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Abstract 
Background- Communication messages today are all about influencing and persuading 
people. Two main types of messages can be seen when studying the healthy food trend on 
Instagram and how it is impacting attitude formation and change; these two are positive 
and negative messages. However, different communication messages are not the only de-
ciders of attitude formation and change. There is one more significant factor that impacts 
attitude formation and change; this factor is identification with the message sender.  

Purpose- The purpose of this thesis is to identify whether positively or negatively themed 
messages on Instagram have a stronger impact on a person's attitudes regarding healthy 
food consumption. We will further examine if identification with the message sender addi-
tionally impacts attitude formation and change. 

Method- In order to fulfill the purpose of the thesis we used a qualitative research ap-
proach. We conducted interviews with 40 respondents that belonged to our main target 
group. Furthermore we conducted a robustness check with six respondents. All 46 re-
spondents included in the qualitative study were Instagram users, and all the respondents in 
the main target group were students. 

Findings and Conclusion- After analyzing the empirical results together with suitable 
theories, some main conclusions could be drawn. The study demonstrated that positive 
communication messages are the preferred message type on Instagram. We further con-
clude that identification with the message sender does indeed have an additional impact on 
attitude formation and change. Based on this study we can say that communication mes-
sages and identification with the message sender work together in forming and changing at-
titudes regarding healthy food on Instagram.  

Practical Implications- This thesis gives valuable indications to companies, organizations 
and decision makers in order to direct marketing practices in terms of communication mes-
sages on social media, particularly Instagram. Moreover it gives insights for managers to be 
able to create communication messages that correspond to the expectations of the society.  

Keywords- Communication messages, attitude formation and change, identification with 
the message sender.  
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1 Introduction 

1.1 Background 
In all advertising, the main goal of a message is to influence people and to persuade them 
to make a purchase (Danciu, 2014; Ryan, 2014). In the past couple of years digital market-
ing has constantly evolved and has pushed many changes to emerge (Rowan, 2002; Holtz, 
2015). This can be seen in the worldwide digital marketing spending which will be more 
than doubled from year 2012 to year 2018 (Statista, 2016). In turn, this leads to a shift in 
consumer’s preferences towards the phenomena of digital marketing (Rowan, 2002; Holtz, 
2015). The question that remains then is if digital marketing has the power to adapt and re-
spond to the changes in consumers’ minds? 
 
Generally, it is proposed that communication messages usually aim to evoke positive emo-
tional reactions. It is said that positive emotions can in fact enhance recall, yield positive 
evaluations and improve mood among consumers (Mai & Schoeller, 2009; Poels & Dewit-
te, 2006; Bagozzi, Gopinath & Nyer, 1999). Negative messages, however, have mostly be-
longed to social marketing messages that are designed in such manner that they imbue fear 
and discomfort in order to provoke an action (Gardner, 1985). However, more recent work 
has noticed a huge increase in negatively themed messages across various industries 
(Brocato, Gentile, Laczniak, Maier, & Ji-Song, 2010; Jones, Cunningham & Gallagher, 
2010), including also the food industry (Page & Brewster, 2009). And today, they are used 
profoundly to motivate and persuade people to perform specific adaptive behaviors (Ros-
kos-Ewoldsen, Yu & Rhodes, 2004). 
 
According to Pettigrew, Roberts, Chapman, Quester and Miller (2012), the literature relat-
ing to the usage of messages indicated that both negatively and positively themed messages 
could indeed be used to captivate the attention of the audience. However, positive themes 
are in fact encouraged since they have demonstrated a widely positive effect on the atti-
tudes the audience holds towards the advertisements (Pettigrew et al., 2012). Moreover, 
one should know that differently themed messages are not the only deciders of attitude 
formation when it comes to communication messages on the social media platform Insta-
gram. There is one more significant factor that also impacts attitude formation; this factor 
is identification with the message sender (Basil, 1996). Identification means that a commu-
nication message will most likely achieve a more lasting attitude change if the receiver of a 
message adopts similar beliefs, values, attitudes or behavior as the message sender (Kel-
man, 1961). When this certain fit exists between the receiver and the message sender, it is 
more likely that the receiver will develop a more positive attitude towards the message 
(Kahle & Homer, 1995; Kamins, 1990). The concept of identification is particularly useful 
and relevant when investigating media messages due to the reason that many people do in-
deed identify with message senders without ever meeting the sender in person (Brown, 
2015).  
 
This new and constantly changing environment carries with it multiple interesting ques-
tions regarding people's social behavior and how these new technologies do in fact impact 
consumers everyday lives (Arújo, Corréa, da Silva & Prates, 2014). Internet enables people 
to interact with one another in order to share knowledge and experience on products 
(Jayanti, 2010; Chaffey, Ellis-Chadwick, Johnston & Mayer, 2006). Thus, today, negative 
publicity is not only caused by the media but also by the consumers, whose opinions are 
indeed the most trusted among other consumers and therefore an important factor for the 
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message sender or company to consider in order to avoid injurious consequences (The 
Nielsen Company, 2009). Social media is the place where all of this is extremely visible. The 
use of social media has evolved extremely as the digitalized society has developed (Heller-
Ballard & Parasnis, 2011; Gallaugher & Ransbotham, 2012). Social media has therefore 
grown to be the most recently used marketing tool that everybody seems to be using (Kirtis 
& Karahan, 2011) and in particularly Instagram that is growing rapidly (MDG Advertising, 
2015). Instagram is making use of the fact that the Internet has been altering marketing 
more and more into a visual direction where the importance of using images instead of 
simply words has taken over (Schroder, 2002). Not only is Instagram growing, but it is also 
perfectly positioned for the future and represents the most important social media market-
ing opportunity in 2016 (MDG Advertising, 2015).  
 
Internet has also made it easier for people to search for health information and has thus 
become one of the main sources for it (Fox & Fallows, 2003). Therefore marketers and 
health advertisers have an opportunity to take advantage of the growth of the Internet and 
social media for advertising purposes (Park, Rodgers & Stemmle, 2011). Even though dis-
eases and treatments are still the most popular topics among Internet users, people have 
increasingly searched for information regarding nutrition and fitness (Fox & Fallows, 
2003). This growing interest towards nutrition can also be seen in social media sites such as 
Instagram where users are posting and sharing pictures of dining experiences (Sharma & 
De Choudhury, 2015), and companies are hiring people to post Instagram pictures of their 
food to attract people (Castillo, 2014). Before social media boosted people usually had their 
phones nearby the dinner table because they were expecting calls. Today it is a lot different. 
On almost every table there is a phone, and they are not used for calls or texts, they are 
used to share pictures of the food online (Leung, 2012). In 2015, one of the biggest health 
trends was indeed posting food pictures on Instagram (Well+Good, 2014) in which the 
visual aspect of the application inspired people to make better choices (Well+Good, 2015). 
Basically, social media is changing the way people eat (Menulog, 2014).  
 
Food advertising has gained a huge amount of attention since it has the ability to trigger 
food consumption among people. Furthermore it has a profound influence on social 
norms connected to food consumption and due to this in recent years much more empha-
sis has been placed on the advertisement around food (Pettigrew et al., 2012).  More recent 
data implies that food advertisements may be turning more and more to negative themes in 
an attempt to boost awareness and sales (Pettigrew et al., 2012; Das, de Wit & Stroebe, 
2003).  
 
In this ever-changing society today (Stephens, 2005), many considerations play an im-
portant role in how people perceive a message and how in turn this message impacts their 
attitudes. Since everyone seems to be using social media (Kirtis & Karahan, 2011) and digi-
tal marketing is constantly evolving (Holtz, 2015), this continuously creates new opportuni-
ties to reach and change people's attitudes. 

1.2 Problem Discussion 

A considerably large amount of studies on social media and its impact on consumers have 
been conducted throughout the years, but still knowledge about this phenomenon is not 
even close to complete (Park et al., 2011). Most previous research within the area of nega-
tive and positive contents in communication messages has put main focus on the diverse 
emotions that individuals experience as a result of the message content (Kemp & Kopp, 
2011; Mai & Schoeller, 2009; Moore, Harris & Chen, 1995). In addition, previous research 
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on the subject matter has mainly focused on politics and the tobacco industry (Fridkin, 
Kenney & Wintersieck, 2015; Robideaux, 2013; Anderson, Hastings & MacFadyen, 2002; 
Baudot, 1991). 
 
Many times advertisements and messages are very far from coordinated with people's ob-
jectives, interests and their true needs (Danciu, 2014). When discussing the process of judg-
ing information from a people perspective, it is legitimate to say that if a person retains a 
negative or positive attitude towards a particular message or object, it is likely that the per-
son will also act in firmness with that possessed judgment (Ajzen, 2001). However, it is also 
true that people do not in all situations act in accordance with their possessed attitudes 
(Ajzen, 2001). When studying this closer, it seems that one important factor could have a 
profound importance when it comes to the impact of positive and negative messages. Ac-
cording to parasocial relationship theories, these suggest that the identification with the 
sender of the message or picture has a large impact on the underlying behavior or attitude 
change from the person (Basil, 1996). A message sender who has the greatest chance to 
achieve a lasting change in a person's attitudes or behavior is one with whom the audience 
identifies with (Basil, 1996). Meaning that, the likelihood of a person enacting in a certain 
behavior depends on the degree of identification they have with the message sender. When 
people identify with the sender they are more prone to enact in any behavior that is in turn 
modeled by that person  (Basil, 1996).  
 
Marketing communication is an extensively studied topic with many different focus areas. 
However, to our knowledge, there are no other studies that have investigated the identifica-
tion with a message sender and whether positive or negative messages have more impact 
on consumers’ attitudes in the context of Instagram and healthy food pictures. Instagram 
has not drawn a lot of attention from the research community even though it is the most 
popular application for taking and sharing pictures (Hu, Manikonda & Kambhampati, 
2014). Therefore, with research demonstrating the huge impact of social media on the soci-
ety and the lack of research concerning the food trend on Instagram, we find this topic in-
teresting and highly relevant to study. The importance for this topic can be seen in the 
growing use of the visual marketing approach (Schroeder, 2002). Therefore, we found it 
important to study communication messages and how attitudes are formed and changed 
through the image driven Instagram. However, to be clear, this study will not be strictly fo-
cusing on advertising and marketing communication theory, but more on private persons 
who use Instagram as a platform to communicate healthy food messages to other people.  
 

Lastly, the literature demonstrates a need for research on how consumers’ perception and 
identification with the sender affects their attitude towards the message, and if positive or 
negative arguments have more impact on people´s potential attitude change. Having looked 
at this, there exists a fascinating gap within current research. With the starting point from 
the demonstrated need for the importance of social media and marketing communication 
in the society today and the phenomenon of posting pictures of food on Instagram, we de-
cided to study what type of communication messages have the most impact on people's at-
titudes in the context of Instagram and healthy food pictures. Separate from that, we also 
wanted to investigate the meaning of identification with the message sender when it comes 
to different communication messages. These two concepts are treated separately through-
out the thesis; however, in the analysis they may be merged together if they together have a 
combined effect on attitude change and formation when it comes to communication mes-
sages on Instagram.  
 



 

 
4 

1.3 Purpose 
The purpose of this thesis is to identify whether positively or negatively themed messages 
on Instagram have a stronger impact on a person's attitudes regarding healthy food con-
sumption. We will further examine if identification with the message sender additionally 
impacts attitude formation and change. 

1.4 Research Questions 

Previously discussed problems associated to the topic and with the aim to fulfill the stated 
purpose the following research questions have been constructed.  
 
Research question 1: Do positive or negative messages have a stronger impact on a per-
son's attitudes regarding healthy food consumption?  

Research question 2: In what ways does identification with the message sender have an 
additional impact on people's attitudes regarding healthy food consumption? 

1.5 Perspective 
This thesis will focus on a consumer perspective and not on a company perspective since 
we have found previous studies that focus on how companies create messages to impact 
potential customers. Marketers, managers, company leaders, company owners and general 
consumers might be intrigued by the results if identification with the message sender does 
indeed have an impact on the end result and if positive or negative messages are more like-
ly to induce behavior change among consumers. Further, this thesis could also be interest-
ing to the same audience due to the profound impact that social media and advertising has 
in today's society. And lastly, this topic can provide valuable information for companies 
and decision makers in order to direct their marketing practices. 

1.6 Delimitations 

This thesis delimits its study to only Instagram as the chosen context to illustrate the prob-
lem at hand. It further only focuses on messages in relation to food and health aspects.  

1.7 Definitions 

1.7.1 Communication Messages 

Communication messages include three types of communication. These are verbal com-
munication, oral communication and visual communication (Nayab, 2015). 

1.7.2 Positive Messages 

Persuasive messages that put emphasis on the positive gains of consuming a product or 
service (Wansink & Pope, 2014; Chandler & Munday, 2011). 

1.7.3 Negative Messages  

Persuasive messages that put emphasis on the negative aspects of consuming the service or 
product (Doyle, 2011; Wansink & Pope, 2014).   
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1.8 Thesis Structure  
This table aspires to demonstrate the overall structure of this thesis and give the reader an 
indication of the content in each section of the thesis.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Introduction 
This chapter will provide a 
background to the chosen topic. 
Moreover, it will move on to a 
problem discussion, which discusses 
the relevance of the topic to be 
researched. Furthermore,  a purpose, 
perspective, delimitations, definitions 
and research questions will be stated. 
The research questions will later be 
answered in the analysis and 
conclusion of the thesis. The last 
section illustrates the overall structure 
of the thesis.  

	

Method 
This chapter discusses the choice of 

research approach and the selection of 
empirical resources. We will also 
discuss the thrustworthiness and 

credibility of the study and state the 
chosen analytical approach.  

	

Theoretical framework	
This chapter will review theory that is 
of high importance for the thesis. The 
theoretical framework consists of 5 

major parts.  These parts will be used 
as a theoretical basefrom which 

research questions will be formulated 
and will also give necessary backup 

information for the analysis.  

Empirical findings  
This chapter will present the 

empirical findings of the study, which 
will flaterbe used for the analysis part.  

Analysis  
In this chapter we will evaluate and 

interpret the findings from the 
empirical research. Moreover, the 

given theoretical platform and 
research questions will be used to 

form a complete analysis.  

Conclusion	
The conclusion aspires to provide 

answers to the research questions and 
to present a concluding meaning to the 

purpose of the thesis.  

References &Appendix 

Figure 1.1 Thesis Structure 
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2 Method  
This chapter outlines the choice to use a qualitative research method as the chosen research approach. More-
over, it also outlines the empirical resources elected in order to appropriately answer the stated research ques-
tions and to fulfill the purpose of the thesis. Further, the data collection choices and the credibility and 
trustworthiness of the study are presented and discussed. In the last part of the method, the chosen analytical 
approach is presented and discussed.  

2.1 Research approach 

In order to investigate the purpose of the thesis on identifying whether positively or nega-
tively themed messages on Instagram have a stronger impact on person’s attitudes regard-
ing healthy food consumption and further if identification with the message sender has an 
additional impact on a person’s attitude formation and change, we found it helpful to use a 
qualitative approach that was conducted through semi-structured interviews.  
 
The two most frequently used methods to collect data are the quantitative and the qualita-
tive method (Ghauri & Grønhaug, 2010; Saunders, Lewis & Thornhill 2009; Welman, Kru-
ger & Mitchell, 2005; Jacobsen, 2002). The data collection, processing and analyzing differ 
in these two methods and are executed depending on which method is chosen  (Saunders, 
Lewis & Thornhill, 2012; Jacobsen, 2002). The quantitative method is used in order to gen-
erate numerical data whereas the qualitative method is used to produce more in depth, 
non-numerical data (Saunders  et al., 2009). The qualitative method allows more flexibility 
and enables the respondents to express their views, feelings and experiences, allowing to 
dig deeper into a matter and gain insights (Malhotra & Birks, 2006; Ghauri & Grønhaug, 
2010), and this is why we chose the qualitative method. To fulfill the purpose of the thesis, 
we wanted to reveal true feelings and experiences of the respondents and be open for the 
possibility to obtain information that was not planned in the beginning, especially on the 
identification part of this thesis. We believe that this would not have been possible if we 
would have made the choice to only use a quantitative research method.  
 
If we had chosen to only do a quantitative method this would have most likely reduced the 
level of new insights that we could gain in the study, however, this method would most 
certainly have enabled us to reach a higher number of respondents and thus would have in-
creased the generalization of our results. However, there is a possibility that important an-
swers might have been unclear, or even left out completely if we would have only used the 
quantitative method. The decision to only use a qualitative approach was a conscious one 
in believing that it gave us the opportunity to collect all the information we needed in only 
one method. Further it gave us the opportunity to ask additional questions about meaning-
ful and fascinating phenomena discovered during the interviews. The consequence of only 
using a qualitative approach however is that the sample size is rather small and thus the re-
sults are less generalizable (Saunders et al., 2009) compared to applying also a quantitative 
method in the study. Using a mixed-method would have also allowed us to reach more 
people and therefore more generalization of the results, but also add insights and deeper 
answers through interviews to balance out the complete results.  
 
Qualitative research tends to be exploratory (Ghauri & Grønhaug, 2010) in which the main 
objective is to understand a phenomenon that is hard to measure (Malhotra & Birks, 2006). 
Exploratory research is often used when the purpose of a study can not be measured in a 
quantitative way (Malhotra & Birks, 2006) and requires skills to construct an explanation 
for a phenomena (Ghauri & Grønhaug, 2010) by collecting and analysing data most com-
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monly through academic literature and interviews (Saunders & Lewis, 2012). In this thesis, 
the first part of the purpose was to identify whether negatively or positively themed mes-
sages on Instagram have a stronger impact on a person's attitudes regarding healthy food 
consumption. This part of the purpose could have most certainly have been fulfilled by not 
using an exploratory qualitative approach. However, we further aimed to examine if identi-
fication with the message sender has additional impact on a person's attitude formation and 
change towards healthy food. This second part of the purpose would have been very hard 
to measure, and thus, the exploratory approach needed to be applied in order to properly 
fulfill the purpose of this thesis.  
 
Furthermore, qualitative research methods often tend to build on an inductive approach 
because it is “ [...] an inductive view of the relationship between theory and research, 
whereby the former is generated out of the latter” (Bryman & Bell, 2007, p.402). An induc-
tive approach thus means that the collection of data plays a larger role than the existing 
theory within the field (Saunders et al., 2009). In addition, qualitative research is open for 
insights that might have not been predicted in the beginning of the research and thus indi-
cates towards inductive approach (Jacobsen, 2002). However, not in all cases is a qualitative 
study only based on either an inductive or a deductive approach. The deductive approach 
means that the research approach is clearly adopted based on already existing theory. Fur-
ther, the theoretical position is then tested during the data collection (Saunders et al., 2009). 
This thesis followed both an inductive and a deductive approach. This is due to the reason 
that it was not completely inductive since the data collected did not play a larger role than 
the existing theory in the field, and furthermore, it was not purely deductive since the re-
search approach was not purely based on the existing theory within the field. We added ad-
ditional questions in the interviews that were not entirely theory based in order to find new 
insights to add to existing research, thus, the research approach was not completely based 
on already existing theory.  
 
In this thesis the inductive approach was adopted in order to elaborate new theories after 
collecting and analyzing empirical data. Furthermore, the interviews served the purpose of 
studying if the people interviewed showed characteristics corresponding to the suggested 
impact of positive and negative messages and the impact of identification with the message 
sender given in the theoretical framework. In the interviews we let the respondents direct 
the interview towards insights that were not yet brought up in the prior theoretical facts or 
knowledge within the researched field. In this way we could avoid using this approach as 
one that was solely aimed at searching for information that would verify what we before-
hand expected to find. 
 
The deductive approach in this thesis is seen in our interview questions since the majority 
of them are theory based (See appendix 1.1). This further underlines that the study was de-
signed to increase the understanding of previous findings presented in the theory chapter. 
Furthermore, later in the analysis chapter the empirical findings of our study are compared 
to the theoretical findings that show further deductive reasoning. 

Even though it may be that this study has a considerably strong theoretical base, it is still 
not purely based on a deductive approach. In our study we did not aim to only test specific 
theories in practice, which is usually a purely deductive approach. Instead we aimed to 
combine previous theoretical findings with new arising findings that would enhance the 
understanding of the studied area. This can be seen later in the analysis where new arising 
findings such as trust, text based messages and gender and age differences are added, which 
were not included in the created conceptual model from the beginning. Therefore our 
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study had both inductive and deductive characteristics that complemented each other. To 
make it more clear we might summarize it as follows. In the first step of the study, existing 
theory on the topic was analyzed and we further connected the most important findings in 
order to create questions for the interviews, this shows signs of a deductive approach since 
the theory was extremely important in order for us to be able to create the questions. In the 
second step, after analyzing and connecting previous theoretical findings and analyzing 
whether they are connected to the findings in our data, we also considered additional inter-
esting topics or findings that might have risen during the interviews which can further be 
seen in the analysis. In this part of the study, our inductive approach was reflected. 
 
