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Abstract
The digital era of the Internet and social media has not only radically transformed
consumer behaviour but also how companies interact with their consumers. As companies
do not have the power to unilaterally control and dictate what consumers know, think and
feel about them anymore, but online communities increasingly lead consumers’
perceptions, a favourable corporate reputation matters more than ever. Being one of the
most used and popular social media, the mobile photo-sharing application Instagram is a
key platform for corporate reputation formation, especially since its opening to businesses
and corporate accounts in 2016. Given the novelty of this application – distinguished from
other, more text-based social media, communicating and interacting with consumers
mainly through visuals – marketers and communications departments are still struggling to
understand how to use it properly. This thesis aims to explore how organizations can use
Instagram to build or maintain a favourable corporate reputation among consumers,
referred to as external corporate reputation. Building on existing literature, a conceptual
framework of nine drivers, leading to a favourable corporate reputation on Instagram, was
developed.

The

drivers

are

visibility,

transparency,

consistency,

authenticity,

distinctiveness, product & service, social responsibility, vision & leadership and innovation.
To test if these drivers lead to a favourable external corporate reputation not only for
traditional media but also apply to Instagram, or whether new drivers specific to the
platform can be identified, the two popular Instagram accounts of “nikewomen” and
“adidaswomen” were analysed among female consumers. Based on qualitative research,
comprising ten semi-structured interviews, a focus group as well as ethnography research
directly on Instagram, a new framework for external corporate reputation formation that is
specifically tailored to Instagram could be proposed. Based on the identified
characteristics of the platform, two new drivers were introduced, namely engaging content
& emotional stories, as well as message/visual consistency. The drivers of leadership and
innovation were excluded as not relevant, at least in the investigated sports and athletic
lifestyle industry. The managerial implications for leveraging corporate Instagram accounts
to establish and maintain a favourable reputation among consumer are discussed, giving
hints about the specific requirements of utilizing the unique Instagram features, as
opposed to other media.
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1. Introduction
Instagram is currently the state of the art in terms of social media -– addictive and fast growing, attracting new and recurring users every day. Due to the novelty of this application, especially for business use, organizations are facing uncertainty regarding how to use it properly in
their interaction with consumers and hence, how to fully benefit from it.
With the rise of social media, organizations are in need to adapt to a much more open, dialogic and interactive relationship with their stakeholders. Social media are beneficial in economic
terms, since they are much cheaper in delivering messages to target groups than traditional
offline media, such as billboard, television or radio advertisements. Also in terms of reach and
effectiveness, online media surpass offline advertising, transforming one-directional communication into a two-way dialogue, where consumers share their preferences, ideas and suggestions for improvement. This provides valuable feedback companies can implement in their
marketing strategies, as well as input for research and development (Ruehl and Ingenhoff,
2015; Sashi, 2012). However, as another consequence, consumers increase their relevance
in shaping the perceptions other individuals form about an organization. Via their followingbehaviour, as well as their comments, ‘likes’ and shares on corporate social media channels,
consumers exert a high influence on a company’s reputation, which accordingly is no longer
created unilaterally by organizational actions only (Aula, 2010; Men and Tsai, 2013).
Academia has already devoted much attention to established, mostly text-based social networking platforms, like Facebook or Twitter, and their implications for corporate marketing,
communication, as well as reputation management (Dijkmans et al, 2015a). Meanwhile, there
is an increasing shift of communication into the “visual web”, favouring visual forms of marketing and communication on digital platforms (Liebhart and Bernhardt, 2017, p. 16). At present,
the photo-sharing app Instagram is among the fastest growing and most popular social networking platforms worldwide, counting 800 million monthly active users as of September 2017
(Richter, 2017; We Are Social, 2018a). The strongest factor by which this platform distinguishes itself from social media like Facebook or Twitter is that it communicates mainly via
visuals, instead of texts. It is centred around images and videos, taken on smart phones,
which can be immediately shared on the platform, and other social media at the same time.
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‘Followers’, i.e. other Instagram users following an account, can comment, like and share other users’ posts, as well as tag them in their own published pictures or videos.
In June 2016, the platform introduced corporate accounts offering specific business (analysis)
tools, called ‘Instagram Business’, (Richter, 2017). Today, there are more than 25 million corporate accounts on Instagram, up from 15 million in July 2017 (Instagram Press, 2018), which
