is imperative to gain an understanding of the consumer motivations and 

attitudes connected to such content (Daugherty et al. 2008). Consequently, some studies 

investigate motivations of multiple aspects in UGC usage, namely consumption, participation, 

and creation of UGC (Phua et al., 2017; Muntinga et al., 2011; Leung, 2009; Shao, 2009; 
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Daugherty et al., 2008), whilst others dedicate their research to one or two aspects of it 

(Hicks et al., 2012; Mosemghvdlishvili & Jansz, 2012; Berthon et al., 2008; Lange, 2007; 

Bughin, 2007). It is however suggested that uncovering motivations for UGC creation is 

especially important to explore when aiming to know how it can benefit advertisers and 

marketers (Daugherty et al. 2008). 

  

In that respect, general motivations for UGC creation have been investigated (i.e. Muntinga 

et al., 2011; Leung, 2009; Shao, 2009; Daugherty et al., 2008), as well as motivations 

connected to a specific content type or platform. Some studies explored motivations for 

UGC creation in the format of online videos in general (i.e. Berthon et al., 2008), and 

others have found motivations specific to videos on corporate websites (i.e. Bughin, 2007), 

blogging (i.e. Pettigrew et al., 2016), and YouTube videos (i.e. Mosemghvdlishvili & Jansz, 

2012; Lange, 2007). However, the extant empirical research focusing on uncovering 

motivations for UGC creation mostly applies to video content (Mosemghvdlishvili & Jansz, 

2012; Berthon et al., 2008; Bughin, 2007).  

 

As previously explained, brand-related UGC in the apparel industry has proven to 

positively influence brand familiarity, brand preference, and brand awareness, and in turn 

purchase intentions (Venter et al., 2016). In addition, it has been indicated that consumers 

creating fashion-related UGC can have an impact on the apparel industry’s development 

and trend predictions (Laurell, 2014; Rickman & Cosenza, 2007). Besides advertising the 

brand and communicating it to their peers in the form of WoM, consumers contribute 

valuable information to brands when liking, commenting, creating, and sharing preferred 

fashion content. 

 

As the brands in the apparel sector are amongst the most popular brands on Instagram 

(Erkan, 2015), an increasing number of related brands has recognised this phenomenon 

and taken action to foster and enhance their customer-brand engagement (Geurin & 

Burch; Erkan, 2015; Tuten & Solomon, 2015; Arnhold 2010). More specifically, some 

apparel brands attempt to spur the creation of content production related to their brands 

(e.g. Pimkie Instagram, 2017; Bikbok Instagram, 2017; Asos Instagram, 2017; Nakd 

Instagram, 2017) by prompting their customers to use a specific hashtag whenever posting 

related outfits or clothing items. Uncovering the antecedents–the motivations for UGC 
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creation from a consumer perspective–thus becomes increasingly important for 

contemporary marketing practitioners. 

 

Therefore, a study focusing on investigating motivations for brand-related pictorial UGC 

creation within the apparel industry on one specific platform, Instagram, would not only 

complement the existing body of research, but also frame it within an industry where the 

impact of the findings would be highly relevant, original, and useful for marketing 

practitioners. In other words: researching this topic might help marketing practitioners 

better understand how to leverage brand-related UGC towards a more valuable customer-

brand relationship, and a more cost-efficient marketing strategy. 

 

1.3 Purpose 

In view of the problem discussion, the purpose of this study is to explore motivations for 

brand-related UGC creation on Instagram in the apparel industry. 

 

1.4 Research Questions 

Conforming to the purpose stated, and the forthcoming discussion in the frame of 

reference, the study at hand aims to explore the applicability of, and potentially uncover 

previously unearthed motivations for the creation of brand-related (non-sponsored) UGC 

on Instagram through the following research questions:  

 

RQ 1  What motivates consumers to create and disseminate brand-related 

UGC on Instagram? 

 

RQ 2  Under which circumstances do consumers create and disseminate brand-

related UGC on Instagram? 

 

RQ 3 What attitudes do consumers have towards dissemination of brand-

related UGC on Instagram? 
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1.5 Delimitations 

Some delimitations have been made in this study, limiting the scope of the research, which 

are now presented. In view of the background, problem discussion, and purpose, this study 

is delimited to the platform Instagram, and the apparel industry. Moreover, the study is 

delimited to German and Swedish participants. Lastly, the study focuses on the case of the 

brand Gina Tricot. The reasoning behind the latter two choices is explained in the 

Methodology and Method chapter (i.e. Ch. 3). 

 

1.6 Keywords 

Advertising 

 “A paid, mediated form of communication from an identifiable source, designed to persuade the receiver to 

take some action, now or in the future” (Richards & Curran, 2002, p. 74). 

 

Brand Publics 

An “organized media space kept together by a continuity of practices of mediation that are centred on a 
mediation device such as a hashtag” (Arvidsson & Caliandro, 2016, p. 742).  
 

Electronic Word-of-Mouth (eWoM) 

Conversations on the Internet based on negative or positive statements amongst Internet 

users, which are specifically related to brands’ products and services (Hennig-Thurau, 

Gwinner, Walsh, & Gremler, 2004; Erkan, 2015). 

 

Self-Concept 

The “totality of the individual's thoughts and feelings having reference to himself as an object" 

(Rosenberg 1979, p. 7). 

 

Social Media 

“A group of Internet-based applications that build on the ideological and technological foundations of Web 

2.0, and that allow the creation and exchange of User Generated Content” (Kaplan & Haenlein, 2010, 

p. 61). 
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User-Generated Advertising (UGA) 

“Any publicly disseminated, consumer-generated advertising messages whose subject is a collectively 

recognized brand” Berthon et al. (2008, p. 8). 

 

User-Generated Content (UGC) 

Content, “produced by the general public rather than by paid professionals” (Daugherty, et al., 2008, 

p.16), or “created outside of professional routines and practices” (Vickery & Wunsch-Vincent, 2007, 

p.18). 

 

Word-of-Mouth (WoM) 

“Informal communications directed at other consumers about the ownership, usage, or characteristics of 

particular goods and services and/or their sellers” (Westbrook, 1987, p. 261). 

 

2 Frame of Reference 

Having provided the purpose, research questions, and delimitations of this thesis, the frame 

of reference is now presented. It firstly includes a discussion of social media. The 

subsequent sections elaborate on UGC. More specifically, the authors discuss what it is, its 

possibilities, its emergence, issues related to the definition of the term, how electronic 

word-of-mouth (eWoM) relates to UGC, a related recent term brand publics and its 

relation to UGC, and finally a discussion of risks and opportunities which UGC poses 

towards the brand.  

After the elaboration on UGC, the motivational sources of its creation are discussed, 

including studies exploring it using the self-concept theory, uses and gratifications theory, 

the theory of attitudes, and studies exploring the same topic independently from such 

previous theories and frameworks. From this overview of the previous research conducted 

within the context of UGC creation, a preliminary model of motivations for UGC creation 

is presented, developed to aid the analysis process of this research. 

 

2.1 An Evolving Digital Sphere 

Given the discussed research on UGC, this section now elaborates on social media; what it 

is, what it includes, its potential, and how it relates to the phenomenon of UGC.  
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Social media has been described as “a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content” (Kaplan & Haenlein, 2010, p. 61). Examples of social media platforms 

are social networking sites (SNSs) such as Facebook, creativity work sharing sites such as 

YouTube and Flickr, and business networking sites such as LinkedIn (Mangold & Faulds, 

2009). 

 

As implied in Kaplan and Haenlein’s (2010) definition of social media, it is founded upon 

Web 2.0 functions. Web 2.0 does not by definition refer to any particular update of the 

World Wide Web; it could rather be described as the ideological and technological 

foundation for social media (Kaplan & Haenlein, 2010). The ideological component refers 

to the increasing social and collaborative manner in which the web is used (Obar & 

Wildman, 2015; Castells, 2010; Kaplan & Haenlein, 2010; Constantinides & Fountain, 

2008). The technological component lies in some of the functionalities such as Adobe 

Flash, RSS (Real Simple Syndication), and AJAX (Asynchronous JavaScript) (Kaplan & 

Haenlein, 2010). Due to these components of Web 2.0, the user has moved from a mere 

consumer towards a contributor of content, which has facilitated the democratization of 

technology where users can be active participants (Kietzmann, Hermkens, McCarthy, & 

Silvestre, 2011; Mangold & Faulds, 2009; Constantinides & Fountain, 2008). Owing to this, 

especially smaller brands have enjoyed a strengthened ability to engage with their 

consumers in two-way communication (Kaplan & Haenlein, 2010; Constantinides & 

Fountain, 2008). 

 

The second key term in Kaplan and Haenlein’s (2010) definition of social media is UGC. 

This term has been described as the ways in which social media is utilised by users (Obar & 

Wildman, 2015; Kaplan & Haenlein; Constantinides & Fountain, 2008). In essence, it 

comprises the various forms of publicly available media content created by users; it needs 

to incorporate a certain amount of creative effort, and be created outside the professional 

realm (Kaplan & Haenlein, 2010). A more detailed discussion of UGC is provided in the 

following section. 

 

Kietzmann et al., (2011) further complemented Kaplan and Haenlein’s (2010) 

conceptualisation of social media, by presenting a framework consisting of seven functional 
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blocks of social media. These are 1) identity, 2) conversations, 3) sharing, 4) presence, 5) 

relationships, 6) reputation, and 7) groups (Figure 2.1). 

 

 
Figure 2.1 The Seven Functional Building Blocks of Social Media 

Source: Adapted from Kietzmann et al. (2011) 

 

According to Kietzmann et al. (2011), social media includes varying levels of self-disclosure 

(i.e. identity), communication between users (i.e. conversations), and flow of content (i.e. 

sharing). Moreover, it includes varying levels of information of the physical or virtual 

location of users (i.e. presence). It also includes varying levels of connections, exchanges and 

ties (i.e. relationships), as well as knowledge of each other’s social standing and content (i.e. 

reputation). Lastly, social media includes diverse levels of communities, or associations (i.e. 

groups). These building blocks do not necessarily all have to be present to be considered a 

social media activity; they are merely components allowing us to understand the different 

dimensions of social media (Kietzmann et al., 2011). In addition, these components are not 

mutually exclusive. 

 

Although social media has been used interchangeably with the term social network sites 

(SNSs), or social networks, there is a slight difference (Obar & Wildman, 2015; Boyd & 

Ellison, 2007; Lange, 2007; Constantinides & Fountain, 2008). While SNS have been 
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described as “applications allowing users to build personal websites accessible to other users for exchange 

of personal content and communication” (Constantinides & Fountain, 2008, p. 233), which 

emphasises the networking aspect, social media is much broader. Social media emphasises 

the networking aspect through creation and exchange of UGC, however, with less 

emphasis on the type of personal networking occurring on SNS such as Facebook (Mangold 

& Faulds, 2009). For example, the type of networking on photo sharing sites such as Flickr 

is more focused on the content itself rather than the networking, thus distinguishing social 

media and SNS from one another (Mangold & Faulds, 2009). Furthermore, social media 

focuses less on building personal websites, and more on utilising pre-existing platforms. 

Therefore, while SNS can be included in the broad realm of social media, the terms should 

not be used as synonyms, as social media includes much more. Due to the broad nature of 

social media together with a rapidly evolving and expanding technology, a more distinct 

conceptualisation of social media is difficult (Obar & Wildman, 2015). 

 

Regardless of its definition, social media has been found a proven asset in brand 

management and marketing, due to its ability to enable stronger customer-brand 

relationships (Phua et al., 2017; Geurin & Burch, 2016; Erkan, 2015; Yadav, Valck, Hennig-

Thurau, Hoffman, & Spann, 2013; Chu & Choi, 2011; Chu & Kim, 2011; Arnhold, 2010; 

Williams & Chinn, 2010; Constantinides & Fountain, 2008; Burmann, 2010), generate 

positive WoM (Hudson, Roth, Madden & Hudson, 2015), as well as being a highly cost-

efficient marketing tool (Han, 2014; Hanna, Rohm, & Crittenden, 2011; Kaplan & 

Haenlein, 2010).  Moreover, marketing measures such as sales, brand performance, brand 

loyalty, brand trust, awareness, and purchase intention can be enhanced with the help of 

social media (Habibi, Laroche, & Richard, 2014; Laroche, Habibi, & Richard, 2013; Rapp, 

Beitelspacher, Grewal & Hughes, 2013; Laroche, Habibi, Richard, & Sankaranarayanan, 

2012; Sonnier, McAlister, & Rutz, 2011). For individual users, it can support reputation 

building, generate career opportunities, enable social communication, and result in 

monetary rewards (Tang, Gu & Whinston, 2012). 

 

2.2 User Generated Content 

Owing to social media’s ability to provide value for brands, and its component UGC 

having been described as “the lifeblood of social media” (Obar & Wildman, 2015, p. 746), a 

further discussion of this phenomenon is now elaborated. Already in 2006, Oetting 
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suggested that consumers produce about the same amount of information that companies 

do. While the phenomenon of customer interaction in brand-related conversation has 

existed a long time before the presence of the two-way communication online, the emerge 

of social platforms has facilitated and multiplied ways and means for individuals to actively 

engage in dialogues with companies and produce content online (Mangold & Faulds, 2009; 

Vickery & Wunsch-Vincent, 2007). Therefore, social media has emerged as a revolutionary 

tool for marketing, for both companies and individuals (Escobar-Rodríguez & Bonsón-

Fernández, 2017; Arnhold 2010). Literature has identified four essential factors enhancing 

content creation online in contemporary society and defined them as technological, social, 

legal and economic drivers (Vickery & Wunsch-Vincent, 2007). The subsequent paragraphs 

serve to explain the emergence of these four drivers in the context of contemporary society 

and discuss the definition of the online content shared by social media users. 

 

To begin with, the revolutionary opportunities, which social media offer to individuals 

from all over the world, lay the foundation for increased creation and consumption of 

online content. Economic drivers, such as low entry barriers on online platforms and low 

costs for Internet connection result in more individuals joining social media sites. 