Since we applied both a deductive approach and an inductive approach in this study it 
served as an enhancement to reach a greater understanding of the already existing theories 
in the field instead of constructing a whole new theory. Through this approach we did not 
develop a new theory, instead we aimed to contribute to the already existing theory within 
the field through new insights and phenomena that were discovered within the interviews. 
However, the consequence of choosing to only use a qualitative approach limited our study 
in the sense that the scale of the study was rather small and therefore generalizations of the 
findings could not be made. However, some very interesting new aspects in the field did 
have the potential to arise and add to the previous findings in the field due to our choice of 
using a new and modern platform such as Instagram that promotes messages to people in a 
different way than has been previously seen. This reinforces why conducting this study may 
be seen as an important contribution to the existing findings in the field.   

2.2 Qualitative study 

A qualitative study approach is most often suitable when the researcher wants to reach a 
deeper understanding and get more clarity in a phenomenon or concept (Jacobsen, 2002; 
Ghauri & Grønhaug, 2010). The main purpose when using a qualitative approach is to gain 
new insights and to understand (Ghauri & Grønhaug, 2010; Jacobsen, 2002). We found 
this research approach most suitable for our study in order to gain an understanding of 
what kind of messages have a more profound impact on people's attitudes and further if 
identification with the message sender has additional impact on attitudes. This research ap-
proach is mainly designed to bring out how people describe and perceive a specific situa-
tion (Jacobsen, 2002). Moreover, it is a method that is very convenient when the researcher 
aims to reach a larger accuracy in a rather unclear subject, or when the researcher wants to 
assess a more estimated interpretation of it (Jacobsen, 2002). In the end, the most evident 
characteristic of a qualitative research study is in fact that it prioritizes information collec-
tion in form of words rather than in numbers (Bryman & Bell, 2011).  
 
A qualitative research method of course has both pros and cons. One of the most positive 
things about a qualitative study is that it puts very little limitations on the answers given by 
the respondents in the study. The research instead puts high emphasis on tones, details and 
the unique characteristics of each respondent (Jacobsen, 2002). Furthermore, the main as-
pect of a qualitative research is openness, which enables qualitative studies to maintain a 
high degree of internal validity since you are able to reach the genuine understanding of a 
situation or a phenomena (Jacobsen, 2002). In our interviews we constantly tried to main-
tain a high degree of openness in order to be able to reach greater closeness with our re-
spondents. This also enabled us to be very flexible in our interviews since we kept a very 
open atmosphere between the respondents and ourselves. 
 



 

 
9 

The seemingly most commonly used method to collect information within the qualitative 
research approach is the interview, which is also the chosen method in this study. The rea-
son why we chose to perform interviews was because we wanted to reach a large amount 
of individual opinions. We also wanted to reach the individual feedback from each re-
spondent on their view of communication messages and identification on Instagram. We 
chose to not perform focus groups since that might have caused group pressure to create 
insecurity among respondents and in turn could have influenced the individual person´s 
opinion.  Two pie charts overviewing the respondents are provided later in the empirical 
findings (see table 4.1 & 4.2). An interview is outlined in a way where the respondent and 
the researcher are conversing in an ordinal dialogue (Jacobsen, 2002; Ghauri & Grønhaug, 
2010). All the data that is being collected in the interview comes in form of meanings, 
words and stories. The respondent and the researcher are conversing about diverse situa-
tions and circumstances and the researcher in turn takes notes on what the respondent is 
replying to the questions (Jacobsen, 2002). 
 
We did not want to put restraints on what type of answers we received from the respond-
ents in the interviews, and we also wanted the second part of the interviews to open up for 
new and additional observations, interpretations and insights. Therefore we chose to go 
with semi-structured interviews. A semi-structured interview is a way to gather data where 
the interviewer asks the respondent a set of subjects with already pre-determined questions 
where the order of the questions can vary depending on what the respondent covers in 
his/hers answers during the interview (Ghauri & Grønhaug, 2010; Saunders & Lewis, 
2012). Semi-structured interviews open up the possibility to ask additional questions that 
might arise during the interview. This gives the interviewer the possibility to explore the 
objectives of the study in more depth as well as enabling the opportunity to collect new 
impressions (Saunders & Lewis, 2012). Since the field of what type of communication mes-
sages might form and change people's attitudes regarding healthy food is not yet fully ex-
plored, we found it relevant and important to use the semi-structured interviews in order to 
have the possibility to open up for new insights and impressions. But still, however, at the 
same time acquire answers that are important for our study with respect to the chosen the-
oretical framework and our research questions. The semi-structured interviews were of 
specific importance when we wanted to investigate the identification part of the thesis. In a 
field that is not yet fully explored it is very typical to use semi-structured interviews in order 
to reach an improved understanding of the subject for the analysis (Saunders & Lewis, 
2012).         

2.3 Data collection 

2.3.1 Interview conduction  

The interviews performed in our study were conducted in order to investigate the phenom-
ena of different messages on Instagram, the receiver's attitudes and the identification with 
the message sender. Our aim was to examine a sample that was as large as possible in order 
to be able to later reach a thorough understanding of our chosen research topic.  
 
In the planning process of our study, the goal was to conduct 40 interviews in total in order 
to get as many insights as possible. We aimed to conduct the interviews with respondents 
that represent the regular person that uses Instagram daily. Since the first part of the inter-
views were planned to be more structured and straightforward and thus faster, conducting 
such a vast number of interviews seemed to be attainable. The whole interview was 
planned to take approximately 15-30 minutes. Moreover, according to existing literature on 
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using positive and negative messages in health related issues, there seems to be a clear divi-
sion what is found to be effective between people who are interested and knowledgeable 
about nutrition and who are not. Therefore we wanted to divide our target group of re-
spondents into two groups consistent with other studies and have nearly the same amount 
of respondents in both groups, if possible. All the interviews were planned to be conducted 
in person but, however, we took in consideration to also apply Skype interviews if needed.  
 
When we were in the process of retrieving people for the interviews we initially asked 80 
persons to participate in our study. 18 people were not able to participate due to various 
personal reasons, another 22 people unfortunately did not fit our criteria for participating 
in the study since they either did not use Instagram or the did not fit into our beforehand 
decided age range. We ended up conducting 40 interviews in total. We had planned before-
hand to divide the respondents into two different groups depending on if they were inter-
ested in and knowledgeable about healthy food and nutrition but, however, we had a hard 
time finding people who considered them not knowledgeable. Therefore we ended up hav-
ing more respondents who considered them knowledgeable (30 respondents) than not 
knowledgeable (10 respondents), which did not follow our initial plan. However, we do not 
believe this had an impact on our study since we could not see a pattern in the answers, 
which was similar to previous research findings. Moreover, the interviews were all conduct-
ed face to face. The interview guide consisted of 27 questions, divided into five categories, 
where the first part was more structured and the second part more of an open discussion 
(see appendix 1.1).  
 
Each interview ended up lasting around 20-30 minutes and all of the interviews were rec-
orded in order to make sure we could easily analyze and transcribe the data afterwards. The 
length of the interviews in our case did not need to exceed 30 minutes since we felt that we 
clearly captured all the information needed during the time span we had. Furthermore, al-
most all the interviews were conducted in English. However, since a few respondents, 
mainly the respondents under 18 years in the robustness check, were not fully capable of 
answering in English we also offered the possibility to do the interviews in Swedish.    

2.3.2 Theory interpretation and choice of theories 

Presenting a trustworthy theoretical framework by critically reviewing existing literature was 
important in this thesis and thus theories from various competent researchers were includ-
ed. In order to increase the credibility of this thesis a versatile range of different researchers 
with highly cited studies were used to get multiple interpretations but, however, might have 
caused the exclusion of other important existing literature. Furthermore, we found it espe-
cially important to refer to both early research in the field, as well as more recent research 
in order to present a correct and useful theoretical base for the study. Lastly, this study is 
primarily based on books and academic journals in order to decrease the inaccuracy of 
sources. 

2.4 Choice of sample 

In this study, the sampling technique leaned towards a convenience sampling technique in 
the manner that it was a non-probability sampling method and the respondents were to 
some extent chosen by the interviewers. Convenience sampling is a technique in which the 
selection of respondents is mainly completed by the interviewer because: [...] they happen 
to be in the right place at the right time” (Malhotra & Birks, 2006, p.363). The sampling 
technique of choosing people who were at the right place at the right time came forth 
when we acquired people to participate in our study by asking people at different common 
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areas around the University. Therefore all the participants in the interviews were students, 
except the ones included in the robustness check of this study.  
 
The sample universe in this study had a nomothetic aim, meaning that the study tends to 
have a rather large sample size with an objective to test or develop theory (Robinson, 
2012). Also, the sample universe was built to follow the research questions and purpose of 
this study, and further it needed to be coherent with the available resources we had.  By 
having a sample of at least 40 respondents we believed that we were able to reach the satu-
ration point of the study and we do not believe that further interviews would have contrib-
uted with additional significant information. We believe, without a doubt, that we were able 
to get the information needed and wanted in order to get a clear view on the phenomena, 
without missing out on important new information. To be clear, a large sample size in a 
study tends to be connected to more quantitatively driven research methods, however, 
qualitatively driven large-scale interview studies can sometimes include up to hundreds of 
individuals in the sample (Robinson, 2014). The rather large sample size in this study ena-
bled us to reach a deeper understanding of the studied phenomena as well as open up for 
new insights that could arise during the interviews.     
 
The sampling of our respondents was foremost theoretically grounded since the respond-
ents needed to fulfill some criteria in order to be able to participate in the study. To put 
certain boundaries around our sample universe, we used inclusion criteria. Inclusion criteria 
means that the respondents must have specific attributes in order to qualify for a study 
(Robinson, 2014). In this study the inclusion criteria were that respondents needed to be 
Instagram users and they needed to be between 18-29 years old in order to participate in 
our study.  
 
When choosing the sample we wanted to have a sample that was quite homogeneous be-
cause we wanted to some extent control for unobserved heterogeneity. Not paying atten-
tion to unobserved heterogeneity can increase the likelihood of making incorrect conclu-
sions of the results (Hutchinson, Kamakura & Lynch Jr., 2000). Since the interviews were 
to a great extent rather structured we still wanted to control for some factors within the in-
terviews, hence, we did not want to lose control over the data collection, which could have 
happened if we would have chosen a very heterogeneous sample. Moreover, heterogeneous 
samples tend to cause difficulties in finding meaningful connections between respondents’ 
answers, which makes the analysis of the data challenging (Robinson, 2014). By having a 
homogenous sample, the questions asked during the interviews tended to be more adapted 
to the respondents since the questions were formulated for that specific target group. Due 
to this, we could also achieve rather similar material from the respondents in our study; this 
in turn increased the likelihood of finding cross-case themes within our data set and could 
therefore make the analysis of the data more meaningful.   
 
A very heterogeneous sample could have also increased the likelihood to face none-some-
all problems (Hutchinson et al., 2000), meaning that the results we would have received 
from a very heterogeneous group may have held for none, some, or all of the respondents 
within the study. With the risk of not knowing who the results would truly represent, we 
found it important to study people who use Instagram the most, and thus we decided to go 
with a demographically and geographically homogenous sample to at least to some extent 
control for unobserved heterogeneity within the sample. The sample in this study consisted 
of students between the ages 18 and 29, both men and women, from different cultural 
backgrounds and therefore the heterogeneity mainly applies to the age, occupation and ge-
ographic location of the respondents. The reason for this is because in previous studies fac-
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tors such as gender and cultural background have not been considered as having strong 
impact on the effectiveness of negative or positive messages. By considering demographic 
and geographic parameters we were able to achieve sample universe homogeneity. Accord-
ing to Robinson (2014), this can be achieved by having very specific criteria that defines the 
sample universe. Generally, some qualitative methods tend to prefer homogeneous samples 
(Robinson, 2014), which was also the preference in this qualitative study.  
 
The positive gains we would have achieved if we would have chosen a very heterogeneous 
sample is that the results would probably have been more generalizable across diverse 
groups, unlike in a very homogenous sample. To make up for this, we performed a robust-
ness check of our data findings. Since we chose a homogenous sample for the interviews 
with people in certain age groups we wanted to quickly check if the sample we chose is ro-
bust across different population groups. In qualitative research, robustness deals with the 
quality and correctness of the findings (Miles & Huberman, 1994). Robustness tends to be 
used more in quantitatively driven researches, however, since our interviews followed a ra-
ther structured approach, we found it important to do a check up. Since our sample con-
sisted of people between the ages of 18 to 29, which is also the biggest user group of Insta-
gram (Duggan, 2015) we wanted to also test people outside this target group. To do this we 
interviewed three people under the age of 18, and three people over the age of 29 in order 
to see if the results were similar to our chosen target group. The robustness check in total 
included four female respondents and two male respondents. The upcoming users of In-
stagram are indeed people under the age of 18 and thus we found it important to test these 
future users since evidently Instagram is the most popular photography application among 
children from 12 to 17 (Meyers, 2012). In addition to the younger users, also people over 
the age of 30 use Instagram considerably much (Patterson, 2015; Duggan, 2015) and thus 
were included in the robustness check of this study. The robustness check added value to 
the purpose of the thesis by giving us the opportunity to answer if the same messages apply 
to all age groups using Instagram. This information was valid later in our analysis where we 
could discuss what type of messages would be most applicable to different age groups us-
ing Instagram.  

2.5 The interview guide´s formation and content  

The interviews in this study were designed firstly with a starting point from our theoretical 
framework; however, a few additional questions were added outside the scope of the theo-
retical framework. The main aim with the interviews was that the chosen respondents 
would answer with responses that resembled their reality as much as possible, and there-
fore we created a semi-structured questionnaire with sections that could serve this aim. 
Later, when conducting the interviews in practice we always had the list with the themes 
and questions at hand in order to be able to cover them all during the course of each inter-
view.  
 
The first part of the questionnaire was a bit more close-ended and structured with simple 
yes or no questions. This part was developed like this in order to quickly be able to ask 
some basic yes or no questions we felt were important for the study. The second part of 
the questionnaire included more open questions where the respondents had the possibility 
to elaborate their answers and thoughts even further. These more in-depth questions were 
especially important for the identification part of this study, which can be a sensitive topic 
for some of the respondents and therefore having an interview setting was important. This 
part also included pictures of positive and negative messages on Instagram, which were 
used to help the respondents get a sight stimulus in order to evoke thoughts about messag-
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es that could lead to deeper insights when it comes to attitudes regarding communication 
messages.  
 
The interviews conducted were structured in a way that the respondents first told us some 
underlying facts about themselves. Later we moved on to questions about if they have an 
interest for healthy food, general usage of Instagram and the ongoing health trend in the 
society. In this part of the interview we reached a self-biography of the respondent and we 
could also get simple basic facts that we needed for the second part of the interview. The 
reason for constructing our interviews in the manner we did was to establish a safe envi-
ronment in the start of the interview where the respondents could feel relaxed and calm by 
answering faster and simpler questions. After this followed questions that were directed 
towards positive and negative messages, attitudes towards messages including healthy food 
and also regarding the identification with the message sender. In this part one extremely 
important finding we wanted to reach and know more about was if identification with the 
sender of the message has a profound impact on the formation and change of attitudes re-
garding healthy food among the interviewed persons. In this section we also wanted to 
reach a general understanding of whether positive or negative messages have a greater im-
pact on attitudes towards healthy food. 
 
Since we knew beforehand that the answers from the different respondents would be dif-
ferent, we prepared before each interview in order to be ready to ask follow-up questions if 
needed in cases where we felt this was necessary. Therefore, the use of semi-structured in-
terviews gave us the opportunity to both investigate new and interesting topics, at the same 
time as still following structure within our interviews. This made it possible for us to main-
tain a high level of flexibility in the interviews even though the first part of the interviews 
was a bit more structured and closed. 

2.6 Trustworthiness and credibility of the qualitative study 
There has been a constant ongoing discussion among qualitatively directed researchers on 
the relevance of some ground concepts within qualitative studies. Even writers who still be-
lieve that these criteria are still relevant even for a qualitative study have now welcomed the 
possibility that the true meaning of the concepts needs to be changed (Bryman & Bell, 
2011). The commonly used expressions validity and reliability are being questioned, and in-
stead, two other imperative criteria for the assessment of a qualitative study have risen, the-
se two are trustworthiness and authenticity (Lincoln & Guba, 1985; Guba & Lincoln, 
1994). One main reason why Guba & Lincoln are hesitating concerning a direct application 
of validity and reliability in qualitative studies is due to the consideration whether or not the 
criteria assumes that it is achievable to reach only one single and complete picture of the 
social reality. What Guba and Lincoln mean is that there is a possibility that there could ex-
ist more than one, maybe even several strong and solid descriptions of this reality (Guba & 
Lincoln, 1994). 
 
A general awareness exists (even though diverse researchers have differing opinions on this 
statement) that says that it is not enticing to have a not thought through, clear and simpli-
fied application of quantitative researches criteria´s (validity and reliability) in the qualitative 
research. However, as stated, diverse authors have very differing opinions to what extent 
these criteria should be either discarded or accepted (Bryman & Bell, 2011). Qualitative re-
searchers have tried to reach developments concerning the formulation of criterion suitable 
for a qualitative method; however, this has not yet received any specific effects for how the 
research has been received (Bryman & Bell, 2011). 
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It is of essential importance in a study that the quality of the research maintains a high 
standard of trustworthiness. In practice, for our study this means that since the data is de-
rived from consumers with a vast amount of different characteristics the trustworthiness is 
related to the confirmability and the transferability of the study. According to Shenton 
(2004), confirmability means that the findings of the study should reflect the respondents’ 
opinions and not the preferences of the researchers. Transferability deals with if the find-
ings of the study can be applied to other situations (Shenton, 2004). For our study, this 
means that the results collected in the empirical findings can only to a small degree be gen-
eralized or transferred. Since the chosen context of our study is Instagram, the results 
achieved might not be applicable to other social media platforms, which in turn decreases 
the transferability of the study. Furthermore, as our study was performed using interviews 
with a specific target group of respondents, it lead to results that were very shaped by the 
respondents included in the study. This means that the probability of confirming the out-
comes obtained in our study by other researchers might be hard. An increased confirmabil-
ity can however be obtained by making sure that all findings come from the data received 
and not from the researcher's own predispositions (Shenton, 2004). 
 
When using a semi-structured interview guide we could keep the answer alternatives as 
open as possible for the respondents, especially in the second part of the interviews. This 
made it possible for us to validate the respondents’ answers through interpretation and 
analysis on the basis of the chosen areas in the interviews. This allowed us to further inter-
pret the trustworthiness of the study. We audio-recorded the interviews and later they were 
all transcribed. The collected empirical material was then summarized by each of us and 
later it was summarized by us together. This process was very important for the trustwor-
thiness of the study since it in a way quality endorsed our true intentions towards each re-
spondent's full meaning. When it comes to qualitative studies, very often it is much harder 
for the researchers to achieve generalizations of their study results due to the fact that the 
number of respondents tends to be fairly low (Jacobsen, 2002). Even though the number 
of respondents in our study was fairly high, generalizations could still not be made since 
the study was very Instagram-driven, thus, the results may not be applicable to other social 
media platforms.  
 
According to Jacobsen (2002), when a researcher is performing a qualitative study there is 
always a risk that interview effects may arise. Interview effect means that the interview situ-
ation in itself might have an affect on the answers given by respondents (Jacobsen, 2002). 
In order to try to reduce this risk as much as possible we constantly precariously analyzed 
and clarified not only the answers given by the respondents, but also their body language. 
Moreover, in order to even further decrease the interview effect we continuously switched 
the role of interviewer and observer during the interviews; this was done in order to boost 
the triangulation effect of the performed study. Furthermore, when trying to understand 
the impact of messages on people's attitudes and whether or not identification with the 
sender has an additional impact on the attitude change, we used the same predetermined 
questions throughout all interviews. This gave each respondent the similar possibility to 
provide answers to similar topics.  Context effect is one more risk that could arise during 
interviews. The context effect means that the context in turn has an impact on the answers 
from the respondents (Jacobsen, 2002). Therefore it is usually of advantage for the inter-
view if the respondents could be interviewed in their natural context (Jacobsen, 2002). We 
therefore tried to perform as many interviews as possible in a context where the respond-
ents could feel comfortable. In order to further decrease the context effect we made a con-
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scious choice to not hand out the interview questions to the respondents beforehand since 
this could very well have decreased the spontaneity in the respondent's answers. By doing 
this we also believed that the subjectivity in the study would increase.  
 
Furthermore, semi-structured interviews have the tendency to lead to a lack of standardiza-
tion, which may impact the transferability of the study. What this means is that the re-
searchers of the study may end up in a situation where having comparable results and also 
conclusions from their data collection might be questionable if they would use related in-
terview questions within different populations (Shenton, 2004; Silverman, 2007). To be 
able to increase the transferability of the study we put emphasis on explaining and keeping 
the theoretical background simple and understandable because most of our interview ques-
tions stem from that particular chapter. However, even if these precautionary actions were 
taken into consideration, there are still some difficulties with being able to completely di-
minish the transferability since the study is based on a rather small sample of very different 
people. 