clearly shows that organizations increasingly jump on the bandwagon and use corporate Instagram accounts to approach their stakeholders (Instagram Press, 2018). However, implications of the different features Instagram provides for reputation management are still vague.
Investigating this issue is not only important due to the high and growing popularity of the platform, but also because of the vast advantages which a favourable reputation can offer to organizations.
It is generally acknowledged that a favourable corporate reputation is a valuable intangible
asset with the potential to lead to a sustainable competitive advantage, even though the identification of its drivers is nontrivial (Schwaiger, 2004; Highhouse et al., 2009). Based on previous literature, the authors of this thesis define corporate reputation as both, the collective rational as well as the emotional perceptions and feelings, which internal and external stakeholders form about an organization (Hall, 1992 & 1993; Fombrun and van Riel, 1997 & 2004;
Fombrun et al., 2000; Schwaiger, 2004; van Riel and Fombrun, 2007; Aula and Mantere,
2008; Aula, 2011). If the reputation is favourable, it is characterized by a positive rational perception and/or an emotional bond between stakeholders and the company, accompanied by a
good feeling about the organization, as well as trust, admire, respect and esteem (Schwaiger,
2004; Reputation Institute, 2005). Academia has already identified drivers of such a favourable corporate reputation by means of the StellarRep model (Fombrun and van Riel, 2004).
Moreover, also reputation measurement frameworks, like the Reputation Quotient (Fombrun
et al., 2000), as well as its extension, the RepTrak® Scorecard (Reputation Institute, 2005),
shed light on drivers of favourable corporate reputation. Still, at the time these models were
developed, corporate social media use was not yet an important issue among communication
departments.
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Due to the recent introduction of business profiles, social media managers still face particular
uncertainties when it comes to questions of how to best use the platform to establish a favourable corporate reputation. Indeed, the influence of corporate reputation drivers in specific
to Instagram is still highly under-researched.
1.1. Corporate Reputation
“There is no advertisement as powerful as a positive reputation traveling fast.”
- Brian Koslow (n.d.)
When investigating corporate reputation, it is important to acknowledge its composition. While
the overall concept comprises the perceptions of all stakeholders (Hall, 1992 & 1993;
Fombrun and van Riel, 1997 & 2004; van Riel and Fombrun, 2007; Aula and Mantere, 2008;
Aula, 2011), corporate reputation can be subdivided into an inside-out and an outside-in perspective. The former, also referred to as identity, represents the perceptions internal stakeholders, i.e. employees, hold about the organization (Fombrun and van Riel, 1997). The outside-in reputation view, or image, constitutes perceptions external stakeholders, such as customers or consumers in general, establish about a company (ibid.). Through corporate communication and reputation management, the identity or inside-out view on reputation of employees is transmitted to the image or outside-in view of e.g. consumers (Gray and Balmer,
1998). Both of these perspectives need to be considered when investigating the overall concept of corporate reputation.
For the purpose of clarity, in the following, the authors of this thesis use the term internal corporate reputation to refer to the inside-out view of reputation or identity, and external corporate reputation to relate to the outside-in view of reputation or image. When referring to the
overall concept, the term corporate reputation will be maintained. Moreover, corporate reputation management is the projection of internal corporate reputation to external corporate reputation (Gray and Balmer, 1998). Corporate reputation management also considers the way
the company portrays itself towards audiences through corporate communication, selfrepresentation and impression management (Birkight and Stadler, 1986; Hooghiemstra, 1990;
Highhouse et al., 2009). Since it is of interest to investigate how far these corporate endeav-
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endeavours influence the external corporate reputation established by consumers, consumer
behaviour, including image and attitude formation, is of importance.
1.2. Influence of Social Media and Instagram on Corporate Reputation
A strong presence in social media has become an integral part of organizations’ communication and reputation management strategies (Dijkmans et al., 2015a). While in 2010, Aula
listed Facebook, MySpace, LinkedIn and Twitter as the most relevant social media for corporate usage, this fact is assumed to have changed to date. In 2015, Barnes et al. investigated
social media trends among the Fortune 500 companies and discovered that Instagram had
experienced a rapid increase in usage. Indeed, Instagram is growing faster in users than both
Facebook and Twitter (Knibbs, 2014). This also indicates a shift to more visually-rich platforms, as on Instagram, organizations can tell their stories in a visual form. Numerous authors
confirm that visual content will be the future of digital communication on social media (Chang,
2014; Zarella 2014; Highfield and Leaver, 2016; Muñoz and Towner, 2016; Liebhart and
Bernhardt, 2017). Indeed, narratives are said to promote corporate reputation building (Vendelø, 1998) by creating an emotional bond with companies’ audiences through the sharing of
their missions, motivations and moralities (Dowling, 2006). This holds large potential for a favourable external corporate reputation development among users.
Media research has generally acknowledged that traditional news media have always provided a unidirectional process of reputation formation, where audiences hardly ever question the