Moreover institutional and legal drivers such as more flexible copyrights on SNS and easier 

access to other individuals’ creative work, facilitate retrieving texts, pictures and videos 

online (Vickery & Wunsch-Vincent, 2007).  

 

Moreover, there is the social driver subject to more information distribution online (Vickery 

& Wunsch-Vincent, 2007; Boyd & Ellison, 2007). Social networking has become 

increasingly crucial in contemporary society, which consequently drives the sharing of 

online content (Smith, Fischer & Yongjian, 2012). Young generation cohorts have 

developed substantial IT skills and are less hesitant to express themselves and reveal 

personal information online (Vickery & Wunsch-Vincent, 2007). This describes a societal 

development, made possible through the simple accessibility of social media. Improved 

technological features and opportunities as well as the global social communication 

network, can be considered technological drivers behind content creation online (Vickery & 

Wunsch-Vincent, 2007). Thus, consumers can today create, publish and distribute texts and 

audio-visual content related to themselves or specific other (Hur & Ha, 2015; Daugherty et 

al., 2008; Smith, Fischer & Yongjian, 2012; Kaplan & Haenlein, 2010; Lange 2007). This 

various content is mainly referred to as UGC. 
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Literature suggests to define UGC as creative content (Dennhardt, 2013), “produced by the 

general public rather than by paid professionals” (Daugherty, et al., 2008, p. 16), or “created outside of 

professional routines and practices” (Vickery & Wunsch-Vincent, 2007, p. 18), which is mainly 

shared, consumed and publicly available on the Internet (Kaplan & Haenlein, 2010). This 

definition has however been subjected to criticism. More recent studies refrain from clearly 

separating consumers and professionals and argue instead, that one of the consequences of 

improving digital technology is an indefinite border between the two groups, as these 

seemingly distinct users can coincide (Roncha & Radclyffe-Thomas, 2016; Laurell, 2014). 

Instead, the use of the term co-creation is suggested, introducing a forum where networks 

of for example firms, consumers and communities engage with each other in a collective 

manner to create value (Prahalad & Ramaswamy, 2004). Therefore, the term user is not 

solely restricted to consumers, according to the current state of research, and could 

therefore conceptually be illustrated as a spectrum, or Venn diagram, with the consumer in 

one end and the producer or brand in the other. Owing to this, the study at hand 

acknowledges the indefinite separation of producer and consumer.  

 

2.2.1 The Emergence of Brand-Related UGC 

 

Having previously identified general drivers of UGC creation, the interaction of companies 

and individuals in the era of Web 2.0 is now scrutinized. Therefore, a brief overview of the 

current state of brand presence in social media is provided. Furthermore, the terms brand-

related UGC, eWoM, and Brand Publics are discussed.  

 

To begin with, an increased number of brands are present on social media, exposing 

consumers to messages, which has resulted in an information overload (Feng, Hu, Li, 

Stanley, Havlin & Braunstein, 2015; Leonardi, Huysman & Steinfield, 2013; Arnhold, 

2010). Moreover, as consumers increasingly depend on each other rather than companies 

when gathering and evaluating information, it suggests an increased consumer influence on 

brand activities (Mun ̃iz & Schau, 2007; Cova & Dalli, 2009). According to Arnhold (2010, 

p. 20), brands have “forfeited their inviolability” due to this development, and instead of an 

actual product competition; today a communication competition can be observed between 

brands (Arnhold, 2010; Wenske, 2008; Welling, 2007; Burmann & Meffert, 2005). This 
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results in an increasing amount of users sharing brand-related experiences, product reviews, 

complaints, and product advertisement (Geurin & Burch, 2016; Hur & Ha, 2015). 

Therefore, a drawback of online communication has been indicated; brands no longer have 

substantial control over content, timing and occurrences of brand-related conversations on 

social media, thus risking a loss of brand authenticity (Arnhold, 2010; Mangold & Faulds, 

2009).  

 

Considering this development from a societal perspective, there is still considerable 

ambiguity with regard to brand- and UGC evolvement in the social media environment. 

Previous studies have argued that Web 2.0 and UGC can be considered a danger to society, 

as consumers are faced with increasing difficulties in distinguishing between reality, 

advertising and fiction (Keen, 2007; Keegan, 2007). Moreover, Fournier and Avery (2011) 

have a critical opinion towards the presence of companies on social media, arguing that 

brands are the “uninvited crashers of the 2.0. Web” (p. 193). They claim that the web was 

invented for conversations of individuals, and not as a channel for communications of 

products and brands, and that consumers largely ignore and resist any advertising attempts 

of brands on social spaces. More research studies however contend that this evidence is not 

conclusive and have instead indicated that consumers communicate with and even 

advertise brands themselves on social platforms without being prompted (Geurin & Burch, 

2016; Dennhardt, 2013). A number of studies have found that consumers accordingly tend 

to integrate brand and product communications in their individual communications 

voluntarily in terms of UGC (Arvidsson & Caliandro, 2016; Kapoor, Jayasimh & Sadh, 

2013; Christodoulides, Jevons & Bonhomme, 2012). In turn, it is suggested that brands are 

not misplaced in a social media environment, but only face the challenge to integrate their 

offers with the consumer created ones (Daugherty et al., 2013).  

 

2.2.2 Electronic Word-of-Mouth 

 

The above introduced phenomenon of brand-related UGC was further elaborated and 

inscribed as eWoM (Erkan, 2015; King & Racherla, 2015; Rossmann, Ranjan & Sugathan, 

2016). EWoM is a term for conversations on the Internet based on negative or positive 

statements amongst Internet users, which are specifically related to brands’ products and 

services (Hennig-Thurau et al., 2004; Erkan, 2015). A shortcoming of this definition is that 
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it indicates a focus on eWoM as verbal UGC, produced with the underlying motivation to 

share and exchange opinions and experiences in regard to brands (Kozinets, De Valck, 

Wojnicki & Wilner, 2010). This has led authors to suggest that this definition was 

insufficient, and to refrain from limiting eWoM to conversations among users, but also 

include user-generated pictorial and video content in the concept (Lee & Tussyadiah, 2010; 

Lin, Lu  & Wu, 2012). Considering this addition to the definition, it is apparent that the 

concepts of eWoM and brand-related UGC are coinciding. Thus, this study refrains from 

clearly separating them; rather considering several approaches of investigating this 

phenomenon. 

 

In that respect, research studies suggest that brand-related content and eWoM created by 

consumers, for instance in terms of pictorial UGC, have a much stronger impact on 

consumer behaviour than traditional forms of advertising and marketing (Muntinga et al., 

2011; Villanueva, Yoo & Hanssens, 2008; Chiou & Cheng 2003). Constantinides and 

Fountain (2008) found that traditional media was losing ground in influencing consumer 

behaviour, and that consumers trust traditional marketing less than they used to. 

Conclusively, synchronous to the loss of brand authenticity, it is suggested that companies 

are facing a consumer empowerment in the era of the Web 2.0, since advanced information 

technology and interactive platforms enable consumers to induce and influence brand-

related conversations and eWoM (Berthon et al., 2012; Arnhold, 2010; Truong & Simmons, 

2010; Tapscott & Williams, 2008; Rolke, 2002). In consequence, a tremendous shift in 

consumer needs, value perceptions, consumer purchase and search behaviour can be 

observed (Constantinides & Fountain; 2008). Moreover, blogs, photo, audio and video 

sharing sites, as well as social networking sites have emerged as venues of UGC (Hur & 

Ha, 2015; Arnhold, 2010). 

 

2.2.3 Brand Publics 

 

A term that has recently been developed in the context of brand-related UGC is brand 

publics. A brand public is an “organized media space kept together by a continuity of practices of 

mediation that are centred on a mediation device such as a hashtag” (Arvidsson & Caliandro, 2016, p. 

742). It is thus referred to as a collection of pictures, videos, or texts, assembled under a 

specific hashtag, posted by individuals, representing their various personal experiences and 
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perspectives concerning a brand (Arvidsson & Caliandro, 2016; Lury, 2004). The main 

factor differentiating brand publics from the closely related term brand communities is that 

the brand public individuals are less likely to interact with each other or contribute content 

on a regular basis (Zappavigna, 2011). Moreover, brand publics evolve from everyday 

situations, in which the brand plays a significant role to the user and triggers him to express 

and share his affect towards the brand (Arvidsson & Caliandro, 2016). In addition, creating 

and sharing brand publics is not subject to core values related to the brand or identification 

purposes of the user (Schwartz 2010; Winston 2013). Instead, they are rather integrated in 

the user’s documentation of himself on social media, and serve to enhance visibility and 

publicity, triggering other individuals to consume the content (Schwartz 2010; Winston 

2013). Marwick (2013) refers to this as self-branding and deems it an outcome of 

contemporary society, driven by the need to be present and connect on diverse social 

media platforms. 

 

2.2.4 Potential Risks and Opportunities of UGC for Brands 

 

The previous sections served to introduce several examined concepts related to UGC, 

however did not focus on the actual effects that this brand-related content, created and 

spread by consumers, has on the companies. The following paragraphs discuss potential 

risks and opportunities this phenomenon offers to brands. Firstly, previous research 

suggests that the consumer empowerment resulting from the development of Web 2.0 has 

two facets referred to as “negative - and positive loss of control” for brands (Arnhold, 2010, p. 

10).  These are now elaborated. 

 

To gain factual insight on the effect of brand-related UGC, Hur and Ha (2015) investigated 

the impact of randomly selected UGC on YouTube, Instagram, Twitter and Facebook. 

They found that 22% of all brand sentiment-related content was negative and thus illustrate 

the risk, which UGC carries for brands. Notwithstanding, this study also revealed, that 47% 

of all brand sentiment related content by users was of positive nature, and further 20% 

were neutral. This lays the foundation to a thorough discussion of both potential 

opportunities and risks of UGC for brands. 
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Among the users of the Web 2.0, several user types can be observed defined by their 

intentions and ways of interacting on social media. Users, who have a proactive, 

collaborative role in content creation, distribution, and use for companies, can be 

considered a strong opportunity for brands (Vickery & Wunsch-Vincent, 2007). 

Consumers are increasingly active on social media platforms, and previous research 

suggests that UGC has a strong influence on opinion forming and purchase decision-

making (Dennhardt, 2013; Constantinides & Fountain, 2008). Therefore, the high presence 

of positively and neutrally based brand sentiment expressed by consumers in the form of 

UGC, presents a strong competitive advantage for brands (Hur & Ha, 2015). 

 

The importance of UGC today, might stem from the social WoM communication, evolving 

from the high credibility associated with content and information, which is created and 

shared peer-to-peer rather than by companies (Ashley & Tuten, 2015; Kerr, Mortimer, 

Dickinson, & Waller, 2012). In other words, information gathered from friends and 

acquaintances in the form of UGC is perceived as more credible and trustworthy by 

consumers (Erkan, 2015; Chu and Choi, 2011; Chu and Kim, 2011). Moreover, Ashley and 

Tuten (2015) stress the fact that every posted brand-related UGC exposes target audiences 

to brand messages, and in turn increases brand awareness through visibility, which in turn 

triggers more brand-engagement and brand loyalty among consumers. Arnhold (2010) 

provides similar findings and adds that companies’ marketing departments can highly 

benefit from UGC, as it may generate ideas for creative advertising. 

 

Berthon et al. (2008, p. 8) introduced the term user generated advertising (UGA), defined 

as “any publicly disseminated, consumer-generated advertising messages whose subject is a collectively 

recognized brand” (Richards & Curran, 2002, p. 74). UGA can appear in the form of audio or 

visual content, created by end-consumers and positively referring to specific products or 

brands. Hence, not every produced UGC is based on a promotional intention, but some of 

them are and present a valuable opportunity for brands. Taken together, social media can 

be used as powerful and cost efficient marketing communication channels with regards to 

UGC (Dennhardt, 2013).  

 

As a representative of the potential risks of UGC, Rosen (2006) specified a sceptical and 

marketing-savvy consumer personality, which might harm brand authenticity through 
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negative content in text and pictures. If a company is not meeting the brand promise or 

exhibiting unethical, undesired behaviour, consumers can thus easily expose this, 

empowered by technology enabling this type of content a faster spread with farther reach 

(Berthon et al., 2012; Arnhold, 2010). Nevertheless, it has been observed that a thoughtful 

complaint handling of brands could result in stronger customer-brand relationships 

(Wenske, 2008). Hence, social media enables brands to react on negative UGC, to 

apologise and suggest compensation in a direct dialogue, which could raise customer 

satisfaction, and consequently improve brand emotions (Wenske, 2008). This example 

provides evidence for the possibility for brands of transforming risks into opportunities, 

despite the loss of direct content and message control. 

 

Although potential risks are present, companies cannot directly prevent dissatisfied users 

from producing negative content. However, they can benefit from the phenomenon of 

UGC by fostering the creation of positive, supporting content by consumers on social 

media platforms. For this to happen, it is important to firstly identify the consumers’ 

motivations for these brand-related activities, to gain a deeper understanding of their 

intentions and needs, which could be used to predict and shape behaviour (Daugherty et 

al., 2008).  

 

2.3 Motivational Sources for the Creation of UGC 

Up to this point, the general aspects of the environment related to social media, UGC, 

eWoM, and brand publics have been discussed to provide a comprehensive contextual 

understanding. In view of the purpose of this study, the following sections now focus on 

previous literature and theories explaining potential motivations underlying the creation of 

UGC and eWoM. Therefore, frameworks and studies regarding the three traditional 

theories self-concept theory, uses and gratification theory and theory of attitudes are firstly presented 

and discussed. However, some literature is not solely based on these traditional theories; 

instead they investigate motivations for UGC and UGA creation from different 

perspectives, by implementing inductive approaches or using combinations of alternative 

concepts. These are considered in section 2.3.4, and thoroughly discussed. 
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2.3.1 Self-Concept Theory 

 

One of the three traditional theories contributing to the subject of motivations for UGC 

creation is the self-concept theory. The well-established self-concept indicates the “totality of the 

individual's thoughts and feelings having reference to himself as an object" (Rosenberg 1979, p. 7). 