2.7 Ethics in thesis writing 

Several aspects were considered in order to make sure we act ethically when conducting 
this thesis. Research ethics deals with the appropriateness of researches behavior and con-
tains different considerations such as how the research is designed, how the data is collect-
ed, processed and analyzed, and how the final findings are written down (Saunders et al., 
2012). In other words the research needs to be morally defensible to all people involved in 
the process (Saunders et al., 2009). Diener and Crandall (1978) summarized the four main 
ethical principles in business research, these are: harm to participants, lack of informed 
consent, invasion of privacy and lastly, deception. These ethical guidelines are not only for 
the participants in a research but also for the non-participants who are possible users of the 
end result of the study and construct the majority of people (Gorard, 2002). These non-
participants are especially important to consider in research relating to health issues (Go-
rard, 2002) and thus important in this study.      

In order to ensure ethical data collection from the respondents of this study, we clearly in-
troduced them the purpose of this thesis and pointed out that participating is fully volun-
tary. In addition, we asked the respondents for permission to be audio-recorded during the 
interviews and presented the option to be anonymous, protect their privacy and promised 
them confidentiality. Thus no specific information how each individual respondent an-
swered will be presented. We also made sure that the language used during the interviews 
was not patronizing, offending or theatherning to anyone, which according to Saunders et 
al. (2009) is an important ethical aspect to consider in research. The last ethical issue we 
took in consideration in the data collection stage was to secure the respondents from em-
barrassing or harming them in any way (Saunders et al., 2009). Lastly, in the data processing 
stage, we stored the data collected that no other individual have the possibility to access the 
information gathered. 

2.8 Credibility of the obtained results  

Multiple things may have a potential impact on the credibility of the results that were re-
trieved in the study. The first one is that the personalities of the different respondents 
might influence the credibility of the study (Jacobsen, 2002). One fundamental problem in 
basically all interview researches is that they are comparably low obligated. There exists a 
possibility that a fairly large difference might exist between the response a respondent has 
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given to a specific question and what he/she truly means or has performed in reality (Ja-
cobsen, 2002). Furthermore, there is a risk within the simple interaction between the inter-
viewer and the respondent. Preferably, all interviews should out the respondent through 
almost the same stimuli in the interview situation. What this means is that in preference the 
interviewer should try to act identical in every interview situation that is performed. How-
ever, this is close to impossible to do since the synergy and communication in the interview 
situation is so substantial between two people and is dependent on them both (Jacobsen, 
2002).  
 
Throughout the entire interview process we constantly kept these aspects in mind in order 
to try as much as possible to make sure that we avoid these potential risks. Furthermore, 
we worked hard in order to make sure that all the information gathered from the interviews 
was interpreted correctly. This was done so that we would not loose the overview of the 
very high amount of information that we collected. To lose overview of the collected data 
is in many cases a big problem when it comes to complicated and complex qualitative stud-
ies.   

2.9 Method of analysis 

The main purpose of analysis is to get information and gain understanding of the data 
(Ghauri & Grønhaug, 2010). The data obtained from the qualitative research method in 
this study was analyzed in three steps introduced by Ghauri and Grønhaug (2010): data re-
duction, data display and conclusion drawing. Firstly, after conducting and audio recording 
the interviews, the answers were simplified and irrelevant data was reduced, and then tran-
scribed into text format. Then the data was summarized and put into categories with simi-
lar themes between responses. Thereafter it is easier to disclose the phenomenon studied 
and gain a deeper understanding of it (Ghauri & Grønhaug, 2010). This data display is: “[...] 
an organized, compressed assembly of information that permits drawing conclusions and 
taking action” (Ghauri & Grønhaug, 2010, p.200). Displaying the data in an organized 
manner prepared the information in order to draw meaningful conclusions from it, which 
was the last step of our analysis. 
  
In the first part of the interviews the information collected was very structured, and hence, 
easy to summarize and draw conclusions from. Since all responses were yes or no ques-
tions, we simply presented the answers in percentage form in a table (See table 4.1).  
 
In the second part, however, a more thorough method of analysis needed to be applied in 
order to organize the data we had collected. Since we conducted 40 interviews in total we 
obtained a vast amount of material. In order to make sense of all the data we had received, 
we started looking for meaningful patterns within the responses. In this step, we looked for 
both differences and similarities between the respondents’ answers in order to be able to 
present the most common findings that came up during the interviews. We grouped the 
answers into themes that represent the most important theoretical parts of this study and 
followed the structure of the research questions. The themes were communication messag-
es, positive messages, negative messages, attitudes, identification and attitude change. With-
in the themes we put in all the different responses from all the respondents included in our 
main target group. After that we put each relevant question and quote from the interviews 
conducted under the right theme and could from there analyze it further. In this step we 
could easily see different patterns of similarities and differences in the respondent's an-
swers. When we had all the answers under the right theme, it was easier to make sense of 
the data achieved from the interviews.  
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Further we analyzed the responses achieved from our robustness check. We followed the 
same structure as described above. We analyzed the different age groups separately and 
could after this compare the answers of these respondents to the answers from respond-
ents in our main target group. In the third final step of the analysis we could draw conclu-
sions on what type of messages were most influential for the different target groups and 
whether there were any differences between the age groups. We could further see how the 
identification had an additional impact on the attitude formation and change when it comes 
to communication messages on Instagram.  
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3 Theoretical Framework 
This chapter will present and discuss theory that is of high relevance and importance to this thesis. There 
will be four major parts within the theoretical framework examining social media and the health trend on 
Instagram, communication messages, attitudes and identification with the message sender. All these parts 
will be used as a base platform from which the research questions and interview questions will be deduced. 
Furthermore, this section will give very important information that will later be analyzed and evaluated in 
the analysis.  In this section, communication messages and the role of identification will be treated separately. 

3.1 Instagram as a social media platform  

Technology today has made it possible to access and most importantly share vast amount 
of information (Safko & Brake, 2009). This is where social media comes in play, which can 
be defined as: “[...] practices, activities, and behaviors among communities of people who 
gather online to share information, knowledge, and opinions using conversational media” 
(Safko & Brake, 2009, p.6). This conversational media consist of several different Web-
based applications that enable easy creation and transfer of content in between users (Safko 
& Brake, 2009), one of them being Instagram.  
 
Instagram is a free social media photo sharing application launched in 2010 where users 
can share pictures taken with their mobile phones and communicate with other users 
through likes and comments (Instagram, 2016a; Arújo, et. al., 2014). Currently, Instagram is 
the fastest growing social network platform and even though there are competitors rising, 
Instagram is expected to hold its position also in the future (MDG Advertising, 2015). In 
total Instagram has 400 million active users (Instagram, 2016b) of which 75 million use it 
daily (Smith, 2016). The user base mostly consists of younger crowd since 90% of all users 
are under the age of 35 (Smith, 2016). The biggest age group using Instagram is indeed 18 
to 29, followed by adults between the ages 30 and 49 (Duggan, 2015). However, Instagram 
is rapidly growing also among teens and it is indeed the second most popular social media 
platform among teenagers (Lenhart, 2015).  
 
Instagram is all about images and thus a person or company using the application for mar-
keting reasons have to produce and post appealing images. However, people react to these 
photographic messages differently and some pictures evoke more emotional responses 
than others and this way encourages positive buying behavior (Miles, 2014).  

3.1.1 Visual communication 

All messages, both visual and verbal, include some kind of symbolic and literal components 
(Lester, 2014). Visual communication per se might be seen as communication only includ-
ing visuals, however, this is not true, the concept of visual communication does not neces-
sarily exclude the use of words (Nöth, 2001). This means that there exists a relationship be-
tween verbal and visual messages. In simpler words, there is an overlap between pictures 
and words that creates a multimedial message (Nöth, 2001). Visual images however, are 
more memorable since they usually portray very strong messages that enable to viewer to 
more clearly understand what they are in fact looking at. This could in turn enable a deeper 
connection to the message content that is being portrayed (Lester, 2014).  
 
Today, people live in a visual culture where information is displayed by using pictures. The 
essential characteristic of economy is images and the Internet is transforming marketing in-
to more visual approach (Schroeder, 2002). Thus marketing is on a large-scale image man-
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agement (Schroeder, 2002). People are visual creatures who mainly consume with their eyes 
(Willis, 1991), introducing the concept of visual consumption (Schroeder, 2002). These vis-
ual cues, images, serve as a stimulus that people respond to and construct cognition, pref-
erence and interpretation (Schroeder, 2002). Therefore in order to understand present-day 
consumers, one must fully comprehend visual consumption (Schroeder, 2002). 
 
The visual aspect of Instagram distinguishes the application from many others. A common 
belief is that a picture is worth a thousand words and thus communicating through messag-
es with pictures rather than just words helps to get a deeper understanding of people’s ac-
tivities; events, places and people (Hu et al., 2014; Schroeder, 2002). Photographs are also a 
way to express one’s identity (Schroeder, 2002) and describe behavioral issues such as food 
consumption (Heisley & Levy, 1991). However, keeping in mind, technology has also made 
it possible to manipulate pictures using filters and photo editing applications and therefore 
the pictures do not always represent the reality (Schroeder, 2002; Dovas, 2015).  

3.1.2 Health trend on Instagram 

Food is a big part of our identity, lifestyle and culture, impacting our overall wellbeing and 
health (Sharma & De Choudhury, 2015). Social media sites, particularly Instagram, have 
become a trendy place to share and discuss experiences concerning food and dining (Shar-
ma & De Choudhury, 2015), changing people’s eating habits (Menulog, 2014). The visual 
aspect of Instagram has an advantage to impact people’s food consumption over written 
messages because people tend to eat what they see rather than what they read (Castillo, 
2014). Interestingly, the users of Instagram gravitate towards liking and sharing pictures of 
more healthy food with moderate caloric content rather than high calorie content food 
(Sharma & De Choudhury, 2015). Instagram accounts in which the main content is revolv-
ing around healthy food are increasing people’s interest towards healthy cooking and mak-
ing healthy life more accessible (Well+Good, 2014; Well+Good, 2015). Thus, one could 
argue, Instagram is making people healthier (Well+Good, 2014). 

3.2 Communication Messages 

When it comes to persuasive messages, they can have a positive or negative influence on 
people and the outcome depends whether or not people agree with the main point that the 
message is trying to get through (Maio & Haddock, 2010). Even though discussions go 
back and forth, it is certain that food advertisements and media do have an influence on 
people’s food-related behavior (Vukmirovic, 2015) even though a number of decisions re-
lating to food consumption behavior are made without conscious awareness, making peo-
ple irrational in their choices (Cohen & Babey, 2012). Health related messages can be di-
vided into two types: gain framed or loss framed, also known as positive and negative 
(Wansink & Pope, 2014). Positive messages inform people about the positive gains whereas 
negative messages deal with the losses (Wansink & Pope, 2014). These both concepts are 
discussed more in depth in the next section. After introducing a more general base on 
communication messages, it is essential to look into the two main types of messages that 
can be found in the society.  

3.2.1 Positive messages 

Advertisers seek to yield positive emotional reactions in people’s minds because it not only 
enhances their moods but also improves product or brand recall and, most importantly, 
generates positive product evaluations (Bagozzi et al., 1999; Mai & Schoeller, 2009; Poels & 
Dewitte, 2006). According to Pettigrew et al. (2012) in general it is said that positively 
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themed messages have an advantage over negative ones because they evoke positive atti-
tudes not only towards the advertisement but also towards the advertised product. Howev-
er, in contrast, messages with positive themes do not always improve persuasion of the 
message compared to the ones with negative themes (ScienceDaily, 2009). Generally, health 
messages in which the main point is presented in an emotional rather than rational way 
seem to be more effective, and thus using positive feelings such as humor and joy are 
commonly used to catch attention (Lewis, Watson, White & Tay, 2007). Consequently, 
messages that are high in emotional content have a higher chance of changing people’s atti-
tudes to more positive ones towards the advertised products (Price, 2015). According to 
Nabi (2002), positive appeals also help people to renew their interest towards an over fa-
miliar topic and draw new, fresh attention towards them. 
 
Even though negatively themed messages have their benefits, many scholars also consider 
that negative appeals in messages are sometimes too risky or complex and therefore suggest 
that positive appeals should in some cases be the considered approach (Elliot, 2003). How-
ever, positive appeals can also have intervening factors that decrease the effectiveness of a 
message that should be considered. The use of humor is a good example, which some 
might find inappropriate or even offensive in some contexts (Weinberger & Gulas, 1992).  
 
Within the food related communication, positive appeals have an unique position to pro-
mote health behaviors (Lewis et al., 2007) because positive messages that state the gains of 
consuming healthy food tend to appeal to the audience that is not very knowledgeable 
about nutrition (Erbentraut, 2015). Therefore, audience members who are not highly in-
volved in the topic of nutrition and healthy food are more impacted by positive messages 
(Rothman & Salovey, 1997) and more likely to adapt their attitudes and behavior if the out-
come of change will be positive (Wansink & Pope, 2014). In nutrition and food consump-
tion issues, the biggest target for health related messages is often people that are less in-
volved in the topic, due to this fact, very often positive or gain-framed messages tend to 
work better (Nan, 2007). Generally, stating why one should eat something rather than not 
eat is found to be more effective because normal people like to hear why eating something 
is good for their health (Welch, 2015).  
 
Even though the involvement of an audience seems to be the most deciding factor whether 
positive messages work the best, there are also other elements to consider. For example, 
people who do not find details important or seem to ignore them, find positive messages 
more effective. In addition, when a person believes the claims of a message to be true, they 
tend to prefer gain-framed messages (Wansink, 2015). Lastly, when the outcome of a cer-
tain behavior is secured to be positive, positively themed messages are more effective 
(Wansink, 2015).  

3.2.2 Negative messages 

Past literature and discussions among theorists regarding whether using positive or negative 
messages has more impact on people’s attitudes and behavior is rather inconsistent (Wan-
sink & Pope, 2014). The topic of message framing in health communication is vastly re-
searched but still not yet fully understood (Wansink & Pope, 2014; Mann, Sherman & Up-
degraff, 2004; Lee & Aaker, 2004; Gallagher & Updegraff, 2012). Even though literature 
suggests that using negative messages is an effective way to promote attitude and behavior-
al changes (Apollonio & Malone, 2009), most focus on the topic concerning health cam-
paigns has revolved around the tobacco industry and safe driving (Wansink, 2015). People 
differ when it comes to changing their food consumption behavior and many find it more 
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effective to hear the benefits of healthy food rather than the drawbacks (Erbentraut, 2015). 
Generally, however, it is stated that the public audience is more impacted by positive mes-
sages that point out the good in nutrition and what they can gain from it rather than point-
ing out the negative drawbacks that may occur if one does not eat healthy food (Er-
bentraut, 2015; Wansink & Pope, 2014). However, negative messages, or fear appeals, tend 
to have more power over the attitudes and behavior of nutritionists and other experts in 
the field who are highly knowledgeable about the topic of healthy food (Erbentraut, 2015; 
Wansink & Pope, 2014).  
 
Fear messages are types of messages that attempt to stop people from carrying out danger-
ous behaviors by informing them about the negative consequences (Maio & Haddock, 
2010). Advertisers tend to use these negative messages in order to catch the target audi-
ence’s attention and evoke diverse emotions in their minds (Pettigrew et al., 2012). Further, 
in persuasive messages, these fear appeals have been used in order to shape people’s behav-
ior by scaring them and creating fear in the minds (Roskos-Ewoldsen et al., 2004). Mostly, 
the use of these kinds of messages has been restricted to social marketing messages that are 
in some way designed to inject fear or other feelings of discomfort in order to immediate 
attitude change among the audience (Gardner, 1985). However, new research in the area 
has found that these types of messages have the power to increase recall and attract atten-
tion as compared to positive messages (Lang, Newhagen & Reeves, 1996).  
 
In health education communication, fear appeals are effective motivators to help to adopt a 
healthy lifestyle (Das et al., 2003), change attitudes, intentions and behavior and are thus 
widely used many public health campaigns (Maddux & Rogers, 1983). Moreover, in food 
advertising, negative themed messages are used to increase products awareness and most 
importantly, sales (Pettigrew et al., 2012). Fear appeal messages can also be considered as a 
type of manipulative advertising that uses bad arguments and attempts to play with peo-
ple’s emotions by threatening them and informing of the dangers (Dancio, 2014).  
 
If we look at what is known so far in research about the impact that negative messages 
have on the target audience, it is known that the more involved or knowledgeable the audi-
ence is, the more heavily will they be impacted and motivated to change attitudes by a neg-
ative message (Wansink, 2015). When looking at this closer, it is said that negatively themed 
messages impact two different types of attitudes, namely the attitude towards the behavior 
and the attitude towards the threat (Roskos-Ewoldsen et al., 2004). It is therefore extremely 
important to consider the effect that negative messages pose on these attitudes. Negative 
messages are usually constructed in a way that they make people feel vulnerable or scared 
of a relentless health threat, this in turn leads to a situation where these messages are very 
unlikely to result in an objective assessment of the action recommendation (Roskos-
Ewoldsen et al., 2004). 
  
More up to date studies on messages within the healthy food area have discovered that 
negative messages tend to work more effectively among physicians and dietitians, or in 
other words, more knowledgeable people within the healthy food field (Welch, 2015). To 
the general public, these findings indicate that the use of negative messages that only con-
vey negative information about food may not have the desired effect on the general public 
(Brazier, 2016). In fact, negative messages were linked to a 30 percent higher choice of un-
healthy food than positive messages. Also, 47 percent less unhealthy food choices were 
chosen by people who saw the positive message rather than the negative message (Brazier, 
2016).  
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3.3 Attitudes 
Measuring post-exposure attitudes is widely used in order to get an assessment of the effec-
tiveness of messages. What has been shown is that individual's reactions, often called cog-
nitive responses, during the exposure to a message are very important forecasts of attitudes 
towards the message (Hastak & Olson, 1989; Petty, Cacioppo & Schumann, 1983; Wright, 
1973). In other words, this means that cognitive responses are assumed to be the mediating 
impact that builds and in a way decided the attitude towards the message (Stephens & Rus-
so, 1992). The framework of cognitive responses was developed way back in the 1960s 
(Brock, 1967; Greenwald, 1968). The basic assumption of this approach is that a person´s 
spontaneous reaction towards the content of a message establishes the main source of atti-
tude change, formation or resistance to change (Stephens & Russo, 1992). 

3.3.1 Attitude formation and change 

The concept of attitudes has been defined in many different ways, however, one of the 
most commonly used definitions for describing attitudes is that attitudes are:  “An associa-
tion in memory between the given object and a given summary evaluation of the object” 
(Maio & Haddock, 2010, p.4). Despite the smaller differences in the many definitions of at-
titudes, they all highlight that an attitude involves expressing a certain opinion about an ob-
ject or topic (Maio & Haddock, 2010). You could say that attitudes are basically an associa-
tion between an evaluative category such as good vs bad and an attitude object (Albarracín, 
Johnson, Zanna & Kumkale, 2005; Zanna & Rempel, 1988; Churchill, 1987; Ajzen, 2011). 
Therefore, attitudes are immensely important because they ultimately shape people's per-
ceptions of the psychological and social world and in that turn also influence behaviors 
(Crano & Prislin, 2008; Eagly & Chaiken, 1993). In other words, one could say that atti-
tudes in a way summarize basically how we feel about pretty much everything (Zanna & 
Rempel, 1988).  
 
Typically attitudes vary in the extent to which they are resistant to change, influential in 
guiding information processing, influential in predicting behavior and the degree to which 
they are persistent over time (Maio & Haddock, 2010). In short, attitudes influence what 
we in the end pay attention to in the social world and the way we construct information. 
The ultimate end result is then that attitudes also predict our behavior (Main & Haddock, 
2010).  
 
In order for a message to be able to change an attitude, the person receiving it must from 
the start perceive some sort of need to change for himself, and they must perceive the 
sender as an agent who has the power to facilitate the change that is needed (Gurrin, 1968). 
The sender should then try to encourage the receiver to feel dissatisfied with his/her old at-
titudes and try to awaken new values that are important for him/her that could in turn lead 
to attitude changes (Gurrin, 1968).  

3.3.2 The ELM model  

One of the most prominent models explaining attitude change is the elaboration likelihood 
model (ELM) that was introduced in 1981 (Kitchen, Kerr, McColl & Pals, 2014) (See ap-
pendix 1.2). Before the ELM model was introduced in the literature, theories regarding per-
suasion did not fully offer a complete understanding of attitude change (Petty & Cacioppo, 
1983). Therefore Petty and Cacioppo (1983) argued that a framework like this was very 
much needed in literature. Even though the model was introduced long ago, its use in to-
day's society is still undoubted. The major reason for this is the excessive amount of litera-
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ture revolving around it (Schumann, Kotowski, Ahn & Haugtvedt, 2012). The ELM model 
is still today a highly valuable (Karson & Korgaonkar, 2001), influential (Sczepanski, 2006) 
and popular framework (Morris, Woo & Singh, 2005). Since the model is so highly cited in 
new research its incorporation is pretty much expected since it is one of the most cited-
models within the marketing communication field (Pasadeos, Phelps & Edison, 2008). 
However, even though the ELM has a very high explanatory power, some academics still 
question its anticipating abilities when it comes to using it for advertising design and im-
plementation (Sczepanski, 2006). 
   