messages and assumed their credibility (Etter et al., 2017). In social media, the interaction of
companies with their audiences is more transparent and reciprocal, which exerts a high influence on the general relationship. Further research on corporate social media highlighted the
potential of social media communication to be much more direct and authentic (Dutot et al,
2016; Reputation Institute, 2017), interactive, collaborative and participative (Eberle et al.,
2013; Kaul et al., 2015), as well as better exposed to consumers (Dijkmans et al., 2015a). All
of these factors have the potential to improve corporate reputation, since there is proof that
social media exert a large impact on external corporate reputation, i.e. consumer perceptions,
and that it can be both beneficial but also detrimental, which makes a thorough monitoring
and management necessary (Aula, 2010; Dekay, 2012; Dijkmans et al., 2015b).
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1.3. Research Questions
Insights into the effects of Instagram on external reputation management, as a fairly new and
underexplored social media for corporate requirements, might add considerable value to marketing and communication managers. On the one hand, research about Instagram in general
is scarce, and even more so, in regard to the management of corporate reputation. Previous
research in this realm is mainly based upon investigations of text-intensive social media platforms like Facebook or Twitter. On the other hand, there are some companies already operating highly successfully on the platform. In fact, Nike and Adidas, both counting among the
highest reputed companies in the world (Reputation Institute, 2018), have a large Instagram
presence with millions of followers. Therefore, the authors of this thesis regard it as useful to
investigate the specific elements of the platform, contributing to a favourable reputation, by
examining successful reputation management on Instagram via the analysis of these companies’ Instagram profiles. In doing so, well-established corporate reputation drivers, previously
defined in literature, help to establish the starting point of the underlying study. Accordingly,
the overall research question of this study is presented:
RQ: Which drivers of external corporate reputation matter most for reputation management
on Instagram, and how are they attained by means of the platform?
In order to answer the overall research question, further insights should be gained by first answering the following sub-question:
S-Q: Which corporate reputation drivers on the Instagram profiles of Nike and Adidas can be
recognized by Instagram users, and how do they lead to a favourable external corporate
reputation of the companies?
It is the purpose of this research to fill an existing gap in literature by determining which drivers of favourable external corporate reputation can be conveyed by the visual means and features of Instagram. The outcomes of this study are supposed to support managers in digital
marketing, social media communication and reputation management in operating their corporate Instagram accounts with the aim to earn or maintain a favourable reputation.
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1.4. Philosophy of Science
The research philosophy is the “basic belief system or worldview that guides the investigation”
(Guba and Lincoln, 1994, p. 105). It relates to the nature and elaboration of knowledge for the
study and therefore, choosing a suitable one is essential (Saunders et al., 2009). The two
leading dimensions within philosophy to distinguish existing research models are ontology
and epistemology, each conveying their own influence regarding the research process.
Considering the ontology of the research at hand, the use of subjectivism can be preferred to
objectivism. This view helps to grasp the meaning that individuals, as social actors, attach to
social phenomena created from their perceptions and following actions (Saunders et al.,
2009, pp. 109, 111). According to Remenyi and Williams (1998, p. 35), it is important to respect the details of situations in order to understand different forms of reality. This notion refers to social constructionism, following the interpretivist philosophy, which pursues to explore
subjective meanings motivating social actors’ behaviours (Saunders et al., 2009, p. 111). The
fundamental view of social constructionism is that reality is socially constructed in an interactive environment. Interpretations, which social actors such as consumers make, affect their
actions. As researchers, the goal is to understand this subjective reality of consumers, in this
case Instagram followers, meaning the online subscribers of two specific Instagram profiles of
Nike and Adidas, their perceptions and feelings, in a meaningful way (ibid., p. 111).
Epistemology, on the other hand, is concerned with what constitutes acceptable knowledge in
a specific field of research. It presents two different researchers’ views of what is fundamental
in a study. First, the “resource researchers” are the typical positivistic, natural scientists, conducting mainly quantitative research in the form of data and hard facts, but possibly based on
qualitative research. Their view is that quantitative data is less biased and more objective.
Moreover, they view reality as consisting of objects that are real. Second, there are the “feelings researchers”, which is the category the authors selected to be part of in this study. This
group is more interested in human attitudes and feelings, adopting an interpretivist philosophy, which aims at understanding subjective meanings, social phenomena and differences
between humans as social actors. Data collection techniques are qualitative, involving indepth investigations conducted in small samples. Additionally, these researches are often part