Furthermore, the self-concept dimensions have been described as actual, ideal, and social self. 

The actual self relates to a person’s own self-perception; ideal self refers to a person’s desired 

self-perception; and social self refers to the person’s representation of herself towards others.  

 

The academic literature suggests that consumption is closely related to the self-concept 

through the desire of expressing and creating the self-concept using possessions, which 

increases the tangibility of the self-concept (Schau & Gilly, 2003; Fournier, 1998; Holt, 

1995; Belk, 1988; Thompson & Hirschman, 1995). The self-concept has also been used for 

explaining motivational drivers for various aspects of UGC creation, mostly with regards to 

self-presentation. This term presents the intentional component of identity and is rooted in 

Goffman's (1959) theory of identity and social performance (Schau & Gilly, 2003). It is 

assumed that users aim to project a desired impression by creating UGC, and maintains 

this impression by behaving in a certain way, controlling the image which other people 

form of them (Kaplan & Haenlein, 2010; Goffman, 1959; Schlenker 1975,1980; Schneider, 

1981). In this case, products, services, and brands play a vital role, as they embody different 

types of values and are used by individuals to illustrate who they are (Schau & Gilly, 2003).  

 

Accordingly, UGC production and publication can be considered driven by a wish to create 

an image consistent with one’s personal identity or ideal self through explicit association 

with an object, brand, institution, or commercial enterprise (Schau & Gilly, 2003). 

Moreover the desire to influence other consumers or to gather their opinions, as well as 

enacting brand relationships have been found to be motivations for UGC creations derived 

from the self-concept (Schau & Gilly, 2003). 

  

However, the self-concept theory does not solely reveal motivations for UGC creation, as a 

majority of studies on the phenomenon have found motivations related to different factors 

(Bern & Von Niman 2014; Mosemghvdlishvili & Jansz, 2012; Muntinga et al, 2011; Leung, 

2009; Berthon et al., 2008; Daugherty, et al., 2008). Additionally, the existing studies either 

apply to the general creation of UGC (e.g. Daugherty et al., 2008; Schau & Gilly, 2003), or 
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specific platforms, media, or media use such as video content on YouTube (e.g. Lange, 

2007), and blogging (e.g. Leung, 2009). Therefore, several other theories and findings from 

the extant academic literature are required to illuminate the phenomenon. Another 

frequent theory used in studies of motivational sources of UGC creation is the uses and 

gratifications theory, including dimensions pertaining to the self-concept. This theory is 

discussed in the following section. 

 

2.3.2 Uses and Gratifications Theory 

 

The theory of uses and gratifications (UGT) has been used by several previous studies in 

order to explain and further investigate motivations underlying media consumption 

(Mosemghvdlishvili & Jansz, 2012; Muntinga et al., 2011; Leung, 2009; Shao, 2009). In the 

context of media consumption, UGT assumes that individuals actively select and utilise 

media to gratify certain needs (Mosemghvdlishvili & Jansz, 2012). Contemporary research 

in this field is based on traditional gratification frameworks, which classify motivations for 

general media use in terms of diversion, curiosity, personal identity, surveillance, correlation, 

entertainment, and socialisation (Blumler, 1979; McQuail, 1983; Wright, 1960). 

 

Shao (2009), for instance, used the gratification framework as a foundation for his study in 

which he investigated the motivations for consuming, participating and producing content 

in social media. His findings concerning the UGC production are motivations such as self-

expression and self-actualization, both components of personal identity. These motives are 

strongly coherent with previous findings from the self-concept theory. Assuming that 

“humans are self-interested” (Shao, 2009, p. 15), the expression of one’s own identity and 

individuality is desired (McKenna & Bargh, 2000; Goffman, 1959; Swann, 1983), and can 

be fulfilled through blogging or video casting in a direct, self-disclosing manner, or in an 

indirect manner through the addressing of style or certain topics (Shao, 2009; VanLear, 

Sheehan, Withers & Walker, 2005). Shao’s study (2009) nevertheless illustrates the need for 

empirical validation with regards to contemporary social media platforms. 

 

Correspondingly, Bughin (2007) supports these findings, using a more empirical approach. 

He investigated motives behind UGC creation on platforms such as YouTube and 

MySpace and found evidence for self-actualization to be a mostly unconscious psychological 
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motive, which aspires recognition or fame by content production online. It is moreover 

claimed that the urge to have fun, a desire to share experiences with friends, and intention to make 

others benefit from videos were further dominant motives to produce and share videos on 

online platforms (Bughin, 2007). These findings support Shao’s (2009) results regarding a 

personal component as a motivation for the creation of UGC, but also complement to the 

findings by adding a new, social component. 

 

A further study considering both personal and social components was conducted by 

Muntinga et al (2011), who merged the UGT with contemporary research on social media 

and developed a framework identifying entertainment, integration and social interaction, personal 

identity, information, remuneration, and empowerment as main potential motivations for social 

media usage (which includes consumption, contribution, and creation). Within their study 

Muntinga et al. (2011) later investigated consumers motivations to consume, contribute and 

create UGC on social media and found that creation for brand-related content is mainly 

driven by four of these motivations, namely personal identity (self-presentation, self-expression, self-

assurance), integration and social interaction (social interaction, shared social identity, social pressure), 

empowerment (intrinsic gratification), and entertainment (fun, personal satisfaction). Thus, this attempt 

to classify motivations considers both social and personal components. Nevertheless, as 

Muntinga et al. (2011) did not solely focus on UGC creation, but rather spread their 

exploration to more fields of study, a more detailed study is necessary to investigate the 

subject of UGC creation more in-depth. In line with this, Muntinga et al. (2011) themselves 

suppose that in future studies, more emphasis should be placed on studying the 

motivations for specific brand-related content production, as their findings were highly 

broad and thus of less applicability on specific platforms and content types. 

 

Another study with regards to gratification theory was conducted by Leung (2009) and is 

based on detailed research concerning several types of UGC motivations. Accordingly, 

evidence was found for self-expression, social interaction, entertainment, passing the time, information, 

and professional advancement being the main motivations for UGC creation concerning blog 

posts. Leung (2009) moreover found wanting to be recognized as a strong motivation for blog 

posts and videos on YouTube, while entertainment mostly appears to serve as a driver for 

forum participation and information dissemination on the online encyclopaedia Wikipedia. A 

further finding is the perceived value of the social aspects of UGC creation by consumers. 
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The possibility of interacting and expressing and sharing feelings, viewpoints and experiences, seem to 

encourage content creators. 

 

Findings from this research amplify previously mentioned studies and again refer to both a 

personal and a social component underlying the motives for UGC creation. Nevertheless, 

their applicability to the platform Instagram and UGC concerning pictures is yet to be 

explored. To gain more insights of specific UGC creation, Leung (2009) suggests to first 

assess specific types of UGC produced, in order to then specifically identify respective 

motivations, rather than investigating UGC on a general level. Mosemghvdlishvili and 

Jansz (2012) provided such a detailed investigation by studying motivations to create 

YouTube videos related to Islam, based on the framework of UGT. They found the main 

underlying motivations for this type of UGC creation to be communicating Islam (i.e. 

propagating, clarifying, and informing), self-expression, and attaining followers and likes. These 

three classifications conform with findings from related studies (e.g. Leung, 2009; 

Muntinga et al., 2011; Bughin, 2007), however these solely apply to the specific context of 

their study, namely user-generated video content on the platform YouTube. 

 

Finally, one of the most recent studies exploring motivations for brand-related UGC 

creation using UGT, investigated the usage of the four social networking sites Facebook, 

Twitter, Instagram and Snapchat and their influence on brand community-related 

outcomes (Phua et al., 2017). Findings of this research suggest that UGC production on 

Instagram usage mainly is motivated by showing affection, while consuming UGC on 

Instagram is motivated by following fashion, and demonstrating sociability. These findings provide 

research impetuses for the study at hand to focus on Instagram and the apparel industry. 

Concluding from previous studies, UGT provides a foundation to explore motivations for 

specific UGC creation. Nevertheless, a closer look will be taken at other relevant research 

approaches and theories. 

 

2.3.3 The Theory of Attitudes 

 

Having previously identified motivations of UGC researched in the context of the self-

concept and UGT, a third theory is now introduced and elaborated; the study of attitudes is 

a fundamental typology, applicable to UGC creation and has been created by Katz (1960). 
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It is based on the assumption that a consumer’s willingness to create UGC himself depends 

on his or her attitude towards the general creation of it. According to Katz’s (1960) 

typology, any given attitude is based on one or more of the four distinct personality 

functions: utilitarian (e.g. motivations to gain rewards and avoid punishment), knowledge (e.g. 

the need to gather and disseminate information), ego-defensive (e.g. defending the self), and 

value-expressive (e.g. expressing values and opinions). These serve to understand the reasons 

for why people hold the attitudes they do. Smith (1973) introduced an extension of these 

functions - social adjustment - to better relate attitudes to the social environment. A study by 

Daugherty et al. (2008) applied this typology to the creation of UGC and researched the 

attitudinal factors initiating consumers to create UGC. They found that the ego-defensive and 

social functional sources contribute significantly to attitudes formulated of UGC creation. 

Interestingly, although the theoretical approach underlying their research differs from the 

previously introduced UGT, again, both a personal as well as a social component can be 

determined from the findings. However at this point, limitations of previous inquiry 

suggest further research on the investigation of additional sources of motivations 

(Daugherty et al., 2008). 

 

2.3.4 Research Forefront 

 

In the previous sections, the three main traditional theories (i.e. self-concept theory; UGT; 

theory of attitudes) in connection to motivation research were discussed. However, some 

studies are not explicitly related to suchlike theories, however still within the same research 

realm. Using mainly inductive approaches, these studies uncovered motivations for the 

creation of several types of UGC, which might be applicable to the specific context of this 

study. The following section thus serves examine findings of studies regarding motivations 

underlying UGA (Berthon et al., 2008), video UGC creation on YouTube (Lange, 2007), 

blog-post creation (Pettigrew et al., 2016), and the usage of hashtags (Bern & Von Niman, 

2014). 

 

To begin with, an investigation of motives underlying the creation of UGA is now 

dissertated. Berthon et al. (2008) found three essential factors: intrinsic enjoyment, self-

promotion, and change perceptions. Since this particular study is based specifically on UGA, 

which cannot forthrightly be equated with UGC, it is not fully applicable to the study at 
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hand. As previously explained, some UGC on Instagram might be intentional advertising, 

but it does not necessarily have to be. Moreover, the study referred to online user 

generated video advertising in general without any specific focus on any distinct platform. 

Although their study includes some predisposed assumptions regarding motivations to 

UGA creation due to the inherent function of advertising, their findings might be 

applicable to the study at hand, due to the user-generated aspect. 

 

Tying in with video UGC, further research revealed that motivations underlying the 

content production on the platform YouTube are based on both personal as well as social 

motivations. Lange (2007) suggests that developing and maintaining the social network and social 

relationships, creating connections, and increasing social visibility are social factors encouraging video 

creation on YouTube. Further, expression of the self, one’s feelings and affinity were important 

motives for this type of content creation.  Due to its restriction to the platform YouTube, 

findings of this study are also subject to more research and evaluation to determine if they 

are applicable to pictorial brand-related content creation on the platform Instagram. 

Moreover, a study of Pettigrew et al. (2016) identified five themes of blogging-related 

motivations and goals of Australian mothers, namely connection (building community and 

relationship), stimulation (life structure, creativity), validation (being heard and accepted), 

contribution (impact on others), and extension (gaining/providing new knowledge). Their 

findings present a profound framework, which consequently is subject to further evaluation 

and exploration concerning other types of UGC on related social media platforms.  

 

Another study investigated the motivations for the usage of hashtags on Instagram and 

categorized these as grouped identity formation, personal gain, desire for belonging, categorization, 

clarification, and entertainment (Bern & Von Niman, 2014). These findings are in line with 

previously identified motivations and should be explored with regard to brand-related 

hashtag usage and UGC creation.  

 

Having now examined studies related to traditional theories, as well as those not explicitly 

related to traditional theories researching motivations for the creation of UGC, it can be 

found that several different research approaches identified a number of potential drivers, 

applicable to different types of UGC. The focus of the study at hand is on the field of 

voluntary non-sponsored UGC, which is not created because the user has been sent 

products to advertise, or received monetary compensation for the content. 
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Moreover, previous research suggests that future studies should identify motivational 

drivers for UGC creation, which is induced by company programs through, for instance, 

the use of a brand-related hashtag in combination with pictorial content containing 

products from the brand (Burmann, 2010). 

 

2.4 Preliminary Model of Motivations for Brand-Related UGC Creation 

Having hitherto elaborated essential findings of previous studies regarding motivations for 

UGC creation, this section now aims to merge and synthesise them. For this reason, 

studies based on the self-concept theory (Schau & Gilly, 2003), UGT (Mosemghvdlishvili 

& Jansz, 2012; Shao, 2009, Muntinga et al., 2011; Phua et al., 2017; Leung, 2009; Bughin, 

2007), the study of attitudes (Daugherty et al, 2008), as well as literature from the research 

forefront (Pettigrew et al., 2016; Berthon et al., 2008; Lange, 2007) were included in the 

development of a preliminary table of motivations for UGC creation (Table 2.1).  

 

Table  2.1 Preliminary Table of Motivations for UGC Creation 

 
Source: Developed by the Authors 
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The assimilation of findings from extant literature was conducted to facilitate the 

development of an overview over motivational sources of UGC creation grounded in 

several theories and approaches. The table moreover lays the foundation to a preliminary 

model, illustrating and classifying motivations into dimensions and categories (Figure 2.2). 

 

 
Figure 2.2 Preliminary Model of Motivations for UGC Creation 

Source: Developed by the Authors 

 
Previous findings can be classified into personal and social motives. To begin with, the 

following paragraph more closely considers the personal motives, including the categories 

personal identity, empowerment, utility, and entertainment, all comprising respective sub categories.  