The elaboration likelihood model (ELM) is an established framework for studying the im-
pact of different forms of persuasion (Petty & Cacioppo, 1986). In simple words, the ELM 
has two routes to persuasion: the central and the peripheral route. These two routes are 
opposite ways that represent the possibility of cognitive efforts being developed to process 
certain messages (Schumann et al., 2012). The person´s involvement and motivation will in 
the end decide if their elaboration likelihood will be high or low, this in turn will decide the 
route to persuasion (Petty & Cacioppo, 1983, 1986).  
 
When the elaboration likelihood is high (Haugtvedt & Petty, 1989), and when the consum-
er finds the information in a message relevant or interesting (Olson, Toy & Dover, 1982), 
processing of information will occur through the central route (Haugtvedt & Petty, 1989; 
Olson et al., 1982). Within the central route a person gives more thought to the arguments 
that are presented and generates certain cognitive responses to these arguments (Olson et 
al., 1982). This route may lead to a more permanent change in attitudes since the person 
adopts and elaborates the arguments of the sender (Petty & Cacioppo, 1986). If the sender 
of the message wants to inspire people to take the central route, then one of the best ways 
to do so is to make the message personally relevant to the people.  
 
On the other hand, when elaboration likelihood is low, then people tend to choose the pe-
ripheral route to persuasion (Petty & Cacioppo, 1983). This route requires limited cognitive 
effort (Petty & Cacioppo, 1983) because people do not pay attention to the persuasive ar-
guments, instead they are swayed by more surfaced characteristics (Solomon, Bamossy, 
Askegaard & Hogg, 2013), one of these could be if the person likes the speaker or not (Pet-
ty & Cacioppo, 1986). When people are feeling good they strive to sustain that feeling and 
will ultimately avoid focusing on things that could bring them down, therefore, in these sit-
uations they tend to take the more superficial peripheral route (Petty & Cacioppo, 1986). 

3.3.3 How do messages impact our attitudes? 

In everyday life, we constantly receive messages that may have a profound impact on our 
attitudes and may lead to attitude changes. However, attitude change is not always 
achieved. Attitude change partially depends on whether these messages do indeed empha-
size the structure functions or content that are the base for the person's own attitudes (Ma-
io & Haddock, 2010). 
   
A lot of research has investigated the effects of the emotions induced by the attitude mes-
sage or topic. Mainly, this has been researched on fear messages, which are messages that 
are intended to make people feel afraid of some sort of consequence if they do not change 
their actions. Senders of these kinds of messages usually think that people will ultimately 
stop performing a certain behavior if they just learn how dangerous the behavior is (Petty, 
Fabrigar & Wegener, 2003; Stroebe, 2000).  However, the problem here lies in the fact that 
fear messages usually emphasize the cruelty of possible negative consequences to such an 
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extent that people end up denying their own vulnerability to be able to avoid feelings that 
are threatened by the fear (Ditto, Munro, Apanovich, Scepansky & Lockhart, 2003). Since 
people usually do not see themselves being in danger, fear appeals only generate benign at-
titude change if people feel vulnerable (Das et al., 2003). However, even if people are vul-
nerable, this is not completely enough for them to actually induce in an attitude change. 
People need specific and useful recommendations in order for their attitudes to change 
(Maddux & Rogers, 19983).  

3.4 Identification 

Over the years, many theories have been proposed that have tried to explain human atti-
tudes and behavior (Bandura, 1977). In a review of literature and research findings, one 
very important component was found that has a profound impact on the viewer's percep-
tion of the message sender and may thus determine the message effects. This component is 
identification (Basil, 1996). 
  
Identification is a concept that goes back to the early work of Freud in the 1920s (Freud, 
1922), however it has very recently regained interest by many communication scholars 
(Brown, 2015). Kelman (1958, 1961) later conceptualized identification as a sort of process 
of social influence. He believed that “identification occurs when an individual adopts the 
attitudes, values, beliefs or behavior of another individual or group based on a “self-
defining” relationship” (Kelman, 1961, p. 63). His identification concept is specifically ap-
plicable when studying media message senders, since many people who identify with send-
ers on media are influenced by them without ever having a face-to-face interaction (Brown, 
2015). From another perspective, the Burkean perspective, it is said that media consumers 
in fact search for message senders with whom they feel that they want to identify with, and 
when they find these people they adopt the values, beliefs and attitudes of these senders 
(Brown, 2015). To reinsure this even further, Igartua and Barrios (2012) found in their 
study that identification with the message sender among media consumers does enhance 
the adaptation of a message. 
   
Basically, it is stated that a message sender with whom the receivers of the message can 
identify with will most certainly ensure a bigger likelihood of actually achieving a lasting at-
titude change (Basil, 1996). This is especially true when it comes to health messages where 
the message sender plays an immensely important role in the audiences’ evaluations of the 
persuasive message (Salmon & Atkin, 2003). The receiver's feelings, and thus, identifica-
tion, is transferred to the message and is strengthened with repeated exposures (Collins & 
Loftus, 1975; Furstenberg, Sebrechts & Seamon, 1987; Nelson, Bajo & Casanueva, 1985).  

3.4.1 Social learning theory 

Throughout the years, many researchers have attempted to investigate the identification 
process with the message sender, and three of them have developed well-known theories of 
identification. These three theories are Kenneth Burke's Dramatism Theory, Herbert 
Kelman's theory of opinion change and Albert Bandura's Social Cognitive theory (Basil, 
1996). All these three theories suggest that identification with the message sender does in-
deed underlie attitude change. However, Bandura comes closest since he was able to identi-
fy a mechanism by which identification with the message sender may lead to attitude and 
behavior changes (Basil, 1996). 
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As a first step in investigating this identification process, this thesis will make use of Albert 
Bandura's social learning theory, as it is one of the most prominent theories in the field of 
social psychology. This theory has the aim to try to explain how people identify and ob-
serve others  (Basil, 1996).  In 1977, the psychologist Albert Bandura introduced his Social 
Learning Theory. He studied and found how a person's perceived identification with a 
message sender can determine how likely it is that this person will enact on that modeled 
behavior (Bandura, 1986).  
 
As stated before, according to this particular theory, a person's likelihood of developing an 
attitude that leads to executing a particular behavior is highly dependent on a person's iden-
tification with the message sender. Meaning that, if people regard themselves as being simi-
lar to the message sender, they are definitely more likely to change their attitudes and enact 
in the behavior that is modeled by that specific person (Bandura, 1986). 
 
It is thus highly suggested that identification does indeed underlie attitude change, and later 
also behavior change. Specifically this has been discussed concerning people's identification 
with other people they know through social mass media (Basil 1996). In summary, higher 
levels of identification with the message sender is more likely to result in an adoption of 
thoughts and feelings advocated by that sender, which in turn ultimately impacts attitudes 
and can thus lead to a change in attitudes. On the other hand, low levels of identification 
makes adoption of feelings, thoughts or attitudes much less likely (Basil 1996).  
 
To summarize, many studies show that ordinary people tend to develop close psychological 
and emotional bonds with other people because they identify with them. Throughout the 
years, millions of people have put on seatbelts, donated corneas, reduced risky sexual be-
havior and made healthy lifestyle changes due to their perceived parasocial identification 
with the message sender. No doubt, parasocial identification is a powerful source that will 
continue to promote attitude and behavioral changes in health practices during the 21st 
century (Brown & Basil, 2010). 
 
After presenting the above identification aspect it is essential to elaborate on why this study 
puts emphasis on gaining insights on how identification plays a role in attitude change 
when it comes to messages on Instagram. It can be stated that throughout the literature a 
coherent connection between messages and identification with the message sender has 
been shown. Therefore this is a highly important aspect that cannot be left out when inves-
tigating what impact different messages have on perceived attitude change among people. 
The role of communication messages and identification are, however, treated separately in 
the theoretical framework due to the reason that we in this section have not yet proven any 
connections between these two when forming and changing attitudes in our study.  

3.5 Theory Summary 
The following section will summarize the most important findings and aspects presented in 
the theoretical framework. These will further on be included both in the empirical work 
and will also lay the foundation in the analysis of this thesis. 
 
After the above-presented theory on social media, the health trend, positive and negative 
communication messages, attitudes and identification with the message sender, a conceptu-
al model presenting the connections between these findings is presented below (See figure 
3.1). This model further illustrates the focus of this research and presents our purpose, our 
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two research questions and how these are represented and connected to the given theoreti-
cal framework in this thesis. The first parts aims to see what type of messages have a larger 
impact on attitudes regarding healthy food, and the second part aims to further see if iden-
tification with the message sender has an additional impact on attitude change and for-
mation. Other than this, the model summarizes the most important theoretical topics what 
will be used in this study in order to more closely investigate the connections between dif-
ferent types of messages and their impact on attitudes and attitude change. 
 
All in all, there has recently been a growing health trend that has been seen on many social 
media platforms, especially on Instagram (Well+Good, 2014; Sharma & De Choudhury, 
2015). This health trend is most often presented to the consumers through pictures that are 
either negatively themed or positively themed. Meaning that, there are two main types of 
advertising messages within the healthy food area, the positive ones that put main focus on 
informing people about the positive gains of eating healthy food, and the negative ones 
that inform people about the losses associated with not choosing to consume healthy food 
(Wansink & Pope, 2014). After presenting these two types of messages it can be confirmed 
that they do indeed have different kinds of impact on a person's attitudes regarding healthy 
food consumption. These two types of messages are in this study used to illustrate how dif-
ferent kinds of messages can have different types of impact on a person's attitudes regard-
ing healthy food consumption. 
 
Moreover, identification with the message sender is also elaborated on in the theoretical 
framework due to its huge importance in deciding how much effect a message has over a 
person's attitudes. We will also make use of the ELM model in order to try to see what 
routes to persuasion people take when changing their attitudes as a result from being ex-
posed to different kinds of healthy food related messages. 
 
 

 

Figure 3.1 Conceptual Model 
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4 Empirical Findings 
This chapter presents the overall content of the empirical findings of this study. The empirical material was 
obtained through a total of 40 interviews, in the course of 2 months. The findings of the robustness check of 
this study are also included in this chapter. 
 
Overall, the empirical findings unveil several interesting factors concerning people’s views 
on effective Instagram messages and whether they have impact on changing their attitudes 
towards healthier food consumption. However, before discussing the material more in 
depth, the structure of this chapter is explained in order to make it clear and easy to follow 
for the reader. Presenting the empirical material on an individual level is not preferable due 
to the vast amount of information conducted. Therefore, this chapter is structured accord-
ing to the themes derived from theoretical background that follow the order of the re-
search questions. However, in order to add more of a personal and individual aspect to 
these findings, quotes are used to visualize interviewees’ thoughts and add richness and real 
life feeling. Firstly, the demographics of the respondents are briefly presented, followed by 
the results of the more structured part of the interviews with simple yes and no questions 
are presented with average results. Thereafter, the material collected in the in-depth section 
of the interview is presented more thoroughly in order to understand possible patterns and 
differences between all the respondents.  

4.1 Demographics of the respondents 
The following chart represents the age of the 40 respondents included in the study.  

 
Figure 4.1 Age of the respondents 
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The following chart represents how many male and female respondents participated in the 
study.  

 

Figure 4.2 Gender of the respondents 

4.2 General introducing questions  
The following table presents the results obtained from the first part of the interviews that 
included 9 close-ended questions.  
Table 4.1 Interview results: General introducing questions 

           Yes           No To some extent 

Do you have an Instagram account? 100% - Not an answer 
alternative 

Are you familiar with the ongoing health 
trend in the society today? 100% - Not an answer 

alternative 

Have you experienced the increase in 
healthy food trends on Instagram? 87.5% 12.5% Not an answer 

alternative 

Would you say that you generally notice 
healthy food messages on Instagram? 80% 20% Not an answer 

alternative 

Are you interested in healthy food and nu-
trition? 75% 10% 15% 

Would you say you are knowledgeable 
about healthy food and nutrition? 75% 25% Not an answer 

alternative 

Do you yourself post pictures with healthy 
food on Instagram? 12.5% 87.5% Not an answer 

alternative 

 Positive Negative To some extent 

Would you generally say that you are more 
impacted by positive messages or by nega-
tive ones? 

60% 40% Not an answer 
alternative 

 

25%	

75%	

Gender	
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In the empirical results from the first part of the interview we can see that Q.1 shows that 
all the participants included in the interview study had an Instagram account, which was al-
so one of the requirements we established in order to be able to participate in our 
study.  Furthermore, in Q.2 we can also see that all of the included participants were famil-
iar with the ongoing health trend in today’s society. In Q.3 we asked the participants if they 
had experienced the increase in healthy food trends on Instagram, as indicated by the re-
sults 87.5% had experienced it, and 12.5% had not experienced an increase in these trends 
on Instagram. Q.4 asked if participants notice healthy food messages that are posted on In-
stagram, 80% responded that they do notice these messages and 20% said that they do not 
notice these kinds of messages. Furthermore, in Q.5 we asked the participants if they are 
interested in healthy food and nutrition and we gave them 3 answer alternatives, yes, no 
and to some extent.  75% of the participants answered yes, 10% answered no, and the re-
maining 15% answered that they are to some extent interested in healthy food and nutri-
tion. Moreover, Q.6 deals with the knowledge participants have about healthy food and nu-
trition, as indicated by the responses, 75% feel that they are knowledgeable about healthy 
food and nutrition, 25% indicated that they are not knowledgeable. In Q.7 we can see that 
87.5% of the participants do not post pictures of healthy food on Instagram, and 12.5% of 
the participants do post pictures of healthy food on Instagram. As a concluding question in 
the first part of the interviews we asked the respondents if they think they are generally 
more impacted by positive messages or by negative messages on Instagram. The responses 
show us that 60% believe their attitudes are more impacted by positive messages and 40% 
believe they are more impacted by negative messages in the beginning of the interview.  
 

4.3 Research Question 1 

4.3.1 Communication Messages 
 
An interesting factor we wanted to investigate was whether the respondents prefer Insta-
gram pictures with or without text that promote healthy food. We showed the respondent 
two pictures of kale- one with text stating the health benefits of it and one with only a sim-
ple picture, and asked the respondents to reflect on them. We found out that every individ-
ual has a personal preference and thus the answers were equally distributed into both 
groups. Many respondents agreed that facts are interesting and actually informing people 
the health benefits is very beneficial. However, in contrast, many respondents also agreed 
that the picture with text had too much text in it, making it messy and uninteresting. Some 
respondents preferred having a clean and simple picture, in which the text is placed under-
neath the picture rather than on the picture.  
 
We continued showing pictures to the respondents and wanted to see whether pictures that 
evoke fear have an impact on people’s thoughts. Most of the respondents agreed that the 
pictures shown were disgusting and make them think about bad habits and unhealthy food. 
However, the most common answer was that since the topic is not relevant to the re-
spondents personally, it would have no impact on them, “ In order for me to be truly scared by a 
message I would need to see a picture/message that is directed towards me personally, something that is close 
to me or things that scare me personally” (respondent 9). The respondents also felt that they do 
not belong in this group of people who need to worry about these extreme conditions that 
come with unhealthy eating habits and thus it would not evoke fear in them. Many also 
concluded that food consumption is all about moderation and therefore worrying about 
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these issues is not relevant to them. However, even though most respondents did not find 
the fear techniques effective, they did state that it would affect them in a short term by 
making them think.  
 
In addition to showing pictures that evoke fear, we also included pictures that were more 
humor based that included funny quotes and pictures. By far the most common answer 
among respondents was that they found the pictures funny but do not, however, connect 
the message of the picture to healthy food and nutrition. That being said, the respondents 
agreed that using humor is not necessary the best tactic to change attitudes towards more 
healthy eating because they mostly just find them entertaining and fun. One respondent 
firmly stated: “I do not think humor would have an impact on me with respect to the health trend on In-
stagram. If I would be impacted, my attitude would most likely be negative since the message would seem not 
equally serious and reflect the importance of a healthy lifestyle.” (respondent 6). Some of the re-
spondents also thought that in general pictures that evoke fear are more powerful than 
ones with humor in terms of changing attitudes towards healthy nutrition because they are 
more serious. “The humoristic pictures are less serious and they give out the message that it OK to joke 
about obesity and unhealthy eating etc. I feel like the picture of the obese heart made me think more about 
the seriousness around unhealthy food than these pictures.” (respondent 8). 
  
In the beginning of the interviews, the respondents had to answer a quick question regard-
ing what messages they believe have a bigger impact on their attitudes. After showing the 
respondent's pictures within both positive and negative messages and asking them ques-
tions about the subject, they were in the end asked once again what kind of message would 
ultimately make them change their attitudes towards healthy food. We wanted to see if 
there was any difference in how many chose positive or negative in the beginning of the in-
terviews versus how many chose positive or negative in the end of the interviews. The fol-
lowing table shows the obtained results from these two questions (See table 4.2).  
 

Table 4.2 Positive vs. Negative Messages 

Positive vs. Negative Messages Before 

I am impacted more by positive messages 24 

I am impacted more by negative messages 16 
 

After 

I believe positive messages can change my attitudes 26 

I believe negative messages can change my attitudes 14 

 
We wanted to investigate if any respondents had changed their opinion and gone from pos-
itive to negative or from negative to positive during the course of the interviews. The re-
sults show that 21 respondents who said positive messages in the beginning also said posi-
tive messages in the end. Furthermore, 11 respondents who said negative messages in the 
beginning also said negative messages in the end. However, we found three respondents 
who changed their opinion from positive messages in the beginning to negative messages 
in the end, and also five respondents who changed their opinion from negative messages in 
the beginning to positive messages in the end. This makes in total eight respondents who 
changed their opinion on what messages affect their attitudes during the course of the in-
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terviews. In the robustness check for people over 29 years old two of the respondents who 
said positive messages in the beginning also chose positive messages in the end. The third 
respondent chose negative messages in the beginning but changed to positive messages in 
the end. For respondents under 18 years old all three respondents chose positive messages 
in the beginning and all three also chose positive messages in the end.  

4.3.2 Positive Messages 

The first question about positive communication messages that we asked from the re-
spondents included a positive themed picture and we asked them to reflect on it and ex-
plain what kind of feelings and attitudes it brings out in them. Most respondents agreed 
that the picture looks good but the most common answer from all respondents was that 
the picture makes them want to eat the healthy food displayed in the image. A lot of the re-
spondents also liked the message in the picture that said: “Eat healthier, not less” and 
found the message motivating and inspiring to eat healthier. In addition, some thought that 
it was nice to have a message that promotes health rather than being skinny. During the in-
terviews it was mentioned couple times that messages that show how being healthy is not 
about starving yourself is very motivating since you can still eat a lot of good food in mod-
eration. One of the respondents in the study stated: “The message of “Eat healthier and not less” 
creates a positive feeling since we live in a world where we on a daily basis are surrounded by messages of the 
importance how we look. These messages often indicate that the best would be to not eat at all in order to 
stay healthy.” (respondent 2).  
 
Some of the first words that came into many respondents’ minds after they were being ex-
posed to the positive picture were healthy, colorful, happy, and fresh. Only a small portion of all 
the respondents did not find the picture influential in a positive way or saw the picture in a 
negative light. 
 
The respondents in the study were further asked to describe a positive and a negative mes-
sage that would change their attitudes towards eating more healthy food. When respond-
ents were asked to describe a positive message five common answers stood out. Firstly, re-
spondents wanted to see positive messages that included pictures with text referring to re-
search within the field of healthy food. Secondly, they wanted to see real life before and af-
ter pictures of people who have successfully achieved changes in their lives by eating more 
healthy food. Thirdly, respondents wanted to see pictures and messages that show the posi-
tive effects healthy food has on the body, one of the respondents said “I want to see pictures 
that show what this kind of food does to you. For example is prone to show that women get less breast can-
cer” (respondent 29). The fourth most common answer was that respondents wanted to see 
pictures and messages including facts about healthy food, in a positive manner. And last 
but not least, respondents were very prone to seeing positive pictures and messages with 
food that looks good and is healthy. Thus, the surfaced characteristics of a picture often 
matter a lot because the respondents want the picture to look colorful and appetizing. Oth-
er pictures and messages respondents want to see on the positive side were personal pic-
tures that you can relate to, food that is easy to make at home, and recipes and pictures or 
messages that indicate the health benefits of eating healthy food.      
 

4.3.3 Negative Messages 

In contrast to the question in which we showed a positive communication message, we 
wanted to find out the respondents views and feelings towards a selected negative message, 
and whether it has impact on their attitudes. Therefore, we showed the respondents an ex-
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ample Instagram picture of bacon that included a horrifying text of its dangers. First and 
foremost, the most common answer among respondents was that the picture is not appeal-
ing in any way and it makes them disgusted. Another popular answer was that the picture 
makes them not to want to eat the bacon but in contradiction to that, few also mentioned 
that it would not stop them eating it again: “Haha, that's funny, and I will continue to eat bacon. I 
already know that bacon is not the most nutritious food so this information does not really add anything for 
me, and I also don't believe in the information in the picture” (respondent 18).  
 
Interestingly, many of the respondents also agreed that the image does not affect them nor 
do they believe the message of the picture. However, couple respondents thought the pic-
ture does indeed make them think and rethink their consumption habits, and one respond-
ent stated: “This picture brings me a negative attitude and a feeling of anxiety of what we expose our bod-
ies for when we eat certain types of food.“ (respondent 15). Another interesting factor that re-
curred during the interviews was that respondents agreed that the picture was bad and the 
presentation of the bacon was poor. One respondent concluded: “Depends on how you present 
it, everything on Instagram is how you present the picture.” (respondent 27). 
 