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of the data collection process, e.g. when conducting semi-structured interviews, questions
asked are most probably not exactly corresponding to the interview guidelines (Saunders et
al., 2009, pp. 112, 115 ff.).
Since the interpretivist philosophy investigates social roles and the meanings consumers attach to these roles, it relates to the field of consumer research. Consumer research constitutes the scientific study of organizations, individuals or groups, and the reasons for why,
how, when and where they select, use and dispose services, products and ideas to fulfil their
needs (Solomon, 2002; Wilkie, 1994). Since it is essential for organizations’ marketing and
communication departments to understand their consumers, relating back to the notion that
companies exist to satisfy consumer needs, this goal can only be reached to the extent to
which firms understand their consumers (Winer, 2000).
Regarding the research approach, further elaborated on in Chapter 5, this study follows an
inductive approach, which is said to be frequently applied in interpretivist research (Saunders
et al., 2009, p. 324). Having a clearly defined research question is crucial to generate a suitable research design, since it subsequently informs the choice of research strategy, data collection techniques, and analysis procedures of the research project (ibid., p. 136). In accordance with the research design, data is collected in order to re-evaluate theories and subsequently propose new concepts as results of the insights obtained, which are mainly surveyed
qualitatively in this thesis. Induction aims to “build theory”, rather than to “test theory”. The aim
is to understand the nature of a problem, to get a feeling of what is going on in relation to different circumstances. Therefore, interview or focus group data should be analysed for the
purpose of new theory formulation. It might also happen that researchers confirm the theory
they aimed to test. Another advantage of the inductive approach, as considered for this study,
is the possibility of providing flexible explanations and interpretations, which is suitable to dynamic environments social actors engage in, such as Instagram (ibid., pp. 124-126).
1.5. Study Outline
This thesis is divided into 9 chapters.
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Chapter 1 contained the introductory part of the thesis, outlining the topic and previous literature about it. Moreover, the purpose and relevance of the research, as well as the research
question and sub-question to be answered, were presented.
Chapter 2 introduces the expert interviews and insights gained from them, as well as the research case companies, Nike and Adidas, the two globally leading sportswear retailers. The
section further discusses consumer behaviour in the athletic and sports lifestyle industry, as
well as presents the sample group this research is based on and limited to. Finally, the two
case companies’ activities on Instagram, i.e. similarities and differences, are outlined.
Chapter 3 details a literature review, discussing previous findings on the main research topics, namely corporate reputation, social media, consumer behaviour and the drivers of corporate reputation.
In Chapter 4, a conceptual framework is developed based on findings from the literature review and insights from the expert interviews. In line with the explanation of the proposed conceptual framework’s components, nine corresponding propositions are presented.
Chapter 5 outlines the methodology applied in this thesis. This section includes the approach
for conducting primary data research, the research design in doing so, and the overall empirical data collection and analysis process, including the interview guidelines and execution.
Moreover, the quality of the research is discussed.
Chapter 6 presents and analyses the findings gained from the conducted qualitative research.
Based on that, the propositions are either confirmed or rejected.
Chapter 7 contains a discussion of the findings. Thereby, a new, revised conceptual framework is presented, which aids to answer the sub- as well as the overall research question.
Moreover, managerial and theoretical implications are outlined.
Chapter 8 explicates the limitations of the conducted study and an outlook for potential future
research.
Chapter 9 completes the thesis with a final conclusion.
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2. Research Case Companies
In the following, an overview of the expert interviews, conducted in order to establish a fundamental understanding about the research topics, namely corporate reputation, its drivers,
and the influence of social media, specifically Instagram, are first presented. Next, the two
research case companies, Nike and Adidas, and their activities on Instagram will be presented and compared. The companies were chosen as the objects of investigation of this study,
given that Nike is the most followed brand on Instagram (Statista, 2017a) and Adidas its largest direct competitor. Moreover, the research sample for this study will be introduced in order
to justify the selection of the Instagram profiles of the two research case companies.
2.1. Expert Interviews
In order to gain a fundamental understanding in the fields of reputation and social media
management by means of practical insights from industry professionals, specifically Instagram, four expert interviews were conducted prior to the actual data collection process. The
interview guideline and transcribed interviews are displayed in Appendices A and B. As indicated in Figure 1 below, the experts will be referred hereafter as E1, E2, E3 and E4 in the
following chapters of this thesis.