 

Personal identity refers to the motivations self-presentation (to show the tangible personal 

features and appearance), self-expression (to express and shape the identity in terms of style, 

preferences or attitude), self-assurance (to be reassured and recognized in terms of one’s 

personality, style and other self-related features, to gain self-esteem), self-defence (to defend 

the ego from physical/social harm), and self-actualization (to realize one’s full potential and 
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to embody an ideal self). Moreover, empowerment derives from the power of influencing 

others and includes intrinsic gratification. The category utility on the other hand refers to 

extrinsic consequences such as gaining rewards (e.g. being published, receiving compliments), 

professional advancement (e.g. job offers, personal development in a professional environment), 

avoiding punishment (avoiding negative response from the environment), or therapy (coping 

mechanism). The fourth personal category is entertainment and refers to intrinsic enjoyment 

(fun, creation for the sake of creating) and pastime (avoiding boredom). 

 

Furthermore, there are several social motives subject to the creation of UGC, including social 

integration, social interaction, knowledge, and contribution with respective sub categories. Social 

integration consists of shared social identity (affinity and sense of belonging), social pressure 

(fitting in by doing the same thing), social network affirmation (being valued and appreciated 

by social network) and social recognition (being noticed by the social environment). The 

category social interaction is moreover based on peer communication (engaging in conversations 

with peers), social networking (developing and maintaining social network), experience sharing 

(sharing and comparing experience and feelings) and showing affection (letting the social 

environment take part in one’s appreciation of or affection concerning something). 

Following up on this, the category knowledge includes information gathering (obtaining specific 

information/feedback from others), and information dissemination (spreading information 

about trends/attitudes/ideas, spreading wisdom). As the last social category, contribution can 

be named. It refers to motivations to actively impact other people and not only to passively 

distribute information and consists of changing perceptions (persuade someone to rethink for 

example attitudes and beliefs) and benefitting others (adding value to others by for example 

giving useful advice, sharing tips and tricks). 

 

Previous studies, which laid the foundation to this preliminary model of motivations for 

UGC creation, utilised many different research approaches and addressed various types of 

UGC on platforms such as YouTube (Lange, 2007; Bughin, 2007; Mosemghvdlishvili & 

Jansz, 2012), or Blogs (Leung, 2007). However, the applicability of the categories within the 

model is yet to be explored for the specific case of this study. Therefore, the preliminary 

table (Table 2.1), and the subsequently created preliminary model (Figure 2.2) serve to aid 

the analysis process to attain the purpose of exploring motivations for brand-related UGC 

creation on Instagram in the apparel industry. The methodology and method of this 

exploration is consequently elaborated below.  
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3 Methodology and Method 

To attain the purpose of this study, the researchers have made certain choices pertaining to 

methodology and method, which are elaborated in this chapter. Firstly, the methodological 

choices are discussed, including research philosophy, approach, design and strategy. 

Subsequently, the participant selection, data collection method, and analysis method are 

described. Lastly, the method employed to attain the highest possible trustworthiness of 

this study is elaborated. 

 

3.1 Research Philosophy 

Beginning with the first methodological choice made, this study adopts an interpretivist 

research philosophy due the core purpose of exploring motivations of UGC creation 

within the minds of individuals (Saunders, Lewis, & Thornhill, 2016; Collis & Hussey, 

2014). Since motivational sources of UGC creation are assumed to be formed in the 

content creator’s subjective reality, it corresponds with the assumptions of interpretivism, 

namely that reality is highly subjective and interpreted by perception, rather than being 

independent from it (Saunders et al., 2016; Collis & Hussey, 2014).  

 

3.2 Research Approach 

When considering the interpretivist philosophy underlying this study and purpose together 

with the extant literature, the researchers have chosen to implement an abductive approach; 

that is, moving between induction and deduction (Saunders et al., 2016). Applying this 

approach to the study at hand, a framework has been developed and subsequently tested, 

and lastly revised (Saunders et al., 2016). Saunders et al. (2016) describe abduction as 

moving between deduction and induction, and the question of whether or not a study, such 

as the study at hand, is abductive or merely a mix of inductive and deductive depends on 

one's definition of the term test. If one views the term testing from a positivist philosophy, 

testing can mainly be considered in the form of experiments (Saunders et al., 2016). 

However, if one has a more interpretivist philosophy, testing could be implemented 

qualitatively and under different forms than those prescribed under the positivist 

philosophy (Forman & Damschroder, 2007). 
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A purely inductive approach would have been less appropriate, as the existing literature and 

findings of motivations might be fully or partly applicable to the purpose of this research, 

hence possibly enriching the current literature within the research field of UGC (Saunders 

et al., 2016). On the other hand, a purely deductive approach would also have been less 

appropriate, as the purpose of this study is not to replicate, or solely test the applicability of 

previous research, but to understand underlying motivations (Saunders et al., 2016). 

 

By implementing an abductive approach, the researchers adhere to the ontology of the 

interpretivist paradigm in that there are multiple realities; not only through attempting to 

understand the phenomenon studied through the realities of previous researchers (i.e. 

extant literature), but also through the realities of the study participants (Saunders et al., 

2016). 

 

3.3 Research Design and Strategy 

As implied by the purpose of the study, the research design is exploratory, seeking to 

understand the phenomenon at hand (Malhotra, Birks, & Wills, 2012). Therefore, a 

qualitative data collection technique was deemed most suitable for the purposes of this 

research (Saunders et al., 2016; Malhotra et al., 2012).  

 

Moreover, the strategy chosen for the purposes of this research was inspired by grounded 

theory due to the flexibility and abductive possibilities of data collection and analysis 

(Saunders et al., 2016). Grounded theory is essentially a strategy focusing on discovering 

and/or generating theory grounded in the data by moving between induction and 

deduction (Saunders et al., 2016). For example, the data collection and analysis are 

implemented simultaneously (Saunders et al., 2016). Applying this strategy to the study at 

hand, data from extant literature was collected to develop analytical codes (i.e. categories), 

which subsequently were compared with the empirical findings, leading to continuous 

adjustments and the emergence of new codes (Saunders et al., 2016).  The empirical data 

collection process was centred on a specific apparel brand, Gina Tricot, which is elaborated 

in the following section. 
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3.4 Case Description 

Until now, the researchers have set a foundation on which the research is based; a 

theoretical framework has been presented together with a preliminary model, followed with 

the fundamental building blocks of research inquiry. To maximise the richness of the data 

found, the researchers have focused on the brand Gina Tricot. 

 

As Leung (2009) indicates a need for concentrating research towards a specific UGC type, 

the researchers have firstly identified pictorial content being prominent on Instagram. 

Furthermore, this type of UGC has been noticeably abundant within the apparel industry, 

and is promoted by brands from several different countries (Pimkie Instagram, 2017; 

Bikbok Instagram, 2017; Asos Instagram, 2017; Nakd Instagram, 2017). One example of 

these brands is Gina Tricot, a Swedish fashion apparel brand, which extensively 

incorporates Instagram in its marketing activities; for example, it urges customers to create 

and link their pictures through its hashtag #ginamyway (Appendix 1). In combination with 

it, the brand incentivises the customers to do so with the possibility to be featured on its 

Instagram account and website (Gina Tricot Website, 2017a; Gina Tricot Instagram, 2017). 

Focusing on Gina Tricot as a representative for apparel brands implementing social media 

and encouraging UGC creation in its marketing activities (Figure 3.1), the phenomenon of 

UGC creation is investigated more in depth. 
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Figure 3.1 Incorporation of UGC from Instagram in Marketing Activities 

Source: Gina Tricot Website (2017b) 

 

By focusing on one specific brand, the study participant search was alleviated, as the 

researchers could find brand-related UGC through the brand’s various Instagram links, for 

example #ginatricot #ginamyway, and through the brand tag, and thus establish contact 

with potential study participants (Instagram, 2017b; Instagram, 2017c). This choice also 

allows for richer and deeper insights into the evolving customer-brand relationship, 

possibly unearthing different perspectives and insights in relation to extant research. By 

providing a focal point of departure, the researchers were enabled with opportunities of 

investigating different facets and perspectives of UGC related to Gina Tricot; for example, 

participants who only were Gina Tricot customers, as well as customers who in addition 

were employed in their stores. 

 



 

 30 

Thus, focusing the study at hand towards Gina Tricot provides applicability and relevance 

of the empirical findings to this specific brand (with regards to implications) in addition to 

similar brands in the apparel industry. It is acknowledged that one also can research several 

brands, however, focusing on Gina Tricot has enabled the researchers to ensure that the 

study participants selected were more towards the consumer side of the spectrum rather 

than the producer side, which is elaborated in the following section. 

 

3.5 Participant Selection 

By focusing the study on the Gina Tricot, the researchers established a close contact with 

Gina Tricot, which alleviated the participant selection, as their information enabled 

excluding participants who, for example, were sponsored bloggers receiving their apparel 

free of charge in exchange for posting Instagram-advertisements for the brand. The reason 

for this choice is that the study’s main focus is on cost-efficient, (i.e. voluntary and non-

remunerated) UGC; the type which the brand does not send free garments to the content 

creator, or pay the consumer directly for creating the UGC. 

 

The participants selected were found through the apparel brand Gina Tricot’s hashtags and 

tags on Instagram (e.g. #ginamyway, #ginatricot, @ginatricot), and were purposely 

selected; they had to be UGC content creators with pictures displaying the user in a Gina 

Tricot apparel together with a link to the brand (i.e. tag or hashtag). With reference to the 

term content creator, it is acknowledged that both producers and consumers can be 

content creators (Roncha & Radclyffe-Thomas, 2016; Laurell, 2014). Moreover, as 

mentioned, the separation between producers and consumers is indefinite. However, the 

researchers have for the sake of analytical separation attempted to focus the participant 

selection on the previously mentioned consumer part of the spectrum; consumers who 

have, for example, purchased the product displayed in the UGC through own financial 

means. This implies that regardless of whether or not a user posting the UGC is working 

for the brand as a producer, the fact that the person with own financial means purchased 

the product makes a person eligible for this study. 

 

As of March 2017, there were approximately 5,900 pictures posted under the hashtag 

#ginamyway, and 82,500 pictures under the hashtag #ginatricot. Moreover, the amount of 

pictures linked through tagging the brand was vast. Therefore, the participants were 
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selected upon several criteria. The first criterion was that the apparel worn in the picture 

from Gina Tricot had to be the focal point of the picture. In other words, pictures where a 

product from Gina Tricot was a small part of the picture and in less focus (e.g. a small 

accessory) were not included in the participant selection. 

 

Secondly, the authors mainly considered participants using the brand hashtags, or tag, with 

pictures posted within the recent two years (i.e. 2016 and 2017), as these prospects were 

deemed more likely to be active on social media, and having greater ability to recall their 

motivations connected with their brand-related UGC due to the recency in time. 

 

Thirdly, the participant selection was focused on Swedish and German participants. It has 

been noticed that many studies concerning UGC, social media, and/or eWoM have been 

conducted in countries other than Germany and Sweden (c.f. Roncha & Radclyffe-

Thomas, 2016; Muntinga et al., 2011; Lange, 2007). It is understandable why some 

researchers have placed less emphasis on the geographical limitations of their studies 

concerning UGC or social media, as the phenomenon appears across national boundaries 

(cf. Phua et al., 2017; Hur & Ha, 2015; Mosemghvdlishvili & Jansz, 2012; Smith et al., 

2012). Nevertheless, as other studies within these fields have mentioned the nationality of 

their participants or respondents (e.g. Roncha & Radclyffe-Thomas, 2016; Muntinga et al., 

2011; Lange, 2007), it indicates that nationality could be of value and importance for future 

studies concerning UGC and social media. That is, framing the research within the 

boundaries of German and Swedish participants further contributes with specificity in the 

emerging research field of social media and UGC, on which further research can be built 

on. There were two additional reasons to this choice: 1) a majority of the pictures linked to 

Gina Tricot were posted by Germans or Swedes (Instagram, 2017b; Instagram, 2017c), and 

2) the authors themselves speak native German and Swedish, thus being able to minimise 

any language barrier limitations; interviewing the participants in their own language would 

enable finding richer data. 

 

Lastly, to avoid having to obtain parental consent, the authors solely interviewed 

participants aged 18 and over (ESOMAR, 2009). However, no upper age limit existed, as 

the researchers strived for data source triangulation (see p. 40). Thus, the participants are 

aged between 18-32 years (Table 3.1). 
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Table  2.1 Interview and Participant Overview 

 

Participant 
number Name Age Nationality Occupation 

Length 
(Hours) 

Interview 
date 

Word count 
(translated 
interview) 

P1 Sophia D. 18 German Student 2 2017-03-15 1334 

P2 Anonymous 21 Swedish 
Self-employed in family 
business, marketer, stylist 1.5 2017-03-19 1117 

P3 - - - - - - - 

P4 Hanen 26 German 
Interpreter, former Sales 
Assistant at Gina Tricot 1.5 2017-03-20 1460 

P5 Janina 26 German Dentist Assistant 1.5 2017-03-21 1324 

P6 Ilka 18 German High School Student 2 2017-03-25 1677 

P7 Wibke 20 German Hotel Receptionist 1 2017-03-27 1080 

P8 Victoria 20 Swedish Salesclerk at Gina Tricot 2 2017-03-28 2404 

P9 Olivia 26 Swedish Home Care, Salesclerk 1 2017-04-01 2211 

P10 Frida 22 Swedish Substitute Teacher 2.5 2017-04-02 1617 

P11 Anonymous 25 Swedish Student, Substitute Teacher 1.5 2017-04-04 1365 

P12 Hanna 21 Swedish Teacher Student 2 2017-04-04 2307 

P13 Sara N. 21 Swedish 
Swimming Instructor; 
Swimming School Manager 2 2017-04-05 2125 

P14 Therese 26 Swedish Communicator 1.75 2017-04-05 2069 

P15 Sara V. 19 German Student 2 2017-04-02 1215 

P16 Lisa 27 German Children's Nurse 1.75 2017-04-09 2296 

P17 Anna 24 Swedish 

Salesclerk and Visual 
Merchandiser at Gina 
Tricot 1.33 2017-04-10 2109 

P18 Karin 22 Swedish Social Worker 1 2017-04-10 1692 

P19 Sophia S. 23 German Student 1.75 2017-04-10 1972 

P20 Dina 25 German 

Wholesale and 
Foreign/Export Trade 
Merchant 1.75 2017-04-13 1468 

P21 Kristin 32 German Dentist Assistant 1.5 2017-04-21 1534 
 

Source: Created by the Authors 

 

As shown in the table, 20 interviews were completed (one was cancelled, as the participant 

had to attend to a personal urgent matter). All participants were approached through Direct 

Message (DM) on Instagram, using a template message (Appendix 2). The participants who 
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agreed to be interviewed, later received Gina Tricot vouchers as a small compensation for 

their participation in the study. Moreover, the interviews were approximately 1-2 hours 

long and were calculated beginning from the time in which the first interview question was 

posed, and ending at the time in which the last interview response was made. The authors 

continued to interview new participants until theoretical and data saturation were reached, 

namely when further interviews added little to no new insights (Saunders et al., 2016; 

Creswell, 2014; Gruber, Szmigin, Reppel, & Voss, 2008). The 20 interviews conducted are 

generally considered sufficient for reaching saturation (Saunders et al., 2016; Onwuegbuzie 

& Collins, 2007). 