Further, the respondents were asked to describe a negative message that would make them 
change their attitudes towards eating more healthy food. The most common answer among 
the respondents was that they want to see a message or a picture that shows how your 
body is affected and will look like when you eat too much unhealthy food. One respondent 
thought that the most effective negative messages are: “pictures of overweight people or bodies that 
are in bad condition. Seeing unhealthy bodies impact me more than positive pictures” (respondent 9). 
The second most common answer among respondents was that they want to see messages 
that state how dangerous it truly is to eat unhealthy food. Other common answers included 
that they want to see messages that include real negative facts about unhealthy food and 
before and after pictures showing how unhealthy food affects a person. One respondent 
explained that it is effective to see: “Negative messages of people who have lived unhealthy and show 
pictures of how they feel so much better, kinda like before and after pictures” (respondent 12). Many al-
so believed that scare tactics is an efficient way to change people's attitudes as well.  

4.3.4 Additional Findings 

We further wanted to investigate if knowledge within healthy food had any impact on what 
messages tend to have a greater effect on people. The following table (See table 4.3), de-
scribes how knowledgeable versus not knowledgeable respondents answered when it 
comes to which messages affect them the most.  
 
Table 4.3 The impact of knowledge on the message effect 

Knowledgeable about healthy food and nutri-
tion 

Positive Negative 

Knowledgeable 19          11 
 

Positive Negative 

Not knowledgeable 7 3  

 
In our study, the findings show that 19 out of 30 people who consider themselves knowl-
edgeable about healthy food and nutrition prefer positive messages, and only 11 out of 30 
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prefer negative messages. The results show the same situation for respondents who did not 
consider themselves knowledgeable, seven out of ten respondents prefer positive messages 
and only three preferred negative messages.  
Table 4.4 Robustness check for the impact of knowledge on message effect 

 

 
In the robustness check for people over the age of 29 we can see that all three respondents 
consider themselves knowledgeable and all three prefer positive messages. The three re-
spondents under 18 years old all considered themselves to be not knowledgeable within 
healthy food and nutrition and they all preferred positive messages (See table 4.4). 

4.4 Attitudes 

4.4.1 Attitude Formation 

The attitude formation was foremost based on the perception respondents had to certain 
positive or negative pictures as explained above in section 4.3.2 and section 4.3.3 and also if 
the respondents felt they could identify with the message sender, which is treated in section 
4.5.1. However, we included two more questions on this topic, which are explained be-
low.   
 
In this part we wanted to get a general overview of how respondents react and how their 
attitudes are formed towards two pictures that were shown to them. The two pictures 
showed options between a healthy and an unhealthy lifestyle, either you can choose to be 
healthy or you can choose to be unhealthy. The pictures put these two alternatives next to 
each other in order to try to force the viewer to choose one path over the other. Most of 
the respondents answered that these pictures truly make them think about choices when it 
comes to eating either healthy or unhealthy food. Furthermore, a very large amount of the 
respondents said that when seeing these pictures they would definitely choose the healthy 
“path” and eat the healthy food presented rather than the unhealthy food. However, almost 
equal amount of respondents answered that these pictures do not represent reality and that 
everything is not black or white, you do not have to choose to only eat healthy or only un-
healthy and you can have both as long as it is in moderation. Only a few respondents 
agreed upon the fact that these pictures are not very effective in motivating them to eat 
healthy food and that the effect of them would only last a very short period and then they 
would forget about the picture. 
 
We further asked the respondents if they pay most attention to if the actual message is rel-

Knowledgeable about healthy food and nutrition over  
29 years old 

   Positive Negative 

Knowledgeable 3 
!-- 

Not knowledgeable    

Knowledgeable about healthy food and nutrition under  
18 years old 

Positive Negative 

Knowledgeable 3   

Not knowledgeable    



 

 
34 

evant or interesting to them, or if they pay more attention to surfaced characteristics in the 
message such as the layout and whether they like the picture itself, “Layout of the picture is im-
portant to me. Easy for the eye” (respondent 14). The majority of respondents agreed that the 
message needs to be relevant or interesting for their attitudes to be affected, however, there 
were not huge differences in the answers of the respondents. Still, many of the respondents 
found the surfaced characteristics to be more important; “The picture needs to be capturing, first 
the picture and then the message” (respondent 32). A common reflection among respondents 
was that on Instagram pictures are very important in order to stop scrolling through the 
feed, therefore many agreed upon the fact that they first see the surfaced characteristics in 
the picture and then their attitudes are changed or not changed depending on the relevance 
in the message, “Of course you pay attention to surfaced characteristics, especially on Instagram where 
you need to find the picture eye-catching in order to stop scrolling. However, my attitudes would only change 
if the facts presented in the picture actually seem relevant to me as a person” (respondent 4). Once 
again, many respondents said that it completely depends on who posts the message.   

4.5 Research Question 2 

4.5.1 Identification with the message sender 

In this part of the interviews we wanted to investigate identification with the message send-
er, as stated in research question 2. We began by asking respondents if they in general 
would say that identification with the message sender has additional impact on how they 
end up perceiving the message. Almost all respondents agreed clearly that identification 
does indeed have additional impact on their attitudes towards the message. A very common 
reason to why they stated this is that they felt that identification with the sender increases 
trust for the message, “It increases trust for the picture and the message” (respondent 36). By this 
statement respondents indicated that not everything is about only identification, they also 
have to feel some kind of trust towards the person posting the message in order to fully be-
lieve it, “I need to trust that they know what they are talking about in order to embrace the message fully” 
(respondent 23). Moreover, respondents believed that identification with the sender is im-
portant since they feel that many people on Instagram are “fake” and post pictures that do 
not represent their real life, “There are some of these Instagram people; you see them and it is just fake. 
In everyday life they do not do that. I like accounts where you can see their real life. When I feel like I can 
identify, I would look at it more often. Also that I feel they are role models too! (respondent 18). More-
over, respondents indicated that people with whom they can identify with have a greater 
impact on them due to the fact that they are more like each other. One respondent said: “If 
someone that I know manages/succeeds with something, for example not eating any sugar, it feels more like-
ly that I could be able to manage that change too” (respondent 11). Only very few respondents said 
that it does not matter for them who posts the message, they will still perceive it in the 
same way in the end.  
 
To build on this identification aspect, respondents were asked if they are in general more 
influenced by someone they know (friend, family or someone they look up to) or someone 
they do not know. There was a very clear agreement in the answers we receive where al-
most all respondents stated that they are more influenced by someone they know rather 
than someone they do not know, and many were in agreement that celebrities are very of-
ten only paid to post things on Instagram. “Celebrities are paid for it, therefore I don't really trust 
these kinds of messages/pictures. I just feel it's, hidden advertising” (respondent 13).  
 
However, a few respondents also indicated that it completely depends on what message is 
posted for them to be influenced and that the sender in that case does not matter.  
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In the next question respondents were asked how they would react if someone they know 
would post a message saying that you should eat healthy food, as opposed to if someone 
they do not know would post the exact same message. The vast majority of the respond-
ents once again agreed upon that they would be more likely to eat healthy food if the mes-
sage came from someone they know and feel they can identify with. A very common an-
swer that came up was that the sender has to be someone familiar in order for them to 
change their attitudes towards the message posted. A few respondents, however, stated that 
it is not up to the sender, it is up to them to make the decision to eat healthier and that a 
message on Instagram posted by anyone would most probably not have an influence on 
them. “It depends on if I feel the need to eat healthier by myself or not” (respondent 24). 
 
In the next question respondents were shown two pictures, one indicating how bad un-
healthy food is and one indicating how good healthy food is. Respondents were further 
asked to reflect on how they would feel and react if a person they identify with would post 
these kinds of pictures indicating how good or bad food is. The answers varied a lot and no 
clear response pattern was found. Some of the respondents indicated that there are just too 
many of these pictures on Instagram and that they would most probably not even notice 
them even if someone they identify with would post them. One of the most common an-
swers included that respondents would pay more attention to these kinds of pictures if they 
were posted by someone they know or feel they can identify with since it increases trust. 
Other responses that came up were for example: “I do not care about these pictures, it is only a 
short term impact, I would just ignore them and I still want to eat bad food sometimes” (Respondent 
21). Only a few respondents responded that these pictures would actually make them think 
about starting to eat healthy food too. We also asked the respondents if there would be a 
difference in attitudes if these two pictures would be posted by someone they do not know, 
or do not identify themselves with. The two most common answers were very contradict-
ing. Many respondents said that they would not pay as much attention to the pictures as if 
someone they could identify with would post them, however, many also said that there 
would be no difference in their attitudes no matter who posts the pictures. A few once 
again answered that they would not care about these kinds of pictures on Instagram.  

4.6 Attitude Change 
During the interviews a great deal of emphasis was put on the relationship between differ-
ent messages and attitude change. We aimed to see if there were certain types of messages 
that could lead to attitude changes when it comes to eating healthy food. The answers we 
received showed that messages on Instagram do indeed have the power to change people's 
attitudes, however, this was not always the case. In some interviews we saw that there was 
not always an obvious choice whether the message should be positive or negative, “I think a 
mix of positive and negative messages are needed in order to change my behaviors. I think negative messages 
make me realize the negative effects of a certain behavior and positive messages makes me inspired to make 
changes“ (respondent 8). What many respondents said was that when you have decided to 
change a behavior by yourself, positive messages are better because they help you stay mo-
tivated, “Since I spend a lot of time exercising I easily get impacted by positive messages about eating 
healthy since this would make my entire lifestyle even healthier” (respondent 10). In other cases it 
was more about the identification and the person behind the message rather than it being 
classified as a positive or negative message. Many respondents felt that they are very much 
influenced by healthy people on Instagram, both friends and family, healthy celebrities or 
just random good looking persons on Instagram with great bodies that have achieved re-
sults by changing their lifestyle, “If I see a healthy and good looking person it makes me want to try 
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the healthy lifestyle more. Just because I see it so directly, good body-good health which came from good food 
and a healthy lifestyle. I am more influenced by these people, because of their results” (respondent 12). 
However, as stated earlier, some respondents did not see how any message on Instagram 
could change their attitude towards healthy food, “I am confident in myself and am therefore not 
extremely affected by pictures or messages on social media since I also know that there is a possibility that 
these messages are manipulated or the pictures are fake” (respondent 23).  
  
We ended our interviews by asking the respondents what would it ultimately take for them 
to change their attitudes towards healthy food consumption, and describe a message that 
would affect their attitudes. Overall, there was not a clear pattern among respondents and 
the answers varied quite drastically. However, few answers were more common than others 
and mostly involved exterior characteristics of a picture, mostly positive ones. One re-
spondent mentioned: “Positive ones definitely! You don’t want to be told that your current diet is bad, 
you much rather want to be told what you can do better (or different, but in a positive way).” (respondent 
35). Other respondents put emphasis on messages that were motivational since they felt the 
need to be motivated in order to make such changes in their lives, “The message should be mo-
tivating, a message with positivity and motivation, for example a good quote and then a picture of a healthy 
person eating fruits and vegetables” (respondent 21). Respondents who like these kinds of mes-
sages further indicated that the quote in the picture is of high importance since this would 
stay in their minds much longer than the actual photo. Furthermore, the importance of 
motivation was explained by respondents when they indicated that negative messages tend 
to have a very strong impact at the moment when you receive the message, however, the 
positive motivational ones impact more in the long run. One respondent also said: “If on a 
daily basis I would be exposed to negative messages I would in the end try to avoid these messages on social 
medias such as Instagram. This would not be the case with positive messages since I think it takes a great 
extent of messages in order for it to be too much of motivation and inspiration.” (respondent 26).  
 
Interestingly, in general, men and women had quite different opinions of what kind of a 
message is effective. In short, men tend to prefer pictures with scientific support and facts, 
whereas women tend to prefer pretty, colorful pictures that represent healthy and good-
looking food. A good visual was also important among female respondents. Quite a few re-
spondents thought that recipes that are posted together with the picture are a great way to 
draw attention and help them to change their attitudes towards healthy food because they 
give out tips and tricks for cooking. However, a commonly discussed answer was that the 
recipes need to be simple and easy for them to actually try it,  “More importantly, I think not 
just pictures of delicious healthy food but actually advice on how to make it, and on a student budget. Be-
cause I think that is where a lot of people fail - they think it is a great idea but when it comes to putting it 
into practice it does not always turn out so great” (respondent 31). In addition, before and after 
pictures were mentioned quite often and the respondents thought that seeing the effects of 
healthy food on the body is interesting, often realistic and thus relatable.  

4.7 Robustness Check  
The following tables present the results obtained from the robustness check for the first 
part of the interviews that included nine close-ended questions.  
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Table 4.5 Robustness check quick questions 

           Yes           No To some extent 

Do you have an Instagram account? 100% - Not an answer 
alternative 

Are you familiar with the ongoing health 
trend in the society today? 100% - Not an answer 

alternative 

Have you experienced the increase in 
healthy food trends on Instagram? 87.5% 12.5% Not an answer 

alternative 

Would you say that you generally notice 
healthy food messages on Instagram? 80% 20% Not an answer 

alternative 

Are you interested in healthy food and 
nutrition? 75% 10% 15% 

Would you say you are knowledgeable 
about healthy food and nutrition? 75% 25% Not an answer 

alternative 

Do you yourself post pictures with 
healthy food on Instagram? 12.5% 87.5% Not an answer 

alternative 

 Positive Negative To some extent 

Would you generally say that you are 
more impacted by positive messages or 
by negative ones? 

60% 40% Not an answer 
alternative 

 
The robustness check in total included four female respondents and two male respondents. 
There were three respondents under 18 years old of which two were 13 years old and one 
was 14 years old. Further there were three respondents over 29 years old of which one was 
55, one was 60 and the third one was 34 years old. The robustness check in general shows 
inconsistent results across all aspects when compared to the main target group.  
 
Similarly to our main findings in our target group, all respondents in the robustness check 
agreed that positive pictures are more appealing in general. The respondents believed that 
positive pictures are more influential in terms of actually changing attitudes to better, even 
though negative pictures do make them think as well. One of the biggest differences be-
tween these two groups was their opinion on pictures with or without text. The under 18 
years old respondents by far preferred pictures without text because Instagram is such a 
visual platform and they do not want to spend time reading text. In contrast, above 29 
years old preferred pictures with text, preferably with scientific support, because they actu-
ally speak to the reader. Furthermore, fear based messages for both groups in the robust-
ness check were not preferred because they were seen to be ineffective as they only work in 
the short term. Moreover, when it comes to humor based messages, the respondents over 
29 enjoyed these messages, whilst respondents under 18 expressed that they do not take 
these messages seriously and do not in any way connect them to healthy food consump-
tion.  
 
 
The robustness check in the identification aspect of the study is in complete agreement 
with the main target group. In general it is believed that identification with the message 
sender has an additional impact on how the message is perceived in the end. However not 
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to be forgotten, still, a very small amount in each of the three groups also indicated that 
they feel that identification does bring any additional impact at all. Furthermore, all re-
spondents in each of the three groups agreed that they are more influenced by a person 
they know rather than someone they do not know. 
  
To conclude, respondents over 29 in general thought they were very informed and knowl-
edgeable within the field of healthy food and therefore definitely preferred positive mes-
sages with colors, healthy food and scientific support. This was in agreement with respond-
ents under 18 who also preferred positive messages that show good food and helps you in 
some way. However, an interesting aspect found was that respondents under 18 did not see 
themselves as informed and knowledgeable within healthy food and still considered posi-
tive messages to be the most effective.  
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5 Analysis 
This section aims to analyze the empirical findings obtained in our qualitative semi-structured interviews. 
This will lead to a conclusive overview of the examined aspects of social media, communication messages, at-
titudes and identification. A discussion on the topic will be incorporated into the analysis and thus, a sepa-
rate discussion heading will not be included in this thesis. 
 
In the theoretical framework and empirical findings chapter communication messages and 
identification were mostly treated as two isolated concepts that in turn both influence a 
person's attitudes towards messages on Instagram. Even though they were treated separate-
ly, and will still be treated separately in some sections in the analysis, it is important to 
know that in reality these two concepts are indeed very much connected and dependent on 
each other. This is also explained in the conceptual model where we show that different 
communication messages together with the message sender have a combined effect on the 
attitudes of the receiver of the message.  
 
Even though most of the interview questions evolved around Instagram, we want to em-
phasize the fact that Instagram is only the chosen context for this study. Since Instagram 
offers endless marketing possibilities and emphasizes the importance of good visuals, we 
reasoned that it was the most suitable social media platform to investigate. Therefore, the 
analysis will be very Instagram driven and generalizations to other social media platforms 
may not be applicable. 

5.1 Instagram as a social media platform 
First of all, it is not surprising that Instagram is all about images, preferably appealing imag-
es (Miles, 2014). And as we live in this new digital world we know the importance of a 
good visual message. We also know that photographic messages have the potential to 
evoke extremely different emotional responses in different people. Consumers consume 
with their eyes (Willis, 1991; Schroeder, 2002) and we have seen during our interviews that 
Instagram is truly the platform where the visual is of extreme importance. Since marketing 
has been shifting towards more visual approach (Schroeder, 2002) and Instagram indeed is 
all about images, we believed that it is important to understand what kind of communica-
tion messages on Instagram are the most effective.  
 
During our interviews, many respondents mentioned that in order for them to pay atten-
tion to the pictures, the image needs to be capturing and the layout is extremely important. 
This was also discussed by Willis (1991), Hu et al. (2014) and Schroeder (2002) who all em-
phasized the importance of a good visual since people are very visual creatures and pictures 
help to get a better understanding of activities rather than just text. However, we found out 
that half of the respondents do actually enjoy having text in addition to just a picture be-
cause it helps them to understand the meaning of the pictures better. In addition to our 
main sample, the respondents in the robustness check of this study seemed to have a clear 
vision whether they prefer pictures with or without text. In fact, a very interesting pattern 
was found among the under 18 years old who all agreed that pictures without text are more 
eye-catching and interesting, whereas over 29 years old preferred pictures with text because 
they speak to the reader and are thus more influential. This clearly shows that the younger 
crowd in our study preferred seeing appealing pictures rather than reading text, particularly 
in an application like Instagram where a good visual is extremely important. In contrast, the 
older target group in our study wanted to see more multimedial messages. These kinds of 
messages include both visuals and words (Nöth, 2001). When performing the interviews, 



 

 
40 

we got the feeling that older generations use Instagram for the purposes of feeling some 
emotional connections to the messages portrayed, whereas younger people use it simply for 
the superficial characteristics of seeing pretty pictures and “hot” people.  
 
Instagram, such as other social media platforms, is sometimes questioned by consumers as 
to how real and true the posted pictures are. This is definitely of high concern for the view-
ers of the messages. In our study we saw that in order for people to be truly affected by a 
message, they needed to believe that the message was not fake but instead the viewers 
wanted to see real and true messages. Pictures with text can therefore sometimes be ques-
tioned as to how truthful the message really is. Even though this particular problem is not a 
concern when it comes to pictures without text, there are still things that can be ques-
tioned. Internet today offers many possibilities to edit pictures, and so does Instagram with 
its filter function, which gives senders the possibility to edit pictures into something better 
than reality (Schroeder, 2002; Dovas, 2015). This is a concerning fact on social media today 
and should be taken into consideration. 
 
The visual aspect brought up during the interviews clearly confirms that Instagram is a very 
visual social media platform. Other than that, it is also an extremely quick platform in the 
sense that users scroll through the feed rather quickly, which means that the messages need 
to be presented in a way so that the viewer sees and understands the message as quickly as 
possible. This was also brought up in our interviews where respondents often chose the 
preferred message type based on what message they understood more quickly. As was stat-
ed by Castillo (2014), Instagram has the advantage to impact people's food consumption 
through visuals since people tend to eat what they see rather than what they read. There-
fore, the visuality of Instagram together with its fast usage can possibly be a great platform 
to impact people’s eating habits. The movement towards healthier interests among people 
can already be seen in many social media platforms, especially in Instagram, where people 
enjoy sharing and posting experiences concerning healthy food (Sharma & De Choudhury, 
2015). This movement was also seen during our interviews since almost all of the respond-
ents were aware of the growing health trend in Instagram and expressed that they have in-
deed noticed the increase of healthy food pictures in the application. This definitely under-
lines the growing popularity of Instagram and the endless possibilities it offers. However, 
to clarify, this does not necessarily mean that it is a good platform to use in order to pro-
mote or induce changes in attitudes or behavior.  

5.2 Communication Messages 
Most focus on the usage of negative messages in health campaigns has revolved around the 
tobacco industry (Wansink, 2015). This was something that was also brought up by many 
respondents during the interviews who mentioned that using negative messages is an effec-
tive way to promote unhealthy habits such as smoking. According to many respondents, 
these kind of negative messages can indeed lead into attitude and behavior changes as also 
stated by Apollonio and Malone (2009). However, both Erbentraut (2015) and Wansink 
and Pope (2014) discussed that these negative messages mostly have power over the atti-
tudes and behavior of people that are knowledgeable in the field of healthy food, which did 
not come true in this study. Firstly, we noticed that most respondents considered them as 
being knowledgeable of healthy food and nutrition and secondly, the respondents varied 
quite drastically whether they found negative or positive messages more effective.  
 
An interesting point that arose during the interviews was the differences between negative 
and positive messages and how the respondents reacted after being exposed to them. Ac-
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cording to previous research, negative messages are linked to higher choice of unhealthy 
food than positive ones (Brazier, 2016) and this effect was also noticed during the inter-
views. Quite commonly, when we showed the respondents negative themed pictures, the 
respondents had a hard time believing the unattractive message of the picture and ex-
pressed that they would not stop consuming unhealthy food because they like it occasional-
ly and you can eat everything in moderation. This was especially visible in the robustness 
check with the respondents under 18 who felt that negative pictures were just too extreme 
and they did not want to give up all unhealthy food just because of one picture on Insta-
gram. As opposed to when we showed pictures of healthy food it made the respondents 
want to eat the good food, and not think about unhealthy food choices. This was true for 
all age groups included in the study. A similar outcome was also found by Brazier (2016) 
who found out that 47 percent less unhealthy food choices were chosen by people who 
saw the positive message rather than the negative message. This can definitely be explained 
by the results in our study. Why this is the case may be explained by people's expressed de-
sire to see pretty and positive pictures on Instagram instead of negative. A negative picture 
was very often just associated with something that was disgusting, which did not remind re-
spondents to eat healthy food; instead it just made them feel disgusted with unhealthy 
food. A positive and good-looking picture showing healthy food instead awakens the desire 
within people to try what they have seen in the picture. This is especially true when the pic-
ture represents food that is fairly easy to make at home, possibly with a recipe written un-
derneath the picture. 
 
Another interesting notion is that newer research today states that negative messages in-
crease recall and attract attention more than positive messages do (Lang et al., 1996). How-
ever, in our study, this was not necessarily true. A few respondents indicated that negative 
messages have a bigger impact in the long term, however, most of the respondents actually 
disagreed with this statement by saying that they feel that positive messages have a more 
lasting impact on their attitudes, which was also confirmed by all respondents in the ro-
bustness check. To many people, Instagram is a social media platform where they log in a 
few times a day and want to see what their friends and family are up to, or they simply want 
to see funny and interesting pictures that can make them laugh or feel better for a while. 
We believe that this may be one of the biggest reasons to why people tend to prefer posi-
tive, colorful and motivational pictures. Many do not want to scroll through the Instagram 
feed and leave feeling worse than they did when they logged on. Instagram is a place to get 
away from reality for a while, and therefore we believe that many people would rather be 
positively influenced than negatively influenced.  
 
Earlier research by Erbentraut (2015) states that many people find it more effective to hear 
the benefits of healthy food rather than the harm of unhealthy food, which is also true for 
our study. It definitely seems that in general it is more appealing and effective to state what 
a person should eat rather than not eat. We believe that people in general much rather like 
to hear why eating a certain type of food is good for their health rather than other way 
around. Also, it seems as if these types messages are more believable and motivating, unlike 
negative messages that tend to often just say “do not eat this” without proof or explanation 
to why one should not eat something. Out of 40 respondents in total, 26 respondents pre-
ferred positive messages and 14 preferred negative ones. In the robustness check, all re-
spondents both under 18 and over 29 years old preferred positive messages. In general, 
positive messages were perceived to be more pleasant, inspiring or motivating. Further-
more, the respondents in our study consisted of public audience members who mostly pre-
ferred positive messages over negative ones and thus has a connection to the earlier re-
search by both Erbentraut (2015) and Wansink and Pope (2014) who also state that the 
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public audience is more impacted by positive messages. In addition, we found it interesting 
that when we showed the respondents a positive picture including healthy food, many of 
the respondents said that the picture made them want to eat the food portrayed in the pic-
ture. This correlates to the study provided by Pettigrew et al. (2012) that argues that in gen-
eral positively themed messages evoke positive messages towards both the advertisement 
and the advertised product itself. 
 
Moreover, even though positive messages seemed more effective to the general public, an 
interesting tendency that was seen during our interviews was that negative messages have 
the effect to make people assess and think about further actions and behavior. Roskos-
Ewoldsen et al. (2004) brought this up in their study where they stated that fear messages 
have the tendency to result in people making objective assessments of the recommenda-
tions in the message. In addition, negative messages tend to make people feel vulnerable or 
scared (Roskos-Ewoldsen et al., 2004). This response also came apparent during our inter-
views since some of the first words that came into the respondents minds after being ex-
posed to negative messages were scary and disgusting, making them feel worried about health 
threats caused by unhealthy food. Respondents under 18 said that these pictures are a bit 
too extreme and respondents over 29 were just annoyed by seeing these kinds of pictures 
on Instagram and instead they just made them angry. In general, the respondents preferred 
seeing the negative effects of unhealthy food to the mind or body rather than seeing pic-
tures of bad food itself, which was also discussed by Brazier (2016). Thus, in order to im-
pact people’s attitudes by using negative messages, a suggested strategy is to focus on the 
effects of what unhealthy food does to a person rather than showing bad looking pictures 
of the actual food.  Also it is of importance that these pictures are not too extreme and in-
stead present good believable facts or pictures. An interesting fact that can be taken away 
from this study is the fact that even though in general the respondents preferred positive 
pictures, negative pictures can also, however, be effective if the pictures chosen follow the 
suggested strategy.  
 
Moreover, in general, health messages with an emotional feeling attached to it are found to 
be more effective (Lewis et al., 2007), which was also true for the female respondents in 
our study of which many preferred emotional pictures rather than rational ones. In addi-
tion, as believed in earlier research, humor is an effective technique to catch people’s atten-
tion (Lewis et al., 2007), which was also very apparent in this study. Almost all of the re-
spondents found the humor based messages used in our interviews funny and attention 
catching but, however, did not connect the main point of the pictures to food or nutrition. 
This was also confirmed in the robustness check. This shows that humor is definitely not 
an effective tactic to reach out to people in terms of food and nutrition. Many of the re-
spondents clearly stated that humor based pictures would not change their attitudes to-
wards healthy food since they had a hard time associating the message with nutrition. Also 
indicating towards the ineffectiveness of humor-based messages is the fact that they can 
possibly decrease the power of a message because some might find them inappropriate de-
pending on the context (Weinberger & Gulas, 1992), which also was mentioned by some of 
the respondents in this study. For these reasons, in this study, humor messages are not 
found to be effective in changing people’s attitudes towards healthy food consumption. 
 
Overall, as already mentioned previously in the analysis, positive messages were found to 
be much more popular among the respondents, proving the effectiveness of positive 
themed messages. Not only were the positive messages found to be motivating, but they al-
so inspired the respondents to eat healthier and make better choices, which was also con-
firmed in the robustness check for both groups. In contrast to the negative messages, the 
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positive themed messages were able to affect the respondents thoughts, making them want 
to eat the healthy food displayed in the pictures. In fact, the positive messages were found 
to have more of a long-term effect compared to negative messages that only impact 
thoughts and attitudes for a short period of time. Literature further discusses the fact that 
positive messages do not always have the power to improve persuasion of the message dis-
played to the viewer (ScienceDaily, 2009). This was something we could see clearly only in 
the male respondents in our study who definitely preferred negative persuasion over posi-
tive one. In fact they clearly stated that they are not at all impacted by positive persuasion 
since they feel this kind of information is very “girly”. Contradicting, women respondents 
in our study did however find positive messages much more persuasive because these mes-
sages made them feel happy and motivated.  
 
We believe that the reason to why most respondents chose positive messages has a lot to 
do with trust towards the message. We saw clear tendencies in the responses where the re-
spondents, very often when it comes to negative messages, had a hard time believing the 
message. A reason for this could be that negative messages tend to very often be a bit “too 
extreme”, therefore it may be easier to trust and adjust to a message that is saying some-
thing positive to people regarding themselves rather than saying something extreme and 
negative. We believe that these kinds of messages are sometimes harder to take in and 
therefore have the possibility to yield resistance in people rather than change.  
 
Previous literature (Rothman & Salovey, 1997; Wansink & Pope, 2014) has discovered that 
people who are knowledgeable or experts in the field of food and nutrition are in general 
more impacted by negative messages, and in contrast, people who are not knowledgeable 
tend to be more affected by positive messages. In our study, the findings contradict with 
existing literature since most of the people (19 out of 30) who considered themselves 
knowledgeable about healthy food and nutrition were more impacted by positive messages. 
However, the most of the respondents who did not consider them knowledgeable about 
healthy food and nutrition (7 out of 10), also found positive messages more effective, 
which is in agreement with the previous literature. We believe this may be due to the fact 
that people who feel like they are already knowledgeable within healthy food do not go to 
Instagram in order to learn even more about it; therefore messages with facts or texts may 
not be the best ones for these persons. If you already feel that you know enough about 
healthy food, instead you might just want Instagram to motivate you and show you how to 
take your knowledge a step further and actually start making and eating such healthy food. 
In contrast, people who do not consider themselves knowledgeable about healthy food 
may use Instagram the other way around, as a source to learn more about healthy food in a 
more fun way than just reading recipes and facts in books or on the Internet.  
 
The robustness check performed showed that all six respondents in both age groups pre-
ferred positive messages over negative, completely independent of their knowledge within 
healthy food and nutrition. As it seems, older people tend to feel a lot more knowledgeable 
within healthy food and nutrition as opposed to younger people under the age of 18 who 
do not at all consider themselves knowledgeable about healthy food. We could also see that 
positive messages were highly preferred the older you get, our respondents clearly indicated 
that they wanted to be motivated instead of scared and negatively affected. There is already 
too much negativity in this world we live in today, and therefore they did not want to see 
this on Instagram too.  
 
As it seems, there are very big differences in what messages apply to different individuals in 
different age groups, which has not been found in previous studies. The younger popula-
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tion wants to see simple, fun and colorful pictures, preferably pictures with “hot” people 
with good-looking bodies. This was something that the younger participants put enormous 
amount of emphasis on. It seems as if “the look” is very important in that generation. As 
goes for the main target group of our study, there were huge differences in what messages 
impact attitudes. The most important consideration among this age group was that the 
messages should be good looking, represent reality, motivating, inspiring and the recipes 
should be easy to make at home. The older generation has one major thing in common, 
and that was the fact that they want to be motivated and inspired positively by messages 
because they do not want to see more negativity in this world. This division between the 
opinions of different generations was very clear and maybe the fact that as we grow old, 
the more and more we care about health rather than the looks and being kind to yourself is 
more important that achieving the “perfect body”. Hence taking in consideration the dif-
ferences between age groups is definitely an important factor to consider.  
 
Lastly, another interesting factor that arose during our interviews was how some of the re-
spondents thought they were impacted by negative messages in the beginning but in the 
end found positive messages more effective, and the other way around. Eight respondents 
in total changed their opinion in the course of the interviews, indicating that Instagram may 
work differently than other media platforms. When we asked respondents in the beginning 
of the interviews what messages they think impacts them the most many respondents con-
nected back to negative and positive messages they have previously seen on other media 
such as commercials on TV, newspapers or various documentaries. Instagram is about 
posting one message, one picture or one short video, there is not much room to express a 
lot of facts and emotions. So when the respondents during the interviews were shown real 
examples of positive and negative messages on Instagram and how they work there they 
might have changed their opinion since it does not work like other media they have seen 
before. Moreover, the fact that eight respondents changed their mind during the course of 
the interviews also shows that Instagram does indeed have the power to change opinions 
and attitudes towards communication messages. However, bear in mind that eight people 
out of 46 is still a quite low number, which shows that the power of Instagram is still quite 
weak. 

5.3 Attitudes 
How a person reacts to a certain message seems to be a very important deciding factor in 
terms of what type of attitudes one will develop towards a message (Hastak & Olson, 1989; 
Petty et al., 1983; Wright, 1973). By having face-to-face interviews, the reaction of respond-
ents was something we could study closely as the respondents were shown diverse messag-
es during the interviews. When presenting the diverse messages to our participants we 
could fairly quickly see what kind of reaction they had towards different types of messages. 
Meaning that the first reaction people had towards a certain message was in the end also 
the ultimate decider of what their attitude would be and what type of response we would 
receive. Furthermore, the reaction was also an important factor in attitude change and re-
sistance among the respondents in the study. Literature on the subject further suggests that 
an attitude can only be changed if the person feels the need to change for himself or if the 
message sender is so powerful that they can facilitate this effect on the receiver (Gurrin, 
1968). Many respondents within the interviews did agree upon this statement by stating 
that no message on Instagram could make them change their attitudes towards eating more 
healthy food unless they felt the need to change within themselves. In many cases then, the 
own desire to change is the driver and controller of how one feels towards the messages 
presented on Instagram and what the end effect of the message will be on the person. This 
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is a factor that our study adds to previous literature. Moreover, in other cases when people 
did not feel the need to change themselves the most important factor was shown to actual-
ly be the power and identification with the message sender. This factor did indeed have the 
power to facilitate a change in people's attitudes towards the presented message. These 
findings were clearly matched in the robustness check for both respondents under 18 and 
respondents over 29 where they all agreed on the above stated findings.  
  
In early research it was said that fear in messages increased the attitude change among peo-
ple (Boster & Mongeau, 1984), however, recently this has been questioned and now it is 
believed that the effect of a message depends on how the message is processed by the indi-
vidual (Petty et al., 2001). Early research might have said that fear is better, and maybe it 
was, however, this was completely contradicted in our study. Most respondents disap-
proved with this statement and did not at all want to see fear messages on Instagram, they 
wanted Instagram to be something happy, motivating and encouraging. This was also seen 
in the robustness check for both respondents under 18 and for respondents over 29, they 
all agreed that fear messages do not have a major impact on their attitudes. Firstly, this is 
due to the fact that these messages are often questioned whether or not they are completely 
true and secondly, respondents found them ineffective due to the reason that they only im-
pact for a short period of time. Especially among the female respondents it was very clear 
that they wanted to see messages that promote positiveness and motivation instead of fear. 
However, we should not deny the fact that there were respondents within the study who 
were in complete agreement with the fact that fear messages are able to evoke bigger emo-
tions, more thought and easier change of attitudes that in turn leads to changes in behavior. 
It is also important that these fear messages need to in some way be personal to the viewer 
of the message in order for the viewer to be able to take in the information and relate to it, 
which was also found in the robustness check. In our study, general fear tactics were not 
very appreciated and were not seen as very effective methods to induce attitude changes.  
 
When it comes to the ELM model of attitude formation, as stated in the theoretical frame-
work, there are two routes to persuasion, the central and the peripheral (Schumann et al., 
2011). In our study, these two routes came forth in the question where we asked if re-
spondents tend to be influenced more by the surfaced characteristics in a message or if they 
are more affected if the message seems relevant and interesting to them. When the con-
sumer finds the information interesting and relevant (Olson et al., 1982), they tend to take 
the central route to persuasion (Haugtvedt & Petty, 1989; Olson et al., 1982). In our study, 
out of the 40 respondents, there were 22 respondents who said that the relevance of the 
message had impact on their attitudes towards the message. For these people, the surfaced 
characteristics were the ones that captured their attention towards a certain picture or mes-
sage and later on the relevance of the message was the decider of the attitude towards the 
message. What we could further see in the robustness check was that people above 29 were 
definitely more prone to pictures with relevant messages, on the opposite, respondents un-
der 18 were definitely more drawn to just a pretty picture. It is further stated that this route 
tends to lead to more permanent changes in a person's attitudes (Petty & Cacioppo, 1986). 
This was definitely brought forward in the interviews; many respondents said that the mes-
sage needs to be relevant or personal to them in order for them to change something in a 
longer term. However, relevance is not necessarily to be connected with either positive or 
negative messages, it can include both types. The pretty picture is the one that makes the 
viewers stop scrolling through the feed, however, the relevant messages are the ones that 
stick in the head for the long term.  
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On the other hand, as stated in the theoretical framework, when people pay more attention 
to the surfaced characteristics in the message instead of the arguments within it (Solomon 
et al., 2013), they are taking the peripheral route to persuasion (Petty & Cacioppo, 1986). 
This was definitely the case in our study, the large majority of respondents indicated that 
they pay more attention to the surfaced characteristics of a message on Instagram. It was 
many times brought up that Instagram is truly a platform where the image is the most im-
portant factor since that is the ultimate decider whether or not a person stops scrolling 
through the feed. However, in literature it is further stated that this route tends to be more 
short term since the person is not affected by the argument qualities within the picture 
(Petty & Cacioppo, 1983). In our study the pretty picture was indeed preferred, but howev-
er, contradicting to the ELM model, the respondents felt that a pretty picture had more of 
a long-term effect. This could mean that these pictures have the potential to be very predic-
tive of behavior because respondents in the study who were exposed to pictures with pretty 
and healthy food wanted to buy it, cook it and eat it. What can we then take away from 
this? As it seems, Instagram is probably not the best platform to post messages that include 
very tough, relevant and interesting facts that people need to put time into understanding. 
Our suggestion would be to put focus on presenting a pretty picture and then having the 
message underneath the picture since Instagram users seem to first stop and then read. 
 
Furthermore, when it comes to the ELM model, it should be taken into consideration that 
its applicability in the advertising field should be criticized; this goes for our study too. As 
stated by Sczepanski (2006), even though the ELM model is one of the most powerful 
within the field of attitudes, it is still questionable as to how applicable it is within advertis-
ing design and implementation. Even though our study is not purely based on advertising, 
it should still be considered how applicable the ELM model truly is. The ELM model pro-
poses two routes to attitude formation and change. However, in our study we have seen 
that there are not only two factors deciding what route people end up taking, and also we 
have seen many cases where people are persuaded by characteristics included in both the 
paths. What we are saying is that the ELM model is not in every case applicable since many 
people are persuaded by both relevance of the message and the surfaced characteristics. 
Especially, as has been seen, on Instagram where the surfaced characteristics in a message 
were usually the ones capturing the eye of the viewer. However, in the later stages the 
viewer also highly considered the relevance of the message and these two together then ei-
ther formed an attitude or changed an already existing attitude. Furthermore, an evident 
fact that we discovered was that identification plays a major role in forming or changing at-
titudes towards a message, this is further a proof that the ELM model should be criticized 
since it does not include other important factors within advertising and communication 
messages that play major roles in forming or changing attitudes. We therefore want to em-
phasize that even though the ELM is able to describe a part of the attitudes formed and 
changed when it comes to Instagram, it still does not have the capability to explain them 
all.  

5.4 Identification 
Since identification with the message sender was shown to be an extremely important de-
terminant of the effectiveness of communication messages in the literature (Basil, 1996), we 
wanted to examine this in our study. What this means is basically that if a person feels that 
he/she can identify with the sender, they will be more likely to take in the message that is 
sent, which was definitely proven in our study. Almost all the respondents in all three age 
groups said that a sender with whom they can identify with would ultimately have a bigger 
effect on their attitudes towards the presented message. What is important to note here is 
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that identification was not only seen with senders that the respondents know such as 
friends or family, but also with celebrities or unknown people as long as the respondents 
felt that the message or picture they portray is truthful and realistic. People who have gone 
through successful changes in their health were definitely something many can and want to 
identify with since they then believe that this is something they can achieve too. However, 
many of the respondents also highlighted the importance of trust towards the message 
sender, which shows that the effectiveness of a message is not only dependent on identifi-
cation but also other factors.  
 
However, can we in the end say that this identification aspect will lead to more lasting atti-
tude changes and behavior changes? According to the social learning theory, identification 
with the message sender will also lead behavioral changes (Bandura, 1986). In other words 
this means that the degree to which a person can identify with a message sender can de-
termine how likely it is that a modeled behavior will be adopted. Many of our respondents 
said that identification most definitely leads to attitude changes, however, only a few re-
spondents indicated that they would change their behavior too if they felt that they could 
identify with the message sender. Therefore, it is in our belief that Instagram may not be 
the best platform to ensure lasting attitude changes when it comes to convincing people to 
eat more healthy food. Even though identification can ultimately lead to a larger effect, it is 
not necessarily a long-term effect, which we feel is needed in order to change people's be-
havior to consumer more healthy food. We believe that something more may be needed to 
be able to achieve this effect for larger masses of people, and Instagram may not be the 
right platform for this.  
 
As we stated in the beginning of the analysis, different communication messages and iden-
tification go hand in hand. They are a common force and reinforce each other when it 
comes to changing attitudes among people on Instagram. Therefore, it is hard to say that 
one type of message works better than the other since they are dependent on who sends 
the message too. A message may be highly relevant and interesting to someone; however, if 
it comes from the wrong message sender it may end up not having any effect at all. There-
fore it is important to see these components as complementary and not competing when it 
comes to forming and changing attitudes on Instagram. 