 

3.6 Data Collection 

As mentioned, the research begun with a secondary data search, which could explain the 

motivations of UGC creation and provide preliminary analytical codes (Saunders et al., 

2016). This data was found primarily through the databases Google Scholar, and Jönköping 

University’s own database PRIMO (Google Scholar, 2017; Jönköping University, 2016). 

The search terms used were for example UGC, Social Media, and Instagram. In addition, the 

authors searched for data using citation pearl growing, and berry picking (Booth, 2008). Having 

examined and synthesised the available data, the preliminary model of motivations for 

UGC creation was created, containing the expected motivational sources. This model was 

then used as a priori codes for uncovering motivations for UGC creation during the 

empirical data collection (Saunders et al., 2016). 

 

3.6.1 Semi-Structured Interviews 

 

The method used for the empirical data collection was semi-structured interviews 

(Saunders et al., 2016; Malhotra et al., 2012). The interviews began with some standard 

interview procedures such as informing the participant of the study, asking whether or not 

she wished to be anonymous, asking for background information (i.e. age; occupation), and 

then proceeded with the interview questions (Appendix 2). Some standard interview 

questions developed from the research questions and purpose were used, combined with 

the opportunity to pose follow-up questions (Appendix 2; Saunders et al., 2016). Moreover, 

given the grounded theory inspired research strategy, new questions evolving from the 

continuous process of data collection and analysis were added (Saunders et al., 2016). 
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Conducting semi-structured interviews was deemed most appropriate given the research 

purpose, as interviews are able to uncover deeper insights and richer information of 

motivations, and attitudes (Malhotra et al., 2012). Apart from being frequently used for 

exploratory research, it is also advantageous due to nature of the questions (Saunders et al., 

2016). That is, the number of questions was large, complex and often open-ended. 

Moreover, they required variation in order, as all interviews slightly differed in the timing in 

which it was logical to ask a certain question. 

 

The semi-structured interviews were furthermore conducted on a one-to-one basis. In 

contrast, group interview techniques such as focus groups was deemed less appropriate to 

the study at hand due to the perceived risk of participants providing socially desirable 

answers to their motivations of UGC creations rather than their true motivations in the 

presence of other participants (Malhotra et al., 2012). In addition, focus groups would in 

this study have been highly difficult to firstly organise, and secondly manage. In the former 

notion, the participants were geographically spread, which made organisation and 

coordination of an interview place and time for several participants highly difficult. In the 

latter notion, focus groups are notoriously difficult to manage, due to issues such as social 

desirability, silent participants, and participants dominating the conversation (Malhotra et 

al., 2012). 

 

3.6.2 Instant Messaging 

 

The semi-structured interviews were conducted through Instant Messaging (IM) on either 

Instagram’s IM function (a.k.a Direct Message, or DM), or through Facebook Messenger. 

In 2003, usage of online technologies for qualitative research, through asynchronous and 

synchronous messaging functions was discussed (Clarke, 2000; Crichton & Kinash, 2003). 

During the following years, IM was specifically suggested as an appropriate medium 

facilitating interviews, especially when exploring Internet-based activities (Kazmer & Xie, 

2008; Voida, Mynatt, Erickson, & Kellogg, 2004). Concurrently, IM has been used for 

empirical data collection for similar purposes as this study, although in different contexts 

(Muntinga et al., 2011; Lange, 2007). Muntinga et al. (2011) for example utilised IM to 

explore individuals’ motivations to engage in brand-related social media use. 
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Collecting empirical data through IM is deemed to be the most appropriate for this study, 

not only for following the previous research utilising this approach, but also due to several 

other advantages. Firstly, it provides a highly accurate transcript, as all conversations on 

Instagram’s and Facebook’s IM applications are automatically saved in their original form 

(Fontes & O’Mahony, 2008; Stieger & Göritz, 2006; Voida et al., 2004; Crichton & Kinash, 

2003). In contrast, face-to-face and/or telephone interviews would have to be recorded and 

transcribed, thus presenting the risk of attaining a less accurate transcript (Saunders et al., 

2016). Furthermore, the questions asked required much reflection of the participant and 

the interviewer, which further strengthens the suitability of IM as a data collection method 

for this study; the participants had time to think through their motivations, and express 

them properly with less time pressure than compared with telephone- or face-to-face 

interviews, and the interviewer could review the participant’s previous statement and form 

effective follow-up questions (Stieger & Göritz, 2006; Voida et al., 2004; Crichton & 

Kinash, 2003; Clarke, 2000). Moreover, as the phenomenon studied appears in the 

international realm and context of Instagram and all participants were found through it, an 

online data collection process on the platform itself using IM evolved naturally (Kazmer & 

Xie, 2008; Stieger & Göritz, 2006). In result, the interviews could be both interactive, and 

semi-private, providing the participants with contextual naturalness (Crichton & Kinash, 

2003; Mann & Stewart, 2002). 

 

Originally, the DM function of Instagram was planned to be the sole mode of conducting 

interviews, however during the initial interviews it was found time-consuming for the 

interviewee to write through DM, as it could only be used on a mobile device. Therefore, 

the alternative of conducting the interview through Facebook Messenger was introduced, 

which enabled communication not only through mobile devices, but also through 

computers, easing the interview process. 

 

Despite the several advantages IM provides, some shortcomings also exist (Fontes & 

O’Mahony, 2008). Firstly, the quality of the data acquired might be less rich due to the lack 

of visual cues from body language or facial expression (Fontes & O’Mahony, 2008; Voida 

et al., 2004). The interviewers attempted to mitigate this limitation through firstly writing 

style (adopting a spoken language style) and through the use of emoticons (Fontes & 

O’Mahony, 2008). Another limitation implied with IM is the risk that the participant leaves 
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the conversation and interview with no warning, or that the participant takes excessively 

long breaks between answering each question (Voida et al., 2004). This limitation was 

experienced during the data collection phase on several occasions (to different extents). For 

example, one participant (i.e. P3) was eliminated from the data collection process, since she 

had to cancel the interview after a few initial questions due to a situation unrelated to the 

interview. To decrease risks connected with the participant taking excessively long breaks 

between answering each question, the participants were firstly informed that the interview 

would require much continuous interaction, and interviews were scheduled to ensure a 

focus on the interview during the agreed time. 

 

3.7 Research Ethics 

Addressing research ethics, the study was designed following Saunders et al.’s (2016, p. 

250) recommendations of ethical conduct during the research process. However, contrary 

to Saunders et al.’s (2016) large emphasis on anonymity, this study has provided the 

participants with the choice not to be anonymous due to the public nature of the 

phenomenon being studied. Moreover, the pictures posted by the participants provided 

further insights relating to the purpose of the study, which enabled richer and more in-

depth analysis. It has to be emphasised that the participants, in line with ESOMAR’s (2011) 

guidelines on social media research, were asked for explicit consent regarding their identity 

and use of their content posted on Instagram, and that they had the option of participating 

in the interviews anonymously or publicly. As a result, a majority of the participants chose 

to be public and also allowed use of their photos in this study, while the two participants 

who wished to be anonymous could express themselves more freely without concerns 

relating to their privacy. 

 

3.8 Data Analysis Method 

The data analysis method used is directed qualitative content analysis (Forman & 

Damschroder, 2007; Hsieh & Shannon, 2005). As described previously, the chosen 

research strategy was inspired by grounded theory; however applying grounded theory as a 

data analysis process was deemed less appropriate in light of the purpose and research 

questions. More specifically, solely relying upon in vivo codes emerging from the data itself, 

as a grounded theory data analysis method prescribes, was deemed less appropriate for the 
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purpose of this study due to the existence of previous research, which might apply in this 

study’s context (Saunders et al., 2016). With regards to the previous empirical research 

within the area of social media and UGC usage, using a priori codes developed from this 

previous research body facilitated a more structured approach to analysis. This is the 

reason why the data analysis method deviates from the research design chosen. 

 

Although qualitative content analysis is highly similar to grounded theory, thematic-, and 

template analysis, it provides more flexibility and less rigid prescriptions of how to conduct 

the data analysis process in following ways: a) one can use a priori and in vivo codes b) 

emphasis on discussion and inclusion of negative cases where conclusions do not hold and 

c) do not solely emphasise finding themes, but on understanding and explaining meaning in a 

deeper sense (Elo, Kääriäinen, Kanste, Pölkki, Utriainen & Kyngäs, 2014; Forman & 

Damschroder, 2007). 

 

Having explained the rationale behind the choice of qualitative content analysis, the 

analysis process itself is elaborated. The data collected was continuously analysed after each 

interview through firstly translating the interview transcripts (Appendix 3), and then 

memoing using the preliminary model of motivations for brand-related UGC creation 

(Forman & Damschroder, 2007; Hsieh & Shannon, 2005). After the initial interviews, a 

coding book was created based on the preliminary model to ease the analysis process 

(Appendix 4; Forman & Damschroder, 2007; Hsieh & Shannon, 2005). The researchers 

then independently and continuously analysed the interviews during the data collection 

phase until the target participant amount of 20 interviews was reached (Forman & 

Damschroder, 2007). During the data analysis phase, a data display matrix was utilised to 

structure the found motivations according to the preliminary model, together with 

motivations inductively found through the empirical data (Appendix 5). After the initial 

coding, which was executed independently, the researchers analysed the data together. Any 

dissident cases in coding were then discussed until consensus was reached (Forman & 

Damschroder, 2007).  

 

When coding, one statement could sometimes be allocated to more than one code. For 

example, a statement such as “...it’s probably a little for my own sake as well. Always fun to go back 

to the archive and see how one dressed before. Or get ideas for a new outfit from earlier.” was coded as 

both identity formation and intrinsic enjoyment (Forman & Damschroder, 2007). During the data 
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collection and analysis phase, the codes were further refined (Forman & Damschroder, 

2007; Hsieh & Shannon, 2005). For example, the code self-expression was initially defined as 

shaping and expressing the identity through style, preferences, and attitude, which after some empirical 

data collection was altered to also include mood. Similarly, some codes which were deemed 

too narrow were merged into other existing ones; the code social network affirmation was for 

example deemed not be distinct enough, leading to it being removed, as the essence of this 

code could be categorised as social recognition, and/or shared social identity (Forman & 

Damschroder, 2007). 

 

Although qualitative content analysis has its advantages, some challenges also exist 

connected to the usage of previous theory to interpret the collected data (Hsieh & 

Shannon, 2005). The researchers might for example be more likely to find evidence 

supporting a theory rather than refuting it, as close-ended questions could lead the 

participants into providing socially desirable answers to please the researchers (Hsieh & 

Shannon, 2005). Acknowledging this challenge, it was emphasised to the participants that it 

was important to be honest, and to, if there was anything, which they did not agree upon, 

express it, to enhance the study. Moreover, when analysing the data, the researchers 

attempted to further minimise this risk through continuously questioning the previous 

theory, the empirical data, and the conclusions drawn from it. A similar challenge 

connected with qualitative content analysis is the risk of overemphasis on the theory, which 

might negatively impact the exploration of contextual aspects of the phenomenon studied 

(Hsieh & Shannon, 2005). To combat this challenge, many open-ended questions were 

asked, as well as follow-up questions, for example on the context in which a brand-related 

post was created. 

 

3.9 Trustworthiness 

To enhance the quality and trustworthiness of this study, the researchers have followed two 

core principles: transparency and systematicity (Meyrick, 2006). Firstly, the researchers have 

strived towards providing the highest possible level of as much transparency as possible 

through detailing research procedures undertaken during the course of this study; 

secondary data collection, empirical data collection, participant selection, and analysis 

method, are extensively illustrated. Moreover, the authors have strived for systematic data 

collection firstly through the pre-defined questions, which were posed during the 
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interviews, secondly through the way in which the participants were approached (i.e. using 

a template message for approaching participants) and treated (i.e. with curiosity, friendly 

attitude etc.), and thirdly during the data analysis phase where findings were structured and 

coded into different categories. 

 

Another approach implemented to enhance trustworthiness was the use of triangulation 

(Carter, Bryant-Lukosius, DiCenso, Blythe, & Neville, 2014). The three types of 

triangulation implemented were investigator triangulation, theory triangulation, and data source 

triangulation. Firstly, investigator triangulation was enabled, as the two authors and researchers 

implemented multiple interviews, and viewpoints on which the analysis was performed 

upon. Moreover, theory triangulation was executed owing to the usage of different theories, 

which were used to form the preliminary model, used during the data collection and 

analysis phase. Lastly, the researchers strived for obtaining data source triangulation through 

purposely selecting as many different types of interview participants as possible in terms of 

for example age, style, Instagram feed or profession. By combining these three types of 

triangulation, it enabled enhancement of trustworthiness through the resulting multiple 

perspectives and data validation which triangulation approaches enable. 