5.5 Communication messages and identification, connected or   
not? 
In order to tie this study together, we need to once again reconnect to what was stated in 
the beginning of the analysis. We need to clarify the relationship between communication 
messages and identification and determine whether they work as separate forces or if they 
are correlated together when forming attitudes and changing attitudes. Throughout the the-
sis these two have been treated separately, however, in our empirical findings it came forth 
that the two forces work together in forming and changing a person's attitudes. Based on 
our study we can definitely say that positive messages were the preferred ones when look-
ing at what types of messages have a more profound impact in forming and changing a 
person's attitudes regarding healthy food consumption. However, what was brought up lat-
er during the interviews was that communication messages on Instagram alone do not in all 
cases have the full power to form and change attitudes. It was discovered that identification 
with the message sender does indeed have an additional impact on how people perceive the 
message posted. A person's view of the message could be changed depending on who the 
message sender was, meaning that, identification and communication messages work to-
gether in forming and changing attitudes when it comes to healthy food consumption on 
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Instagram. This shows a different path than the one shown in the created conceptual mod-
el where messages and communication were treated separately when forming and changing 
attitudes towards healthy food consumption. What should be further known is that one 
more additional component was discovered to have close relationship with communication 
messages and identification in forming and changing attitudes; this was the person’s own 
willingness. This relationship will be further explained in section 5.6.   
 
Based on our study we are therefore able to say that identification with the message sender 
has an indirect impact on attitude change and formation when it comes to healthy food 
messages on Instagram. It does not have a direct impact since we found in our study that 
attitude change and formation is dependent on several factors such as trust, different 
communication messages, gender and age differences and the person's own willingness to 
form or change attitudes. Therefore, it can be concluded that identification with the mes-
sage sender has an indirect impact on attitude change and formation in the sense that it co-
works with other factors in forming and changing attitudes (See figure 5.1). This will be 
further discussed in the next section.  

5.6 Developing the conceptual model 
This study has brought up four additional factors outside the scope of the created concep-
tual model, which add and develop the existing theory in the field. We therefore decided to 
make a new conceptual model that includes the additional findings received in this study 
(See figure 5.1). As can be seen in the new conceptual model, the two research questions in 
the study are both investigated in the chosen context Instagram.   
 
During the study, we found three factors that have a major impact on communication mes-
sages and identification with the message sender. These three were gender, age and trust. 
Trust was in fact that the factor that was brought up in almost every interview conducted 
throughout the study. Trust was a deciding factor when respondents thought about differ-
ent messages on Instagram. Furthermore, in order for people to change their attitudes to-
wards a communication message many needed to feel that they could trust both the mes-
sage and the message sender who posted it. This component is an added component out-
side the created model, which should be very much considered when studying the impact 
of communication messages. Furthermore, previous studies either did not find or did not 
put emphasis on finding any major differences when it comes to age or gender differences 
within attitude formation and change in health related communication messages. However, 
this is something our study further adds to already existing theory within the field since we 
did find differences in message preferences depending on age and gender of the respond-
ents. We also found that age and gender do affect the impact of identification with the 
message sender. Therefore, these two factors are also added to the model and work togeth-
er with trust when impacting attitudes.  
 
In the next stage of the model, we can see the fourth added component, which is the per-
son’s own willingness to either form new attitudes or change already existing ones. We dis-
covered that communication messages and identification are in many cases just a push in 
the right direction towards attitude formation and change.  However, in order for the mes-
sages to really work, the person himself/herself needed to possess a willingness to either 
form new attitudes or change already existing ones. This is also a component that should 
be added when considering the effect of communication messages on people's attitudes re-
garding healthy food consumption. This component has been discussed in previous re-
search, however, to a very small extent. Therefore we want to once again emphasize it as a 
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component to add in the conceptual model. Thus, these three components cooperate and 
work together when forming or changing a persons attitudes regarding healthy food mes-
sages on Instagram.  
 
After performing the study we can now say that the conceptual model based on the pur-
pose, research questions and the already existing theory in this thesis could be developed 
and modified to include the additional findings that were found in the study (See figure 
5.1). 
 

 
Figure 5.1 Developed Conceptual Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
50 

6 Conclusion 
This conclusion aims to answer the two research questions for this thesis. Further it aims to give final mean-
ing to the purpose of the study of identifying whether positively or negatively themed messages on Instagram 
have a stronger impact on a persons attitudes regarding healthy food consumption and whether identification 
with the message sender has an additional impact on attitude formation and change.  

6.1 Concluding Remarks 
As the purpose states, this thesis aimed to identify whether positively or negatively themed 
messages on Instagram have a stronger impact on a person's attitudes regarding healthy 
food consumption. We also further examined if identification with the message sender has 
an additional impact on attitude formation and change. We wanted to gain a deeper under-
standing of the communication message field on Instagram and how different message 
senders affect people. Even though Instagram is one of the biggest marketing opportuni-
ties now and in the future, there has not been very much research conducted on this par-
ticular platform. The collection of the empirical material aimed to answer to the two fol-
lowing research questions.  
 
Research Question 1: Do positive or negative messages have a stronger impact on a per-
son's attitudes regarding healthy food consumption?  
 
As a very general introducing conclusion one can state that positive communication mes-
sages are definitely preferred over negative messages. The reason for this is that people 
want to feel positively motivated and happy when seeing healthy food messages on Insta-
gram. Moreover, positive messages were found to have a more lasting effect on people's at-
titudes regarding healthy food because overall these positive messages are more persuasive 
in achieving attitude formation and change. A reason to why people tend to prefer positive 
messages is due to the fact that these were found to be more believable and trustworthy 
compared to negative messages, which were often perceived to be too extreme or untruth-
ful. Lastly, it is important to know that there are slight differences in different age groups 
and genders when it comes to what type of communication messages are preferred. 
 
Research Question 2: In what ways does identification with the message sender have an 
additional impact on people's attitudes regarding healthy food consumption? 
 
The largest overall conclusion that was found in our study was that identification with the 
message sender does have additional impact on how a communication message is per-
ceived. A message sender with whom the receiver can identify with is more likely to ensure 
a lasting attitude formation and change in the receiver of the message. It can be said that 
identification, in an indirect way, impacts the attitude formation and potentially also the at-
titude change when it comes to healthy food consumption. 
 
Moreover, the identification had a more significant impact on attitudes when the receiver 
felt that they could also trust the sender. The identification aspect further makes it harder 
to say that only one specific type of message works better than the other since the attitudes 
formed and changed are dependent on who sends the message. This implies that identifica-
tion and communication messages work together when it comes to forming and changing 
attitudes on Instagram, therefore it is important to see these two components as comple-
mentary and not competing.  
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So can it be said that Instagram makes people healthier? Our study reveals that Instagram 
does indeed have a certain amount of power in forming and changing attitudes when it 
comes to healthy food consumption. Instagram makes the healthy lifestyle extremely acces-
sible for its users by exposing people to healthy food messages and thus making it a good 
platform to reach out to a large amount of viewers. It is, however, in our belief that it may 
not be the best media platform to use when wanting to achieve a profound and lasting 
change in people's final behavior regarding healthy food consumption.  

6.2 Managerial, societal & ethical implications 
This thesis gives valuable indications and information to companies, organizations and de-
cision makers in order to direct marketing practices in terms of communication messages 
on social media and particularly Instagram. An increased understanding and knowledge 
within the field of communication messages gives useful insights at a broader societal im-
pact on which aspects are necessary to consider when striving to create effective communi-
cation messages. Moreover, it is important for managers to know how to adequately create 
communication messages that correspond to the expectations of the society.  In order to 
keep up with the constantly changing society, managers need to develop significant 
knowledge of what messages are the most effective ones. A good way to achieve this is to 
constantly follow the feed on health messages on Instagram and look for pictures that are 
very “liked”, also it can be extremely useful to read the comments posted by viewers on the 
particular pictures.  
 
Another important aspect to consider is that the world is becoming more and more visual, 
thus, marketing and communication too needs to become more image-based and visual in 
order to keep up with the changing needs of the consumers and the society. Moreover, it is 
of high importance that one knows that messages are not all about the message itself. The 
person or company behind the message is equally important for the end effect on the con-
sumer, this is where identification with the message sender plays a huge role. 
  
In order to appeal to viewers on Instagram when it comes to healthy food messages the 
sender should think about the audience he/she wants to reach with the message. In most 
cases, preferably the message should be a positive, motivating and appealing one. However, 
in a few cases the consumers want to see terrifying and negative message including real 
facts. No matter which one is chosen, it is of highest importance that the message stays 
truthful and presents a real picture or image of the message sender.  
 
Advertising today is more and more on social media, therefore companies need to stand 
out and adapt their marketing efforts to diverse social media platforms. If this is where 
people are, then this is where companies need to be too. We therefore believe this thesis 
stresses the importance of how trends in the society are constantly connected and shown 
on social media platforms too. Advertising and communication messages are further an ex-
tremely important pillar in our society in many ways; most importantly it generates a higher 
standard of living by promoting a variety and quality in consumption, which is shown in 
our thesis. Furthermore, it is a great incentive to progress, as seen in our study where 
communication messages were shown to be a great motivating force. 
  
Unfortunately, a great deal of messages on social media have a hard time following general 
ethical manners. And as we know; good ethics makes good business sense. Communication 
messages need to be ethically grounded for the benefit of both the sender of the message 
and the society. Everyday people make decisions, some of them at times imply a small risk, 



 

 
52 

and some may imply a bigger risk. The advertising world is a rough one, and this is truly 
where ethics and values come in. When unethical decisions are made in advertising and 
communication, many people could end up offended or hurt. People, companies and or-
ganizations that are known to be fair and that show up responsible ethical practices are 
probably likely to attract more attention and stand out from the crowd. 
  
Advertisers, managers and all other message senders are constantly in the business of 
communicating with others, this could be thousands or even millions of other people. It is 
therefore of high importance that the message presented is one that does not lie, does not 
make false claims and is not on the limit of decency. This is something that is important on 
not only from an ethical perspective but also from a managerial and societal one.  

6.3 Suggestions for further research 
During our study we were able to collect a large amount of data from differing respondents 
since we wanted to get a broader understanding of how different communication messages 
are perceived on Instagram. By having many respondents with very differing views it 
opened up our eyes for new aspects and topics that could be studied within this field. A de-
limitation of this study was that it only investigated the social media platform Instagram. 
Since the world we live in today is extremely involved in social media, we suggest that fur-
ther studies in the same area could be performed on other social media in order to discover 
if there are any similarities or differences when it comes to different platforms. 
 
Moreover, this study only focused on consumers’ attitudes when it comes to healthy food 
messages on Instagram, it did not take further steps to analyze behavior among consumers 
too. Therefore a suggestion would be to perform the same study but to take it one step fur-
ther and investigate if consumers actually change their behavior when seeing such messages 
on Instagram. Do they actually start eating more healthy food? Are they buying it in the 
store and are they cooking it?  
 
We further consider it of high interest to dig deeper and to separately study positive mes-
sages, negative messages and the identification aspect in this thesis. It would be interesting 
to get an even deeper understanding of how these diverse aspects have an influence on 
people and their attitudes. Preferably, a study could be performed on the identification as-
pect since this was discovered to be the most vaguely researched one.  
 
During our study one very interesting aspect came up among many respondents. This was 
trust, and by trust we mean the trust the consumer has towards the message sender. Many 
respondents indicated that this is an extremely important factor that affects their attitudes 
towards the message. A suggestion would be to study trust when it comes to messages on 
social media and what kind of impact it has on the viewer of the message. 
  
Earlier research has not been able to see a very clear difference between genders when it 
comes to what communication messages are preferred, instead, the only difference has 
been seen in when it comes to knowledgeable and not knowledgeable people in the field. 
In our study we found that there is however a difference in preferences when it comes to 
male and female respondents. Therefore, this would be extremely interesting to study fur-
ther and see whether these differences can be confirmed in a larger study with even more 
male and female respondents included. 
 
 



 

 
53 

References  
Ajzen, I. (2001). Nature and operation of attitude. Annual review of psychology, 52(1), 27-58.  
 
Ajzen, I. (2011). Attitudes, Personality and Behavior. Gosport, Hampshire: Ashford Colour 
Press Ltd.   
 
Albarracin, D., Johnson, B.T., & Zanna, M.P., Kumkale, G.T. (2005). Attitudes: Introduc-
tion and scope. In D. Albarracin, B.T. Johnson, & M.P. Zanna (Eds.), Handbook of attitudes 
(pp.3-20). Hillsdale, NJ: Erlbaum. 
 
Anderson, S., Hastings, G., & MacFadyen, L. (2002). Strategic marketing in the UK tobac-
co industry. The Lancet, 3, 481-486.  
 
Apollonio, D.E., & Malone, R.E. (2009). Turning negative into positive: Public health mass 
media campaigns and negative advertising. Health Education Research, 24(3), 483-495. 
 
Arújo, C.S., Corréa L.P., da Silva, A.P., & Prates, R.O. (2014). It is not just a picture: Revealing 
some user practices in Instagram. Paper presented at the Web Congress (LA-WEB), Ouro Preto, 
Brazil.  
 
Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. 
Journal of the Academy of Marketing Science, 27(2), 184–206. 
 
Bandura, A. (1977). Social learning theory. Englewood Cliffs, N.J: Prentice-Hall. 
 
Bandura, A. (1986). Social foundations of thought and action: A social-cognitive theory. Englewood 
Cliffs: Prentice-Hall. 
 
Basil, M.D. (1996). Identification as a mediator of celebrity effects. Journal of Broadcasting & 
Electronic Media, 40, 478-495. 
 
Baudot, B. (1991). International issues in the advertising of health-related products. Europe-
an Journal of Marketing, 25(6), 24-36.  
 
Boster, F.J., & Mongeau, P. (1984). Fear-arousing persuasive messages. In R.N. Bostrom 
(Ed.), Communication yearbook (pp.330-375). Beverly Hills, CA: Sage.  
 
Brazier, Y. (2016, January 30). Negative food messages make sugary snacks more enticing. 
MNT. Retrieved February 17, 2016, 
from  http://www.medicalnewstoday.com/articles/305812.php 
 
Brocato, E. D., Gentile, D. A., Laczniak, R. N., Maier, J. A., & Ji-Song, M. (2010). Televi-
sion commercial violence potential effects on children. Journal of Advertising, 39(4), 95–107. 
 
Brock, T.C. (1967). Communication discrepancy and intent to persuade as determinants of 
counterargument production. Journal of Experimental Social Psychology, 3, 296-309. 
 
 



 

 
54 

Brown, W.J. (2015). Examining four processes of audience involvement with media perso-
nae: Transportation, parasocial interaction, identification, and worship. Communication Theo-
ry, 25, 259-283.  
 
Brown, W.J., & Basil, M.D. (2010). Parasocial interaction and identification: Social change 
processes for effective health interventions. Health Communication, 25(6-7), 601-602.  
 
Bryman. A., & Bell, E. (2007). Business research methods. New York: Oxford University Press 
Inc.  
 
Castillo, M. (2014, December 1). How to Get Shoppers To Bite. Adweek, 55(43), 10. 
 
Chaffey, D., Ellis-Chadwick, F., Johnston, K., & Mayer, R. (2006). Internet Marketing: Strate-
gy, Implementation and Practice. Edinburgh: Pearson Education Limited. 
 
Chandler, D., & Munday, R. (2011). A dictionary of media and communication. Oxford: Oxford 
University Press.  
 
Churchill, G. (1987). Marketing Research: Methodological Foundations. Chicago: Dryden Press.  
 
Cohen, D.A., & Babey, S.A. (2012). Contextual influences on eating behaviours: heuristic 
processing and dietary choices. Obesity Reviews, 13, 766-779. 
 
Collins, A.M., & Loftus, E.F. (1975). A spreading- activation theory of semantic processing. 
Psychological Review, 82(6), 407–428. 
 
Crano, W.D., & Prislin, R. (2008). Attitudes and attitude change. New York, NY: Psychology 
press.  
 
Danciu, V. (2014). Manipulative marketing: persuasion and manipulation of the consumer 
through advertising. Theoretical and applied economics, XXI(2), 19-34.   
 
Das, E., de Wit, J., & Stroebe, W. (2003). Fear appeals motivate acceptance of action rec-
ommendations: Evidence for a Positive Bias in the processing of Persuasive messages. Per-
sonality and social psychology bulletin, 29(5), 650-664.  
 
Diener, E., & Crandall, R. (1978). Ethics in Social and Behavioral Research. Chicago: University 
of Chicago Press.  
 
Ditto, P.H., Munro, G.D., Apanovich, A.M., Scepansky, J.A., & Lockhart, L.K. (2003). 
Spontaneous skepticism: The interplay of motivation and expectation in responses to fa-
vorable and unfavorable medical diagnoses. Personality and Social Psychology Bulletin, 29, 1120-
1132.  
 
Dovas. (2015). The Truth Behind Instagram Photos. Retrieved February 2016, from 
http://www.boredpanda.com/truth-behind-instagram-photos-cropping-chompoo-
baritone/ 
 
Doyle, C. (2011). A dictionary of marketing. Oxford: Oxford University Press.  
 



 

 
55 

Duggan, M. (2015, August 19). The Demographics of Social Media Users. Pew Research Cen-
ter. Retrieved March 3, 2016, from http://www.pewinternet.org/2015/08/19/the-
demographics-of-social-media-users/ 
 
Eagly, A.H., & Chaiken, S. (1993). The Psychology of Attitudes. Fort Worth, TX: Harcourt Col-
lege Publishers.   
 
Elliot, B.J. (2003). The psychology of fear appeals re-visited. Paper presented at the road safety re-
search, policing and education conference. Sydney, Australia.  
 
Erbentraut, J. (2015, May 25). Positive Messages In Health Campaigns Could Be More Ef-
fective Than Negative Ones. Huffington Post. Retrieved February 15, 2016, from 
http://www.huffingtonpost.com/2015/05/29/positive-public-health-
messages_n_7461938.html 
 
Fox, S., & Fallows, D. (2003). Internet Health Resources- Health searches and email have become mo-
re commonplace, but there is room for improvement in searches and overall Internet access. Retrieved Feb-
ruary 8, 2016, from http://www.pewinternet.org/files/old-
media/Files/Reports/2003/PIP_Health_Report_July_2003.pdf.pdf 
 
Freud, S. (1922). Group psychology and the analysis of ego. New York, NY: Norton. 
 
Fridkin, K., Kenney, P.J., & Wintersieck, A. (2015). Liar, Liar, Pants on Fire: How fact-
checking influences citizens´ reactions to negative advertising. Political Communication, 32(1), 
127-151.  
 
Furstenberg, C.T., Sebrechts, M.M., & Seamon, J.G. (1987). Accessing associative strength 
in cued recall and pair recognition. American Journal of Psychology, 100(2), 239–251. 
 
Gallaugher, J. & Ransbotham, S. (2010). Social media and customer dialog management at 
Starbucks. MIS Quarterly Executive, 9(4), 197-212.   
 
Gallagher, K., & Updegraff, J. (2012). Health message framing effects on attitudes, inten-
tions and behavior: a meta-analytic review. Annals of Behavioral Medicine, 43(1), 101-116. 
 
Gardner, M. P. (1985). Mood states and consumer behavior: A critical review. Journal of 
Consumer Research, 12(3), 281-300.  
 
Ghauri, P., & GrØnhaug, K. (2010). Research Methods in Business Studies. Harlow: Pear-
son Education Limited 

Gorard, S. (2002). Ethics and Equity: Pursuing the Perspective of Non-Participant. Social 
Research Update, 39, 1-4.  
 
Greenwald, A.G. (1968). Cognitive learning, cognitive response to persuasion, and attitude 
change. In A.G. Greenwald, T.C. Brock, & T.C. Ostrom (Eds.), Psychological Foundations of 
Attitudes. New York: Academic Press. 

Guba, E.G., & Lincoln, Y.S. (1994). Competing paradigms in qualitative research. In Denzin, 
N.K. & Lincoln, Y.S. (2000). Handbook of qualitative research. Thousand Oaks: Sage.  



 

 
56 

 
Gurrin, Q.W. (1968). Focus on the attitude change process. Personnel Journal, 47, 95-98.  

Hastak, M., & Olson, J.C. (1989). Assessing the role of brand-related cognitive responses as 
mediators of communication effects on cognitive structure. Journal of Consumer Research, 
15(4), 444-456,  
 
Haugvedt, C.P., & Petty, R.E. (1989). Need for cognition and attitude persistence. Advances 
in consumer research, 16, 33-36.  
 
Heisley, D.A., & Levy, S.J. (1991). Autodriving: A Photoelicitation Technique. Journal of 
Consumer Research, 18(3), 257-272. 

Heller-Baird, C., & Parasnis, G. (2011). From social media to social customer relationship 
management. Strategy & Leadership, 39, 30-37.  
 
Holtz, M. (2015, December 28). Digital marketing in 2016, trends and lessons from the past. Re-
trieved January 28, 2016, from http://www.business2community.com/digital-
marketing/digital-marketing-2016-trends-lessons-past-
01411904#Vrjys8DSV7MWeOEP.97  
 
Hu, Y., Manikonda, L., & Kambhampati, S. (2014). What We Instagram: A First Analysis of 
Instagram Photo Content and User Types. Presented at the 8th International Conference on 
Weblogs and Social Media, Ann Arbor, USA.  
 
Hutchinson, J.W., Kamakura, W.A., & Lynch Jr, J.G. (2000). Unobserved heterogeneity as 
an alternative explanation for “reversal” effects in behavioral research. Journal of Consumer 
Research, 27, 324-344.  
 
Igartua, J. J., & Barrios, I. (2012). Changing real-world beliefs with controversial movies: 
Processes and mechanisms of narrative persuasion. Journal of Communication, 62, 514–531. 
 