 

4 Empirical Findings and Analysis 

The interviews conducted through IM provided abundant and diverse insights into 

motivations of posting brand-related UGC on Instagram. As the pictorial content and the 

user personalities were different regarding age and profession, interesting concepts and 

patterns could be found. This chapter compiles the empirical findings, incorporating the 

UGC from the study participants to aid comprehension of the findings, as well as provide 

visualisation of the participants themselves. The findings are simultaneously related to 

previous literature to identify conformities, deviations and enhancements concerning the 

preliminary model of motivations (cf. Figure 2.2.). The data has been found to be 

distinguishable into three dimensions - the personal, social and brand-related motivational 

dimensions - and will therefore be presented and analysed accordingly. Finally, this chapter 

aims to modify the previously conducted preliminary model of motivations, adapt it to the 

empirical findings and provide a revised model applicable to the context of this study. 
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4.1 Personal Dimension 

To begin with, the findings related to the previously found personal dimension of 

motivations are elaborated. As the preliminary model suggested, personal motives consist 

of self-presentation, self-expression, self-assurance and self-defense. The interviews revealed a strong 

presence of those personal motives underlying the creation of apparel brand-related 

pictorial content on Instagram. During the data analysis process, a fifth category, namely 

identity-formation was identified.  The findings are presented in detail below. 

 

Personal Identity 

 

By many of the Instagram users interviewed, the desire to present themselves is manifested in 

the form of showing and presenting their outfits or newly purchased items on the platform. 

Often, this is accompanied by the need for self-expression, which could be found with regards 

to mood, creativity, emotions, style and values. The participant Ilka, for instance, wants to 

express her sense of style in her pictures, incorporating her personal preferences regarding 

colour and pattern combinations. Moreover, Therese wishes to express her unique 

personality, distinguish herself from others and stand out from the mass through a picture 

on which she wears a t-shirt with the print “weirdo” (Figure 4.1). Recurrently, emotions 

were mentioned in this context and Sophia D., Janina, Sara V., Olivia, and Dina claimed to 

use their outfit pictures to express their happiness on that day, driven by sunny weather 

and personal satisfaction. Interestingly, participants often declared using the brands they 

wear in the picture to express their personal attitudes. Lisa for instance stated: 

  

“I want to show that one can be changeable and trendy without being expensive and that’s 

why I love posting Gina Tricot.”  

 

She shares a picture of herself wearing the brand to illustrate her personal values (Figure 

4.1). The empirical findings are thus in line with previous literature suggestions regarding 

the self-concept theory. It has been propounded that consumption is closely related to the 

desire to express the self-concept through brands and styles (Schau & Gilly, 2003; 

Fournier, 1998; Holt, 1995; Belk, 1988; Thompson & Hirschman, 1995). 
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Figure 4.1 Brand-Related UGC by the Participants 1 

Source: Thereselisabeth Instagram (2017), Annaakarl Instagram (2017),  _Dincheen_ Instagram (2017), 

__Lisarella__ Instagram (2017), Dagg_droppar Instagram (2017), Duwe.sophia Instagram (2017) 

 

Another motivation, which numerous participants referred to, is self-assurance. A common 

statement has been that positive comments of others encourage posting brand-related 

outfit pictures because they serve as an affirmation of one’s style and creative work. Kristin 

for claims:  

 

“Through the positive feedback I simply realise that they like it and that the people 

specifically want to see my daily looks”.  

 

Thirteen out of twenty participants explicitly commented that they hope for positive 

feedback in terms of appreciation of their style (Hanna, P2, Lisa, Karin), products 

(Victoria), outfits (Janina, P11), themselves (Sara V., Anna, Frida), what they like (Sophia 

D., Olivia), and in what they are doing (Sophia S., Kristin), when posting brand-related 
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content on Instagram. Moreover, Hanna, a girl who experienced bullying with regards to 

her personal look in high school, implies that her posting activity on Instagram has become 

a way to assure and defend herself from any psychological harm connected with feeling 

unhappy with her body (Figure 4.1). On that note, to some extent, self-defense also showed to 

be a motive of posting brand-related pictorial content on Instagram. Equivalently, the 

personal limited budget was mentioned by Lisa, Sara V. and Sophia D (Figure 4.1), of 

which the latter asserted:   

 

“I would do this (post) to show that it is really worth buying these jeans and that it 

doesn't always have to be the most expensive brand.”  

 

A related insight was given by Lisa, who claimed that she posts her outfit pictures in order 

to demonstrate: 

 

 “There is no need to have 2k followers in order to stand out but that it is also okay to 

come from a small town and be fashionable and to show this to the world.”  

 

In line with previous research and the preliminarily model, the interviews provided 

evidence that self-actualization is a further possible motivation for this specific type of UGC 

creation. In some cases, posting brand-related outfit serve to compensate for a lack of 

something in the person’s real life. Janina, P11, Hanna, Sara N. and Kristin want to act out 

their creative and fashionable personality facets on Instagram, as their professions (e.g. 

teacher, or dentist assistant), do not allow for this type of activity. Moreover Hanen stated 

that she would love to be a model in real life but does not meet the requirements; she thus 

compensates for this desire on Instagram through posting pictures of herself representing 

brand clothing (Figure 4.1). These findings correspond with Schau and Gilly’s (2003) 

suggestion: that individuals pursue to create an image on social media consistent with their 

ideal self.  

 

Initially it has been thought that motivations related to this type of image creation solely 

stemmed from a desire for self-actualization; however upon closer inspection, the empirical 

findings indicate that some motivations could be a form of identity formation. Thus, this sub-

category, which had not been considered in the preliminary model, was created. The 

participants stated to only post good pictures, which they are content with, and thus stage-
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manage themselves in terms of a photo selection (e.g. Karin, Therese), instead of 

portraying their entire life. This evolves from the desire to be perceived by their audience in a 

certain way by behaving accordingly. Sophia S. made an interesting statement by revealing 

that she sometimes wears an outfit only to post a picture of it on Instagram, which shows 

the thoughtfulness of her represented style on Instagram. Moreover, Kristin connects self-

formation to the choice of brands she wears on her outfit pictures:  

 

“I want my style to be perceived as modern and classy (...) I think Gina Tricot offers both 

modern and classic fashion and that is what I like.”  

 

She admits that a motivation for posting this brand-related content is to shape her own 

identity. Frida contributed to this category, stating that she posts brand-related outfits and 

tags the brand on them because she wants her followers to see that she “gladly shops at Gina 

Tricot”. By relating herself with the brand, she thus shapes her identity through Instagram. 

 

Utility 

 

When conducting the interviews, many participants referred to motivations previously 

defined as the sub-category gratification under the category empowerment (Muntinga et al., 

2011). However, during the process of coding and analysing the data, it was found that the 

gratification the participants referred to mainly was of utilitarian nature. Thus, previous 

literature was correct to propose that empowerment is an essential motivation of UGC 

creation. However, in this particular case, it fits more into the category of utility rather than 

forming a separate category. The following examples further elaborate the essence of this 

finding: Many participants mentioned during the interviews that they wish to inspire others 

with their posts. This, as the findings indicate, could arise from two different factors: The 

participants either wished to inspire others to benefit them (social dimension) or to feel 

empowered themselves (personal dimension). The latter of the two factors can be 

considered a utilitarian motivation, since it is solely underlying personal satisfaction. 

Evidence for empowerment to be an essential motive for this UGC creation could be found 

within statements by Sophia D., P2, Hanen, Ilka, Wibke, Victoria, Hanna, Anna, and Karin. 

All of them referred to the desire of suggesting to other people how to combine colours or 

trends and the resulting satisfaction they felt themselves when a person heeded their 

advices. Kristin mentioned:  
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“It makes me proud to know that my style is appreciated and there is someone 

who wants to shop it too.”  

 

P2 further describes the feeling of others being inspired by her as the “best feeling”. 

Consequently, to achieve this pride, joy and empowerment, these participants post their 

daily outfits on Instagram. This finding conforms to the previously mentioned concept of 

brand publics, referring to hashtag-based, brand-related posts as self-demonstration for the 

consumption of others (Schwartz, 2010). Schwartz’s (2010) notion of demonstration of the 

self in this case is undertaken through posting outfit pictures, representing one’s own style 

and the consumption of others is what many participants called “inspiring others”. 

 

Among some participants’ responses, a certain post-purchase behaviour related to posting on 

Instagram could be recognized. Sophia D. for instance mentioned:  

 

“...when I bought something new, I want to put it on as quickly as possible and announce 

it (…) by posting a picture and saying that I found my new favourite pair of jeans”.   

 

She later on admitted that this behaviour helps persuading herself that it was a good 

purchase. These results extend previous findings and widen knowledge of UGC creation, 

especially in the apparel industry. Similar behaviour involving post-purchase affirmation 

has been mentioned by Therese and Olivia and thus corroborates this original finding. 

Olivia for instance stated that her outfit had been a spontaneous purchase and that she 

posted a picture of it because she was extremely happy with it when she had put it on. This 

statement does not provide solid evidence for a post-purchase affirmation and could have 

been based on the desire to share her thoughts with her peers, however the overall 

interview and perception of the participant led to an interpretation in terms of an assurance 

in the legitimacy of her unplanned purchase.  

 

The desire to gain rewards is a further utilitarian sub-category, which has been confirmed to 

be an essential motivation among the participants. Lisa referred to rewards from the part of 

her followers, thus supporting previous indications by Mosemghvdlishvili and Jansz (2012): 
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“I personally tag the brands honestly to receive a couple more likes from people who can 

now find my picture through the brand”.  

 

Sophia S., Hanna, Victoria, Olivia, Wibke, and Sophia D. made similar statements and 

confirmed the fact that tagging a brand actually increases their reach, and with that, the 

numbers of likes and followers. Remarkably, some participants highlighted their desire for 

a brand reposting their pictures on its own Instagram account, as they expect this to result 

in higher visibility of their posts, and accordingly more likes and followers. This finding 

reflects the core concept of brand publics, deeming the increase of visibility and publicity 

an essential purpose of including brands and brand-related hashtags in social media posts 

(Schwartz 2010; Winston 2013).  

 

Continuing along this line, the strive for professional advancement has found to play a role 

regarding brand-related content posting amongst the participants. Sophia D., Janina and 

Ilka desire to develop their careers on Instagram and become an influencer or a famous 

blogger in the future. Moreover, other participants mentioned that through using 

Instagram, they were pursuing a career in fashion and sought to market themselves for 

working opportunities. Hanna wishes to be discovered as a designer, and Sara V. aims to be 

discovered by companies and booked as a model through her pictures. The high number of 

participants referring to this motivation signifies the relevance of this finding for brand-

related UGC production on Instagram.  

 

Corresponding to Pettigrew et al.’s (2016) indications, therapy has been found as a 

motivation in this study’s context. For Hanna, posting has become a way to cope with her 

past bullying experience, and to assure herself that it is acceptable to have an individual 

style. Due to the fact, that she did not specifically use the term “therapy”, the conclusions 

of her statement should be interpreted with caution. Nevertheless, Pettigrew et al. (2016) 

refer to therapy as coping mechanisms, allowing individuals to deal with issues, which is 

consistent with Hanna’s situation and therefore interpreted as such. Similarly, Sara N. 

expresses that to her:  

 

“the photography is about documenting, ventilating, and expressing….get an outlet for 

thoughts or ideas...Sometimes it can be like therapy” 
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She thus corroborates the relevance of the therapeutic motive, as the practice of creating 

her brand-related UGC is partly motivated by a need for dealing with her emotions. 

 

Entertainment 

 

Furthermore, findings have shown that entertainment seemed to be a frequent reason to 

post brand-related pictorial content on Instagram. Mostly intrinsic enjoyment was described by 

numerous participants referring to fun as one of their main reasons for posting. With 

regards to indications from previous literature, P2 states: “I mostly post because I think it is fun 

to take so many pictures”, and Ilka declares:  

 

“Of course I would also keep doing it if I don't earn money with it because it is so much 

fun taking the pictures”.   

 

Hanna, moreover, mentions to intrinsically enjoy the entire process of creating the post -

including choosing the outfit, choosing a background, and trying different styles of 

photography. This, combined with her interest in fashion, represents an important driver 

of posting brand-related outfit content on Instagram. Besides, for some participants, such 

as Sophia and Kristin, habit was found to motivate posting. Kristin mentions:  

 

“I got so used to it and it is just so much fun (...) I simply enjoy everything about 

Instagram so much - it is a big part of my life”.  

 

This presents a strong driver persuading her to post outfit pictures on a daily basis. 

 

4.2 Social Dimension 

Apart from the strong presence of personal motives for voluntarily creating brand-related 

UGC, the participants also referred to the social aspect of it. These aspects all reflect parts 

of the social dimension, comprised by social integration, social interaction, knowledge, and 

contribution. These are now elaborated. 
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Social Integration 

 

A majority of the participants wish to integrate themselves in a social context, wanting to 

be socially recognised, or sharing a social identity. Victoria, for example, heavily emphasises the 

community aspect of posting outfit-pictures under the hashtag #ginamyway: 

 

“They (the people posting UGC under #ginamyway) become like a little group that 

everyone gets to take part in and show off what they want. (I) like it a lot!”. 

 

Moreover, she indicated a need for social recognition: 

 

“...it would of course be fun to get some attention in this big Instagram world.”. 

 

Lisa would even feel socially excluded if she were unable to post brand-related posts. 

Similarly, some felt that producing brand-related posts were the social norm, which was a 

reason for why they posted (e.g. Sophia, Hanen, Frida, Sara N, Lisa). As the participants all 

stated their brand-related posts as a natural occurrence rather than describing being 

pressured into posting, the sub-category social pressure in the preliminary model was altered 

into social norm to more accurately reflect the voluntary nature in which the users post 

brand-related pictorial content. Moreover, in many instances, a post not originally 

produced for the purpose of being brand-related becomes brand-related when the user 

links the brand through tagging and/or hashtagging, which a majority of the participants 

perceive as a given when using Instagram. That is, they both expect others to link brands 

and they also feel obligated to do so for the sake of transparency, facilitating purchases or 

information flow, as well as crediting the brand. As mentioned, there might be personal 

motivations posting, as the potential reach of each post is elevated when linking brands. In 

addition to the personal motivations, social integration motivations were found connected 

to this. Sophia D. for example turns her outfit posts into brand-related ones when linking 

her posts to Gina Tricot with intending to integrate herself in a social group of fashion-

interested people.  
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Social Interaction 

 

Having discussed the found motives connected with social integration, the interviews also 

showed motives connected with social interaction, which are now elaborated. Sara V. wishes 

to engage in peer communication and establish a connection (Figure 4.2), whilst Dina asserts: 

 

“What I like most is getting to know people with the same interests and communicating 

with them”. 