Instagram. (2016a). FAQ. Retrieved February 11, 2016, from 
https://www.instagram.com/about/faq/ 
 
Instagram. (2016b). Press News. Retrieved February 11, 2015, from 
https://www.instagram.com/press/?hl=en 
 
Jacobsen, D.I. (2002). Vad, hur och varför? Om metodval i företagsekonomu och andra samhällsveten-
skapliga ämnen. Norge: HØyskoleforlaget AS- Norwegian Academic Press. 
 
Jayanti, R. K. (2010). A netnographic exploration: listening to online consumer conversa-
tions. Journal of Advertising Research, 50(2), 181-196.   
 
Jones, T., Cunningham, P. H., & Gallagher, K. (2010). Violence in advertising. Journal of 
Advertising, 39(4), 11–36. 
 
Kahle, L.R., & Homer, P.M. (1985). Physical attractiveness of the celebrity endorser: A so-
cial adaptation perspective. Journal of Consumer Research, 11, 954–961. 
 
 



 

 
57 

Kamins, M.A. (1990). An investigation into the match-up hypothesis in celebrity advertis-
ing: When beauty may be only skin deep. Journal of Advertising, 19(1), 4–13.  
 
Karson, E.J., & Korgaonkar, P.K. (2001). An experimental investigation of internet adver-
tising and the elaboration likelihood model. Journal of Current Issues and Research in Advertising, 
23(2), 53-72. 
 
Kelman, H. (1958). Compliance, identification, and internalization: Three processes of atti-
tude change. Journal of Conflict Resolution, 2, 51–60. 
 
Kelman, H. (1961). Process of opinion change. Public Opinion Quarterly, 25, 57–78.  
 
Kemp, E., & Kopp, S. W. (2011). Emotion regulation consumption: When feeling better is 
the aim? Journal of Consumer Behaviour, 10, 1–7. 
 
Kirtis, A.K., & Karahan, F. (2011). To be or not to be in social media arena as the most 
cost- efficient marketing strategy after the global recession. Procedia Social and Behavioral Sci-
ences, 24, 260- 268.  
 
Kitchen, P.J., Kerr, G., McColl, S.R., & Pals, H. (2014). The elaboration likelihood model: 
review, critique and research agenda. European Journal of Marketing, 48(11/12), 2033-2050. 
 
Lang, A., Newhagen, J., & Reeves, B. (1996). Negative video as structure: Emotion, atten-
tion, capacity, and memory. Journal of Broadcasting and electronic media, 40, 460–477.       
 
Lee, A.Y., & Aaker, J.L. (2004). Bringing the frame into focus: the influence of regulatory 
fit on processing fluency and persuasion. Journal of Personality and Social Psychology, 86(2), 205-
218. 
 
Lenhart, A. (2015, April 9). Teens, Social Media & Technology Overview 2015. Pew Research 
Center. Retrieved March 3, 2016, from http://www.pewinternet.org/2015/04/09/teens-
social-media-technology-2015/ 
 
Lester, P.M. (2014). Visual Communication: Images with Messages. 6th ed. Boston: Wadsworth 
Cengage Learning.  
 
Leung, A. (2012, June 18). To eat or tweet: How social media has changed dining out. Retrieved 
February 8, 2016, from http://blog.hootsuite.com/dining-social-media/ 
 
Lewis, I.M., Watson, B., White, K.M., & Tay, R. (2007). Promoting public health messages: 
Should we move beyond fear-evoking appeals in road safety? Qualitative Health Research, 17 
(1), 61-74. 
 
Lincoln, Y.S., & Guba, E.G. (1985). Naturalistic inquiry. Beverly Hills: Sage 
 
Maddux, J.E., & Rogers, R.W. (1983). Protection motivation and self-efficacy: A revised 
theory of fear appeals and attitude change. Journal of Experimental Social Psychology, 19, 469-
479.  
 



 

 
58 

Mai, L-W., & Schoeller, G. (2009). Emotions, attitudes and memorability associated with 
TV commercials. Journal of Targeting, Measurement and Analysis for Marketing, 17(1), 55–63.  
 
Maio, G.M., & Haddock, G. (2010). The psychology of attitudes and attitude change. London: 
SAGE publications.  
 
Malhotra, N.K., & Birks, D.F. (2006). Marketing Research: An Applied Approach. 2nd Europe-
an ed. Harlow: Pearson Education Limited. 
 
Mann, T., Sherman, D., & Updegraff, J. (2004). Dispositional motivations and message 
framing: a test of the congruency hypothesis in college students. Health Psychology, 23(3), 
330-334.  
 
MDG Advertising. (2015, April 1). Instagram Captures Attention as Fastest-Growing Social Media 
Network. Retrieved February 11, 2016, from 
http://www.mdgadvertising.com/blog/instagram-captures-attention-as-fastest-growing-
social-media-network/ 
 
MDG Advertising. (2015, October 28). Marketing Budgets 2016: 5 Reasons Instagram Matters, 
Big Time. Retrieved February 8, 2016, from 
http://www.mdgadvertising.com/blog/marketing-budgets-2016-reasons-instagram-
matters-infographic/ 
 
Menulog. (2014). How Social Media Is Changing The Way We Eat. Retrieved February 8, 2016, 
from https://www.menulog.com.au/blog/social-media-changing-eat/ 
 
Meyers, M. (2012, September 8). How Instagram became the social network for tweens. 
CBS Interactive. Retrieved March 3, 2016, from http://www.cnet.com/news/how-
instagram-became-the-social-network-for-tweens/  
 
Miles. J.G. (2014). Instagram Power. United States: McGraw-Hill Education.  
 
Miles, M.B., & Huberman, A.M. (1994). Qualitative data analysis: An Expanded Sourcebook of 
New Methods. Thousand Oaks: SAGE Publications. 
 
Moore, D. J., Harris, W. D., & Chen, H. C. (1995). Affect intensity: An individual differ-
ence response to advertising appeals. Journal of Consumer Research, 22(2), 154–164. 
 
Morris, J.D., Woo, C.M., & Singh, A.J. (2005). Elaboration likelihood model: a missing in-
trinsic emotional application. Journal of Targeting, Measurement and Analysis for Marketing, 14(1), 
79-98.  
 
Nabi, R. L. (2002). Discrete emotions and persuasion. In J. Price Dillard & M. Pfau (Eds.). 
The persuasion handbook: Developments in theory and practice (pp. 289 - 308). Thousand Oaks, CA: 
Sage.  
 
Nan, X. (2007). The relative persuasive effect of gain- versus loss-framed messages: Ex-
ploring the moderating role of the desirability of end-states. Journal of Mass Communication 
Quarterly, 84, 509-524. 
 



 

 
59 

 
 
Nayab, N. (2015). How are you communicating to your team? Retrieved May 4, 2016, from  
http://www.brighthubpm.com/methods-strategies/79297-comparing-various-forms-of 
communication/  
 
Nelson, D.L., Bajo, M.T., & Casanueva, D. (1985). Prior knowledge and memory: The in-
fluence of natural category size as a function of intention and distraction. Journal of Experi-
mental Psychology: Learning, Memory, and Cognition, 11(1), 94–105.  
 
Nöth, W. (2001). Word and Image: Intermedial Aspects. Retrieved May 4, 2016, from 
http://www.medienpaed.com/globalassets/medienpaed/2001/noeth0108.pdf  
 
Olson, J.C., Toy, D.R., & Dover, P.A. (1982). Do cognitive responses mediate the effects 
of advertising content on cognitive structure? Journal of consumer research, 9(3), 245-262.  
 
Page, R. M., & Brewster, A. (2009). Depiction of food as having drug-like properties in tel-
evised food advertisements directed at children: Portrayals as pleasure enhancing and ad-
dictive. Journal of Pediatric Health Care, 23(3), 150–157.  
 
Park, H., Rodgers, S., & Stemmle, J. (2011). Health Organizations’ Use of Facebook for 
Health Advertising and Promotion. Journal of Interactive Advertising, 12(1), 62-77. 
 
Pasadeos, Y., Phelps, J., & Edison, A. (2008). Searching for our “own theory” in advertis-
ing: an update of research networks. Journalism and Mass Communication Quarterly, 85(4), 785-
806.  
 
Patterson, M. (2015, May 4). Social Media Demographics to Inform a Better Segmentation Strategy. 
Retrieved March 3, 2016, from http://sproutsocial.com/insights/new-social-media-
demographics/ 
 
Pettigrew, S., Roberts, M., Chapman, K., Quester, P., & Miller, C. (2012). The use of nega-
tive themes in television food advertising. Appetite, 58, 496-503. 
 
Petty, R.E., & Cacioppo, J.T. (1983). Central and peripheral routes to persuasion: applica-
tion to advertising. In L. Percy, & A.G. Woodside (Eds.), Advertising and consumer psychology 
(p. 3-23). Lexington, MA: D.C Heath and Company.  
 
Petty, R.E., & Cacioppo, J.T. (1986). Communication and persuasion: Central and peripheral routes 
to attitude change. New York, NY: Springer-Verlag.  
 
Petty, R.E., Cacioppo, J.T., & Schumann, D. (1981). Cognitive responses to persuasion. Hillsdale, 
NJ: Lawrence Erlbaum.   
 
Petty, R.E, Cacioppo, J.T., & Schumann, D. (1983). Central and Peripheral Routes to Ad-
vertising Effectiveness: The Moderating Role of Involvement. Journal of Consumer Research, 
10, 135-146.  
 
 



 

 
60 

 
Petty, R.E., Fabrigar, L.R., & Wegener, D.T. (2009). Emotional factors in attitudes and per-
suasion. In R.J. Davidson, K.R. Scherer, & H.H. Goldsmith (Eds.), Handbook of affective sci-
ences (pp. 752-772). Oxford, England: Oxford University Press.  
 
Poels, K., & Dewitte, S. (2006). How to capture the heart? Reviewing 20 years of emotion 
measurement in advertising. Journal of Advertising Research,46(1), 18-37.  
 
Price, A. (2015). Positive and negative advertising messages in advertising. Retrieved February 10, 
2016, from http://www.psyarticles.com/emotion/advertising-message.htm  
 
Robideaux, D. (2013). Credibility and television advertising: Negative and positive political 
ads. Journal of Marketing Development and Competitiveness, 7(3), 68-78.  
 
Robinson, O.C. (2012). A war of words: the history of the idiographic/nomothetic debate. 
The Psychologist, 25, 164–167. 
 
Robinson, O.C. (2014). Sampling in Interview-Based qualitative research: A theoretical and 
practical guide. Qualitative Research in Psychology, 11(1), 25-41.  
 
Roskos-Ewoldsen, D.R., Yu, H.J., & Rhodes, N. (2004). Fear appeal messages affect acces-
sibility of attitudes toward the threat and adaptive behaviors. Communication Monographs, 
71(1), 49-69. 
 
Rothman, A.J., & Salovey, P. (1997). Shaping perceptions to motivate healthy behavior: 
The role of message framing. Psychological Bulletin, 121(1), 3-19. 
 
Rowan, W. (2002). Digital Marketing- Using new technologies to get closer to your customers. London, 
UK: Kogan Page Limited.  
 
Ryan, D. (2014). Understanding Digital Marketing. London, UK: Kogan Page Limited. 
 
Safko, L. & Brake, D.K. (2009). The Social media bible: tactics, tools, and strategies for business suc-
cess. Hoboken, New Jersey, USA: John Wiley & Sons, Inc. 
 
Salmon, C.K., & Atkin, C. (2003). Using media campaigns for health promotion. In T.L. 
Thompson, A. Dorsey, K. Miller (Eds.), Handbook of Health Communication (p. 449-472). 
Mahwah, NJ: Lawrence Erlbaum.  
 
Salomon, M., Bamossy, G., Askegaard, S., & Hogg, M.K. (2013). Consumer Behavior: A Euro-
pean Perspective. Essex, England: Pearson Education Limited.  
 
Saunders, M., Lewis, P., & Thornhill, A. (2009). Research Methods for Business Students. 5th ed. 
Harlow: Pearson Education Limited.  
 
Saunders, M., & Lewis, P. (2012). Doing research in business & management: An essential guide to 
planning your project. Harlow: Pearson Education Limited.   
 
Schroeder, J.E. (2002). Visual consumption. London, UK: Routledge.  
 



 

 
61 

Schumann, D.W., Kotowski, M.R., Ahn, H-Y., & Haugtvedt, C. (2012). The elaboration 
likelihood model: a 30-year review. In S. Rodgers & E. Thorson (Eds.). Advertising Theory 
(pp.51-68). New York: Routledge. 
 
ScienceDaily. (2009, June 17). The Complicated Consumer: Positive Ads Aren’t Always The Most 
Effective. Retrieved February 16, 2015, from 
https://www.sciencedaily.com/releases/2009/06/090615171630.htm 
 
Sczepanski, C.M. (2006). General and special interest magazine advertising and the elaboration likeli-
hood model: a comparative content analysis and investigation of the effects of differential route processing ex-
ecution strategies. [Doctoral dissertation]. New York: State University of New York.  
 
Sharma, S.S. & De Choudhury, M. (2015). Measuring and Characterizing Nutritional Information 
of Food and Ingestion Content in Instagram. Paper presented at the International World Wide 
Web conference, New York, USA. 
 
Shenton, A.K. (2004). Strategies for Ensuring trustworthiness in qualitative research pro-
jects. Education and Information, 22(2), 63.75.  
 
Silverman, D. (2007). A very short, fairly interesting and reasonably cheap book about qualitative re-
search. London: Sage.  
 
Smith, C. (2016, January 19). By The Numbers: 160+ Interesting Instagram Statistics. Retrieved 
February 11, 2016, from http://expandedramblings.com/index.php/important-instagram-
stats/  
 
Solomon, M.R., Bamossy, G.J., Askegaard, S.T. & Hogg, M.K. (2013). Consumer Behavior: A 
European Perspective. 5th ed. Harlow: Pearson Education Limited. 
 
Statista. (2016). Digital advertising spending worldwide from 2012 to 2018 (in billion U.S dollars). 
Retrieved May 10, 2016, from http://www.statista.com/statistics/237974/online-
advertising-spending-worldwide/  
 
Stephens, D.L., & Russo, J.E. (1992). Predicting Post-Advertisement Attitudes. Working 
Paper, Marketing Science Institute.  
 
Stephens, P. (2005, May 26). Why nostalgia is futile at the beginning of history. Financial 
Times. Retrieved April 27, 2016, from http://www.ft.com/intl/cms/s/0/bd1f3204-ce4d-
11d9-9a8a-00000e2511c8.html#axzz48p1UgNVT 
 
Stroebe, W. (2000). Social Psychology and health. Buckingham, UK: Open University Press.      
 
The Nielsen Company. (2009, July 7). Global advertising: Consumers trust real friends and virtual 
strangers the most. Retrieved February, 22, 2016, from    
http://blog.nielsen.com/nielsenwire/consumer/global-advertising-consumers-trust-real-
friends-and-virtual-strangers-the-most/ 
 
Vukmirovic, M. (2015). The effects of food advertising on food-related behaviours and 
perceptions in adults: A review. Food Research International, 75, 13-19. 
 



 

 
62 

Wansink, B. (2015, January 26). Which health messages work? Oxford University Press. Re-
trieved February 16, 2016, from http://blog.oup.com/2015/01/which-health-messages-
work-positive-negative/ 
 
Wansink, B., & Pope, L. (2014). When do gain-framed health messages work better than 
fear appeals? Nutrition Reviews, 73(1), 4-11. 
 
Weinberger, M.G., & Gulas, C.S. (1992). The impact of humor in advertising: A review. 
Journal of advertising, 21(4), 35-59.  
 
Welch, A. (2015, May 28). The psychology of getting kids (and spouses) to eat better. CBS 
News. Retrieved February 17, 2016, from http://www.cbsnews.com/news/positive-
negative-messages-about-food-diet-healthy-eating/ 
 
Well+Good. (2014, December 3). Top 2015 Fitness Trends of 2015. Retrieved February 8, 
2016, from http://wellandgood.com/2014/12/03/2015-fitness-wellness-trends-
wellandgood/#wellgoods-wellness-trends-of-2015-1 
 
Well+Good. (2015). Is Instagram making us healthier? Retrieved February 8, 2016, from 
http://wellandgood.com/2015/03/26/is-instagram-making-us-healthier/ 
 
Welman, C., Kruger, F., & Mitchell, B. (2005). Research Methodology. 3rd ed. Cape Town, 
South Africa: Oxford University Press.  
 
Willis, S. (1991). A Primer for Everyday Life. New York, USA: Routledge.  
 
Wright, P. (1973). The cognitive processes mediating acceptance of advertising. Journal of 
Marketing Research, 10, 53-62.  
 
Zanna, M.P., & Rempel, J.K. (1988). Attitudes: A new look at an old concept. In D. Bar-
Tal & A. Kruglanski (Eds.), The social psychology of knowledge (pp.315-334). Cambridge, UK: 
Cambridge University Press.  
 
 
 

 

 

 

 

 

 



 

 
63 

Appendix 

Appendix 1.1 Interview Guide 
 

 

 

 

Interview guide  
 
Date:  
 
Age of respondent:  
 
Gender of respondent:  
 
 
This thesis aims to identify whether positively or negatively themed messages on Insta-
gram have a stronger impact on a person´s attitudes regarding healthy food consump-
tion. We further want to examine if identification with the message sender has an addi-
tional impact with regard to positive and negative messages on a person´s attitudes to-
wards healthy food consumption.  
 
With positive messages we mean persuasive messages that put emphasis on what a con-
sumer would gain by purchasing the service or product. An example of a message on 
Instagram could be “ Healthy food makes you live longer”.  
 
With negative messages we mean persuasive messages that put emphasis on the nega-
tive aspects of being without the advertised service or product. An example of a mes-
sage on Instagram could be “Unhealthy food makes you die faster”. 
 
 
Introducing questions about social media and the health trend on Insta-
gram 
 

• Do you have an Instagram account? 
Yes □  
No □ 
 

• Are you familiar with the ongoing health trend in the society today?  
Yes □  
No □ 
      

• Have you experienced the increase in healthy food trends on Instagram? 
Yes □  
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No □  
 

• Would you say that generally notice healthy food messages on Instagram?  
Yes □  
No □  
 

• Are you interested in healthy food and nutrition? 
Yes □  
No □ 
 

• Would you say that you are knowledgeable about healthy food and nutrition? 
Yes □  
No □ 
 

• Do you yourself post pictures or messages with healthy food on Instagram? 
Yes □  
No □  
Sometimes □ 
 
 

Communication Messages 
• Would you generally say that you are more impacted by positive messages or by 

negative ones?  

Positive □  
Negative □ 

 
• How would you say a positive message like this one influences you? What feel-

ings and attitudes does it bring out in you?  
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Answer:  
 
 
 

• How would you say a negative message like this influences you? What feelings 
and attitudes does it bring out in you?  

 
Answer:  
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• Would you be more impacted by simply a picture or by a picture with text in it?  

 

 
         Picture with text           Picture without text 
 
Answer:  
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• How would you react if the message evoked some kind of fear in your? 

 

 
 
Answer: 
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• How would you react if the message was more humor based like these ones?  

 

 
 
Answer: 
 
 
 

 
 
 
 
Attitudes 

• Describe a positive message that would change your attitudes towards eating 
more healthy food: 
 
Answer:   
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• Describe a negative message that would change your attitudes towards eating 
more healthy food: 
 
Answer: 
 
 

• When you see a message on Instagram. Is it more important to you that the mes-
sage is relevant or interesting to you, or would you say that surfaced characteris-
tics (such as if you like the picture, the message sender etc) are more important 
to you?  
 
Answer: 
 
 
Identification with the message sender  
“Identification occurs when an individual adopts the attitudes, values, beliefs or 
behavior of another individual or group based on self-defining relationship”.  
 

• Would you in general say that identification with the sender of the pic-
ture/message has additional impact on how you end up perceiving the pic-
ture/message?  
 
Answer:  
 

• Would you in general say that you are more influenced by someone you know 
(friend, family, someone you look up to, etc) or someone you do not know (like 
a celebrity for example, or an unknown random person on Instagram)?  
 
Answer: 
 
 
 
 

• If for example a person with whom you can identify with (for example a close 
friend, family member or someone you look up to) would post a picture or mes-
sage saying that you should eat healthy food, would it be more likely that you do 
so rather than if someone unknown posted the same message?  
 
Answer: 
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• Think of a person you know well and feel you can identify with, if this person 
would post this picture explaining how good/bad healthy food is, how would 
you react?  

 
Answer:  
 
 
 
 

• Now think of a person you don´t know or a person with whom you can´t identify 
with would post this same picture as the ones above, how would you react?  
 
Answer:  
 
 
 
 
 
 
 
 
 

Attitude change 

• What would your attitude be towards healthy food if you would see these pic-
tures/messages?  
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Answer: 
 

 

 

• Ultimately, what would it take (what kind of picture/message) for you to change 
your attitudes towards healthy food consumption?  
 
Answer: 
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The ELM Model 
 

 

Appendix 1.2 The Elaboration Likelihood Model of persuasion (Salomon, Bamossy, 
Askegaard & Hogg, 2013, p. 322).  
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