 

This statement not only reveals motivations of peer communication, but also social 

networking, as she wishes to connect with like-minded people, which she would otherwise 

not be able to do offline. Therefore, the current study does not support several previous 

assumptions regarding brand publics; that users posting brand publics are unlikely to 

interact with each other (Zappavigna, 2011). The study at hand rather suggests that there is 

a desire for interaction: Sophia S. reveals that she appreciates comments and interaction 

with her followers with regards to a specific garment or the brand she posted: 

 

“I like requests from my followers, where I bought specific items once they are not tagged, 

or a feedback, or someone saying that she has the same clothing item, or simply a kind 

word regarding the staged product.” 

 

Apart from peer communication and social networking, motivations of showing experience 

and showing affection were found; Victoria, who works at Gina Tricot wishes to share her 

experience as a proud employee and consumer of Gina Tricot, as well as love for their 

apparel through posting outfit pictures where she wears the brand’s apparel and tags it. 

Similarly, Kristin (Figure 4.2) states that: 

 

“I would always take a picture and tag the brand if there is a garment that I really 

appreciate, for example a sweater. I would buy it in the store and wear it on a photo and 

simply tag the brand”. 

 

From some of the statements made pertaining not only to showing affection towards the 

products themselves, but towards the brand, a new dimension pertaining to the brand has 
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been created. This is elaborated after having discussed all the findings pertaining to the 

social dimension of motivations. 

 

 
Figure 4.5 Brand-Related UGC by the Participants 2 

Source: V1laa Instagram (2017), Ilkamariaaa Instagram (2017), _Fashionloverin_ Instagram (2017) 

 

Knowledge 

  

When discussing the found motivations pertaining to social interaction, especially peer 

communication, it was found that motivations connected to knowledge were highly linked to 

peer communication. Firstly, many participants wished to disseminate information by posting 

outfit posts, which subsequently became brand-related when linking the brand, to inform 

their followers of where the garment came from (e.g. Sophia D, P2, Hanen, Ilka, Victoria, 

Olivia, Frida, P11, Sara N, Sara V, Karin). A unique finding in this study came from Hanna, 

who not only makes her posts brand-related through hashtagging/tagging because she 

wishes to show where her outfit is from, but also to show what the clothing looks like on a 

“real” body; she perceives today’s media filled with a too narrow range of body types. 

While Hanna wishes to inform others of what a “real” body looks like, P11 and Sophia S. 

wish to gather information pertaining to their outfit choices. As Sophia S. expresses it: 

 

“I think it is exciting to find out what other people think about an outfit…”. 

 

Based on this, the empirical study at hand supports prior findings regarding the concept of 

eWoM, based on consumers sharing and exchanging opinions and experiences in regard to 

brands (Erkan, 2015). Interestingly, there were more participants who wished to 
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disseminate information compared with participants who wished to gather information 

through posting brand-related UGC. 

 

Contribution 

 

The last findings pertaining to the social dimension is contribution. Not only did some 

participants wish to inspire others through their brand-related posts for personal reasons, 

such as empowerment, but for social purposes of contributing to someone through changing 

perceptions and/or benefitting others. As mentioned, Hanna, who heavily emphasised body 

positivity wished to inform others of what a “real” body looks like. With this, she also 

wished to change people’s perception of body images and norms, and benefit them 

through encouraging them towards body positivity: 

 

“...(I) feel that it’s important to show others that one is content with one’s body and show 

for others who have the same body type like me that you (...) look really nice precisely the 

way you are! All bodies are beautiful!”. 

 

Similarly, Sara V states: 

 

“...it just feels good to help people to be more self-confident”. 

 

Anna also wishes to contribute with positivity through her posts: 

 

“They (a pair of pants) make me happy. I want to contribute with things like that :) To 

make people dare and be happy by clothing”. 

 

This statement shows a wish to change people’s perception of what is appropriate to wear, 

while simultaneously wishing to benefit followers through a) encouraging them to dare 

wearing clothes they like and not fear other people’s reactions, and b) sharing her 

enthusiasm towards clothing and styling. The findings do not only pertain to the cases 

where the user creates and posts a brand-related picture with an initial intent to make it 

brand-related, but also to the cases when pictures become brand-related when the user at a 

later time links the brands. The reason for this behaviour has been expressed as a wish to 
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benefit others. More specifically, P2, Ilka and Victoria express a wish to help others in 

finding the clothing item worn in their outfit picture through linking the brand. 

 

4.3 Brand Dimension 

As mentioned, the interviews revealed that not only personal and social motives played a 

role for posting brand-related UGC, but unlike extant research carried out in this area, a 

third dimension strongly related to the brand itself was found. Every participant named at 

least once a motivation clearly referring to the brand itself when posting an outfit or 

tagging the clothes. Having explored this third dimension, it was found that it is comprised 

by five categories, which the participants touched upon. Brand recognition, brand affiliation, 

brand support, co-creation, and brand contribution have thus been found to be motivations for 

brand-related UGC creation and are elaborated below. 

 

Brand Recognition 

 

Sophia D., P2, Hanen, Ilka, Anna, Hanna, and Kristin revealed that they wish to be 

recognised by the brand they are referring to when posting a picture on Instagram. This 

wish contains the feeling of being “praised” by the brand (Lisa), shown that the “work is 

worth it” (Kristin), and that the brand likes the participant’s “outfit or way of matching” 

(Victoria). Moreover the wish of being reposted by the brand was revealed several times. 

Sophia D. for instance declares: 

 

“Being noticed and reposted by a company would be one of my biggest wishes.” 

 

In addition, P2 also specifically indicates that being reposted by a brand would encourage 

her to tag/hashtag the brand more in the future. This might be explained by the fact that a 

brand repost is considered prestigious, as further described by Dina: 

 

“That (being reposted) would be a dream! There are so many bloggers these days and to 

stand out is a little honour! Mostly when one likes the brand a lot. It shows that my 

pictures are appreciated and valued.” 
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Brand Affiliation 

 

A further motive that was noticed among some participants was the wish to be related 

with, and communicate with a brand, establish contact with the employees, and be 

integrated in the brand activities. Hanna formulates one of her motivations to be “that the 

company sees you and contacts you...”. Not only does she post and wish to be recognised by the 

brand because of personal reasons such as possible professional advancement, but there is 

also a yearn for a connection with the brand. Similarly, this yearn for a connection is 

especially prominent when Kristin expresses her wish of getting to know the brand 

personally, being invited to events in return for her brand-related pictures, which she 

continuously posts. 

 

Brand Support 

 

Mostly among employees of the brand, who worked or had previously worked at Gina 

Tricot, the motivation to support the brand and contribute to the success of the company 

was found. Hanen (previous employee) and Victoria (current employee) use their own 

private Instagram account to personally advertise and spread the brand (Figure 4.3). 

Interestingly, this finding supports the assumption of recent research, that when it comes 

to UGC creation, it cannot be clearly differentiated between consumers and professionals 

(Roncha & Radclyffe-Thomas, 2016; Laurell, 2014). Moreover, Sara V., Hanna, Lisa, and 

Anna pursue the same goal of supporting the brand, despite never having worked for the 

company as employees. They claim to be motivated to recommend the brand and to help 

drive sales due to personal appreciation of the brand. Anna even considers the commercial 

relevance of her posting and mentions: 

 

“I would never use #ginamyway if it’s not relevant or the garment in the picture is old. I 

think it is important that they are present in the store when one uses that specific tag.” 

 

Thus, it becomes apparent that she is willing to contribute to the brand’s success by 

supporting their marketing activities on social media with her personal input. Anna thus 

refers to the previously introduced concept of UGA (Berthon et al., 2008), which is of 

specific value for the company owing to its cost-efficiency. The importance of personal 
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input of some individuals on Instagram leads to the following category found: co-creation 

with the brand. 

 

 
Figure 4.6 Brand-Related UGC by the Participants 3 

Source: Ljusochskuggor Instagram (2017), Fantastic5hanen Instagram (2017), Viccan Instagram (2017) 

 

Co-Creation 

 

Some participants have found to display the brand in the creation of a post with initial 

intent to contribute towards the brand's marketing, thus creating a win-win situation for 

themselves and the brand. When Sara V. was asked what she likes most about posting 

brand-related outfits she revealed that it essentially was the feeling to work for the brand. 

Ilka made a similar statement and revealed that she appreciates the feeling to “”work” for the 

company by implementing one’s own creativity”. Karin also assumes that the brand could benefit 

from discovering the different ways in which she and other customers style their products. 

Sara N. reflected upon the idea of co-creation and mentioned: 

 

“...it (posting brand related content on Instagram) makes it so that it’s no longer just 

about the brand Gina Tricot but it’s also about oneself as a creator and person. It’s a 

way to communicate and market both oneself and the product” 

 

This clearly emphasises the two-way co-creational aspect of brand-related UGC; it is 

pertaining to the brand and the benefits the brand attains from being mentioned in social 

media, and on the other hand it refers to the individual creator and the value of which 
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connecting oneself with a brand provides. Remarkably, findings further suggest that some 

participants created a post with the main purpose of relating it to a brand (e.g. Sara N.; 

Figure 4.3). These findings corroborate with assumptions of Prahalad and Ramaswamy 

(2004), suggesting that UGC in contemporary society is subject to co-creational 

engagement of consumers, communities, professionals and companies. 

 

Brand Contribution 

 

The desire to impact the brand's reputation, marketing, products, and/or brand-identity is 

the final category of the brand dimension, which was found during the empirical research. 

P11 revealed that she had posted a brand-related picture wearing a garment that was sold 

out in a different colour, hoping to impact the brand to reintroduce it in the assortment. 

She thus used her personal Instagram account and post appeal to and communicate with 

the brand. Remarkably, two participants further stated that they perceived the need to 

present the brand’s clothes on “real bodies” (i.e. Janina, Hanna) instead of models on posters 

or in the online shop. A note of caution is sounded to interpreting such statements, 

however, the words used, led to the assumption that the two customers felt the urge to 

contribute to the brand’s marketing strategy.  

 

4.4 Revised Model of Motivations for Brand-Related UGC Creation 

As demonstrated by the empirical findings, the preliminary framework created to aid the 

data analysis process contributed with possibilities of validating previous research in the 

context of this study; many a priori codes and categories were confirmed. However, some 

discrepancies between the a priori codes and the findings were identified, leading to some 

changes of the initial framework (Figure 4.4). 
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Figure 4.7 Revised Model of Motivations for UGC Creation 

Source: Developed by the Authors 

 

Within the personal dimension, four major changes have been undertaken. First of all, as 

previously mentioned, under the category personal identity, the sub-categories identity-formation 

and post-purchase behaviour were added, which was evident in the high number of participants 

referring to corresponding motivations. Furthermore, the category empowerment was 

changed from being an entire category, to being a sub-category of utility; participants who 

posted for the sake of feeling empowered did so in a highly utilitarian manner - some 

participants felt utilitarian wellbeing for being able to influence others. Unlike other 

research carried out in this area (e.g. Pettigrew et al., 2016; Leung, 2009), this study did not 

find a relevant role of the sub-category pastime (previously under the entertainment 

category) when it comes to brand-related pictorial UGC creation. As the previous finding 
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has not been found applicable to the specific context at hand, pastime was removed from 

the model. The motivation habit, which had not been considered in the previous model of 

motivations, was added as a utilitarian sub-category, as some participants referred to it.  

 

Proceeding to the social dimension, another change in the framework concerns the 

previously formed social network affirmation sub-category (previously under the social integration 

category). This category was deemed to not be distinct enough from the sub-category social 

recognition, as the findings indicate that recognition and affirmation are highly intertwined 

with such little distinction that they instead were merged. As a result, the category is now 

called social recognition.  

 

Having discussed the minor revisions in the model, the major addition is now elaborated. 

The model now includes a third dimension explaining the motivations for creating brand-

related UGC, namely the brand dimension. This dimension was found inductively through 

the empirical data, and includes five sub-categories: brand recognition, brand affiliation, brand 

support, co-creation, and brand contribution. 

 

Apart from revising the initial framework’s dimensions, categories, and sub-categories, the 

empirical findings suggest that participants often had multiple motivations for posting, 

relating to two or more dimensions. One intersection found, were motivations pertaining 

to the personal and social dimension simultaneously. P11 for example not only wishes to 

gather information (social dimension), but also does it to improve herself in a form of self-

actualization (personal dimension). Similarly, Hanna showcases a slightly different 

combination of the personal and social dimensions intersection. As mentioned, Hanna’s 

posts are intended to encourage body positivity. This is not only to change perception and 

benefitting others (social dimension), but also simultaneously to assure and empower 

herself (personal dimension). She reveals: 

 

“That more started to follow me and then comment positive things of course makes me 

realise that I’m affecting people in a positive way” 

 

The empirical findings not only suggest an intersection between the personal and social 

dimension, but also one between the personal and brand dimension. Sophia S. for example 
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expressed a wish to be recognised by the brand (brand dimension), because it would give 

her self-assurance (personal dimension). 

 

Another intersection expressed by the participants was related to the brand and social 

dimension. Sara V. for example posts both because she wishes to show peers her affection 

towards certain products (social dimension), as well as being affiliated with, support, and 

do marketing for the brand, feeling like she works for it (brand dimension). Similarly, Anna 

who wishes to work within the fashion industry wishes to be recognised by her peers in 

terms of her style (social dimension), while simultaneously being noticed by the brand 

(brand dimension). 

 

These intersections, illustrated above, are in line with the previous research (c.f. Laurell, 

2014), where dimensions in theory could be separated, however are difficult to distinctly 

separate in practice, as they can coincide. Additionally, the findings indicate posting 

motivations stemming from an intersection of all three dimensions. For example, Frida 

calls herself a “Gina Tricot Girl” and combines three reasons to post: personal (self 

expression), social (shared social identity), and brand (brand affiliation). She proclaims: 

 

“(I) Think that the majority of my clothes in the wardrobe is from there and it’s really 

noticeable that I really am a Gina Tricot girl“ 

 

She uses the brand to signify the intangible parts of her identity, thus expressing her self-

concept. Simultaneously, she wishes to integrate her personality into the brand persona, 

thus sharing this social identity, provided by the brand. She also wishes to be connected 

with the brand, affiliating herself with it. Moreover it can be concluded from the findings, 

that motivations subject to more than one motivational dimension were often addressed by 

the participants as “main” motivations. This reflects the effect, which a combination of 

personal, social and brand-related motivations can impose on the strength of the 

willingness to post. Sophia S. for example explicitly states that: 

 

“I mainly tag my products, because I want to show other women and girls where the pieces 

are from in case they want to purchase them and when this also results in recognition from 

a brand it makes me even more happy” 
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Her main motivation for posting therefore consists of all three dimensions of personal, 

social and brand-related nature. Interestingly, every participant interviewed within this 

study mentioned motivational factors related to all three dimensions. In other words, every 

participant mentioned personal-, as well as social-, and brand-related motivations for the 

creation of pictorial, brand-related content on Instagram. 

 

5 Conclusion 

The purpose of this study has been to explore motivations for brand-related UGC creation 

on Instagram in the apparel industry. By conducting this research, the study has 

contributed with in-depth insights into individuals’ perceptions and attitudes of UGC 

creation, grounded in a contemporary type of UGC, namely brand-related Instagram posts. 

Ultimately, the study has conceptualised three dimensions, explaining motivations to create 

brand-related UGC on Instagram: the personal, social, and brand dimension. These 

dimensions incorporate various motivational components, thus answering the first research 

question of this thesis: 

RQ 1 What motivates consumers to create and disseminate brand-related 

UGC on Instagram? 

Whilst the first two dimensions previously have been extensively covered in literature 

regarding motivations for UGC creation (in various contexts), this study contributes to the 

body of literature through illuminating the brand dimension. Moreover, the dimensions can 

coincide, and given the evidence at hand, the motivations appeared highly strong when 

based on more than one dimension. 

The second research question was:  

RQ 2 Under which circumstances do consumers create and disseminate 

brand-related UGC on Instagram? 

This study has demonstrated that the brand-related Instagram posts often are created as a 

creative outlet, as some professions do not allow for much creativity. Therefore, the 

practice of posting brand-related UGC becomes a compensation for aspirations, which 

cannot be realised through the content creators’ professions. Sometimes, these aspirations 
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could be connected with career aspirations; in these cases, the creators’ posting behaviour 

have been shown to be motivated by the chance of being discovered by potential 

employers, and subsequently attaining their ideal jobs. Moreover, this study has found that 

some circumstances, such as negative emotions or previous experiences with bullying, has 

led to content creators posting brand-related UGC as a coping mechanism, due to the 

positive feedback they receive of the content. 

The last research question of this study was: 

RQ 3 What attitudes do consumers have towards dissemination of brand-

related UGC on Instagram? 

This study shows that content creators have favourable attitudes towards dissemination, as 

well as creation of brand-related UGC on Instagram. Consumers tend to intentionally 

create this type of content, and are motivated to include and link brands in their posts for 

reasons connected with the found brand-related motivational dimension. This indicates 

that brands no longer are undesirable crashers, but in fact desired and incorporated in the 

realm of web 2.0 applications. 

 

6 Discussion 

This chapter firstly presents implications for practitioners and researchers, followed by 

societal and ethical considerations. Lastly it discusses limitations and suggestions for future 

research. 

 

6.1 Implications 

Practical Implications 

Due to the fact that the brand dimension has been found to be a relevant motivational 

factor for the creation of UGC, findings of this study do not support previous literature 

identifying brands as the “uninvited crashers of the 2.0. Web” (Fournier & Avery, 2011; p. 193). 

The evidence at hand provides new insights into the debate concerning the role of brands 

on social media and supports the assumptions of several studies, that users tend to 
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integrate brand-related content into their posts and publications voluntarily (Arvidsson & 

Caliandro, 2016; Kapoor et al., 2013; Christodoulides et al, 2012). To an even greater 

extent, this study shows that integrating brand-related content can be an essential 

motivation for a user to post content in the first place. 

With regards to marketing, the evidence found in this study asserts the relevance of 

Instagram for brand management and customer-engagement. Moreover, it underpins the 

importance of the platform for improving and enabling brand awareness, brand image and 

purchase decisions. Knowing in which way different dimensions of motivations account 

for the creation of UGC, enables brand managers to elicit and stimulate brand-related 

consumer activities online. Companies could therefore strongly encourage usage of tagging 

and hashtagging the brand, appealing to the three motivational dimensions found in this 

study. As the findings suggest, many consumers perceive it as a norm to relate posts to 

brands through linking them, suggesting that use of less direct approaches of encouraging 

users to create brand-related UGC also is effective when wishing to spur content creation. 

Therefore, rather than directly urging the users to hashtag and tag the brand, it could be 

implied through modelling this behaviour, suggestively by employees of the brand.  

This study has moreover shown that there are possibilities of combining all three 

motivational dimensions for the consumer to increase the incentive to post a picture. By 

for example promising to repost selected pictures on the brand’s Instagram profile, it could 

appeal to the personal dimension in the form of self-affirmation if being noticed through 

social- and brand recognition. Direct implications for practitioners arising from the present 

study are a) recognising and rewarding the UGC creator, b) offering sweepstakes on 

Instagram, encouraging users to share their way of styling brand products under a certain 

motto, c) invitations to brand events and d) co-creational integration of UGC into the 

brand website and Instagram account around a brand-related hashtag. Encouraging 

consumer and employee participation in using hashtags such as #ginamyway combines the 

three motivational dimensions of UGC creation; content creators can satisfy their personal 

motives through self-expression, their social motives through peer communication, and 

brand motives through brand co-creation. Therefore, little input (i.e. creating a brand-

related hashtag, promoting it and recognising the customers using it) by the brand can in 

turn develop into great dynamics, which reinforce themselves in a ripple effect. 
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Societal and Ethical Perspectives  

Apart from implications for researchers and practitioners, the positive and negative societal 

and ethical perspectives of brand-related UGC are now discussed. Generally, encouraging 

UGC creation is of particular value for small and medium sized enterprises, and 

entrepreneurial start-ups, which often have smaller marketing budgets than large, 

multinational enterprises (Ietto-Gillies, 2012; Burns, 2010). Thus, in a micro perspective, 

understanding how to efficiently leverage social media and its components (e.g. UGC) 

could impact the livelihood of these small and medium sized business owners (sometimes, 

marketing on social media might be the only option which the small business owner can 

afford), and in extension, society through, increased work opportunities as the firm grows. 

However, a question arises of whether or not these brand-related posts present a negative 

impact for society, and if the practice could be considered ethical. Given the data found, 

some consumers feel like it is the norm to turn posts into brand-related ones through 

linking brands of apparel worn in a picture. Could it be, however, that this prevalence and 

focus on listing brands of one’s clothing in UGC could impact other individuals into 

negative pressure of doing the same, thus promoting increased consumption, or even 

overconsumption? Further, what does it imply then if one wears brands, which cannot be 

linked for various reasons? Does it imply that individuals with less means to consume 

products, which can be linked to brands, are excluded from the social dimension in 

creating brand-related posts? In that respect, the participant Lisa specifically pointed out 

that she would feel like missing out on an important part of contemporary society if she did 

not post on Instagram. Therefore, the negative impact this social pressure could have on 

individuals is acknowledged and should be recognised during research and marketing 

activities in the apparel industry. 

Returning to the question raised when inspecting the heavily emphasised practice of 

posting brand-related UGC, the findings of this study imply that posting behaviour benefits 

both individuals (through empowerment) and other society members (through inspiration). 

In turn, this benefit is disseminated more effectively and widely through usage of brand 

links. Sometimes, the main purpose of posting the content, was not to relate the post to a 

brand, but to convey a deeper message such as body positivity, coping mechanisms with 



 

 62 

insecurity, compensation for non-creative work life, or inspirational quotes urging people 

to act more kindly. Furthermore, some participants mentioned the urge to present clothes 

on “real bodies” rather than commercial models, indicating a strong motivation to advocate 

diversity in the way in which society views beauty. As this is more likely to create positive 

ripple effects rather than negative, these posts presumably contribute positively towards 

society rather than negatively. 

 

6.2 Limitations and Directions for Future Research 

As the purpose of this study has been to identify relevant posting motivations, and the 

researchers chose to implement a qualitative data collection technique, the weight of these 

motivations, namely which dimension, category, or sub-category comprise the most 

prominent and strong reasons for posting, could not be assessed. Investigating the weight of 

the motivations through collecting quantitative data could have possibly enriched the 

empirical findings of this study. In other words, it could have provided practitioners with 

more generalizable information regarding the motivations’ relative effectiveness to enhance 

the customer-brand relationship. Another limitation connected with this study is that the 

empirical findings solely consisted of the participants’ statements (i.e. self-report), thus 

presenting risk that the participants provided socially desirable answers (Malhotra et al., 

2012). This limitation could have been mitigated by for example adding a netnographic 

research strategy (Saunders et al., 2016). Moreover, the findings could have been further 

enriched, as the researcher could have observed the participants’ actual behaviour on 

Instagram. However, due to limitations in time and scope of this study, the circumstances 

did not allow for including quantitative data collection or a netnographic strategy. 

Therefore, future research could provide additional insights through quantitatively 

measuring the aspects of motivations, or enriching the research field through netnographic 

observations. Moreover, the study at hand found that the social exchange through UGC on 

Instagram is highly based on product inspiration, product advertising, reviews, and the 

purchase intentions. Future research could thus investigate the influence of social media on 

shopping activities. This would consider the consuming aspect of UGC, investigating in 

which way the social dimension of UGC influences purchasing decision-making processes.  
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8 Appendices 

Appendix 1  Brand Encourages UGC Creation on Instagram  

(Gina Tricot, 2017) 
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Appendix 2  Interview Guidelines 

(Adapted from Saunders et al., 2016; Stieger & Göritz, 2006; Voida et al., 2004) 
 

Interview Guidelines 

 
Preparatory Stage 
 
Send out a request for interviewing the person, for example: 
“Hey (name), my name is (name) and I am a student from (place) working with Gina Tricot.  
We are always very happy about customers posting pictures of themselves on Instagram, tagging Gina Tricot 
clothes and we are constantly thinking about how we can collaborate better with the customers in this case. I 
found your picture through (source) and became curious of your experience with these types of social media 
posts. 
 
Would you be interested in having an interview about this on the phone or here on Direct Message or Facebook? 
Your answers would be a part of my master thesis and I would really appreciate it! As a token of our appreciation, 
you would receive a (insert amount) voucher/discount to use at Gina Tricot. You would really help me a lot if 
you would like to be interviewed! 
 

During the Interview: 
 

• Present yourself and the study 
• Mention that the participant’s answers will be used for our master thesis 
• Ask the participant whether she wishes to be anonymous or not 
• Thank the person for participating 
• “Let’s begin with some standard information about you” 
• Encourage the participant to share more about herself 
• Acknowledge the participant’s opinions through for example “I understand”, “yes”, etc. 
• Probe and pose follow-up questions 
• Keep an open, curious and friendly attitude 

 
Interview Questions 
 
Ice Breaker Questions: 

• How old are you and what is your occupation? Do you study, do you work? 
• Can you tell me a little about yourself? 

 
Questions: 

• Can you tell me a little about this picture? 
o What are you wearing on this picture? (try to find out which garment is from Gina) 
o Who took the picture? 
o Why did you take the picture? 
o Why did you post it? 

• How have you found out about the hashtag you used? 
o Has someone you know used a GT related Hashtag before, have you seen it before? 

• Have you seen other pictures using the tag/hashtag (name of hashtag)? 
o What do you think of them? 
o Why do you think people post pictures of themselves wearing Gina Tricot clothes and tagging 

the brand or hashtagging? 
o Are there any of these motivations that also apply to you when you for example post a picture 
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of yourself wearing Gina Tricot clothes and hashtag/tag the brand? 
 

• What do you think about posting brand-related content on Instagram in general? 
• Have you ever received a positive feedback on your fashion style on Instagram? 

o What did that feel like? 
• How would that feel for you if you find out that one of your followers buys the exact same clothing item 

you posted and tagged 
• Have you ever asked your followers about their opinions concerning a clothing item you wore on a 

picture? 
o What kind of response did you get? 
o How did that affect you? 

• What would it feel like if Gina Tricot reposted your picture on their Instagram? 
• What would it feel like if Gina Tricot posted your picture on their online shop? 
• Do you hope that people will think of you in a certain way when you post pictures of yourself wearing 

Gina Tricot clothing? If yes, in what way do you hope they think of you? 
• Do you hope for any type of reaction from posting pictures of you wearing Gina Tricot clothing? If yes, 

what reaction do you hope for? 
• Do you have any special goals or something you strive for with your Instagram account? 
• Can you tell me a little about your relation with Gina Tricot (the brand, store, clothing)? 
• Is there something you want to communicate through the pictures you post? For example, this picture 

(show picture with Gina tag/hashtag). If yes, what is it that you wish to communicate? 
• Which task could you imagine doing best in a fashion company? Being the designer, creating the clothes, 

the stylist, combining the outfits or the model, presenting the looks? 

 
After the Interview 
 

• Thank the participant 
• Ask the participant if she would be willing to answer further questions if needed 
• Send discount voucher to person 
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Appendix 3  Interview Transcripts 

Available upon request.  
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Appendix 4  Coding Book 

(Developed by the Authors) 
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Appendix 5  Data Display Matrix 

(Developed by the Authors) 
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