Figure 1: List of Interviewed Experts (Own illustration)

When asked about their personal definition of corporate reputation, E1, E2 and E3 admitted
that their view was influenced to a certain degree by their current or former occupation at
Reputation Institute, a research and advisory company about reputation, and their RepTrak®
research tool. E3 defined reputation as ”the way different stakeholders perceive a company”.
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E1 pictured it as people’s “first gut reaction”, and as an “emotional bond” they establish with a
company. Especially in times of crises, a favourable reputation can be reflected in people’s
goodwill and support. E2 expanded on that view, defining reputation as “the amount of goodwill that a company enjoys across stakeholders”.
When it comes to the drivers of corporate reputation, E1, E2 and E3, influenced by the RepTrak® model, all referred to the model’s seven drivers of corporate reputation, namely product
& services, innovation, workplace, governance, citizenship, leadership and performance. E1
confirmed that offering good products or services has always been the most important driver
of reputation, however, in the last years, citizenship, governance and innovation have gained
significant relevance. Speaking from his own experience in the business, E1 stated that today
those “soft elements are a lot more important to the way an organization is understood on the
outside – who you are is mattering more and more opposed to what you do”. E2 adds the aspect of familiarity; indeed, ”the more people know about a company, the better its reputation
usually is”. This is of course why communication and the effective operation of different communication channels are so important. E2 stressed the relevance of transparency in reputation building, and an open, eye-to-eye level of communication. Moreover, he mentioned advocacy and endorsement as important reputation drivers. ”The most effective ways of building
brands and reputation is by activating your user base” – group affiliation makes individuals
highly susceptible to their peers’ opinions. Both E3 and E4 referred to influencers, like brand
ambassadors, testimonials or spokespersons, i.e. people speaking to the consumers, and
their relevance for reputation. E3 stressed the importance of the ”appearance towards the
outside”. The means of presentation through all channels need to really fit the brand, because
this is what the consumer perceives most. Additionally, E2 stressed the fact that companies,
which are driven by a ”sense of purpose, a bigger need”, also show higher reputation scores
than those which are only driven by financial success. This was also confirmed by E1. The
interviewees were then asked to free their thoughts from anything they have learned, like insights from reputation measurement models, but to think like a consumer about important
characteristics, which could lead to a favourable reputation. E1, E2 and E3 all mentioned the
aspects of ethicality and fairness, in terms of pricing, but also employee treatment. Moreover,
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ment. Moreover, professionalism, innovativeness, honesty, transparency and accessibility
were regarded as relevant.
After having discussed about general corporate reputation drivers, the topic of social media
was introduced and how the drivers of corporate reputation might change due to companies’
online presence. E1 pointed out that especially large corporations still need to strictly adhere
to branding principles for their cross-channel communication, in order to create coherence.
These large corporations, which communicate consistently via all channels, usually also enjoy
a high reputation. In general, E1 and also E3 are of the opinion that the general drivers of
corporate reputation have not really changed due to companies’ social media presence and
the new means of interaction.
E2 however has a different opinion and acknowledges variations in the drivers. Initially, he
explained that companies have not figured out yet how to communicate on social media, ”they
don’t understand the nature of conversations online”, a fact that is also supported by E3. E2
suggested that ”people online do not wait for formal responses”, in line with branding principles, like stated by E1. If there is an issue, they want immediate responses, from real individuals, who have a ”point of view in their own right. They are not looking for the shiny, glossy,
signed-off version” of a response. Hence, due to social media, accessibility and authenticity
became even more important for the reputation of companies, but also receptiveness and
agility. “No comment” today is not an option anymore, company representatives need to be
ready to discuss with their audiences like equal ”conversation partners”. E4 shares E2’s opinion and points out that people, who follow organizations on different channels, ”want to see
the true self of the company. They don’t want the company to hide behind messages.” Hence,
“companies should not focus on building a glossy image”, but on ”honest, transparent and
authentic communication”, which is even more important nowadays than before social media
came up.
When the conversation was led towards the topic of Instagram, E1, E2 and E3 all acknowledged that most companies are not yet highly familiar with this medium. They are still ”fumbling and stumbling” (E1), they ”don’t fully understand the potential” (E3), and have ”troubles
figuring out what to do with it”, since they have “only just landed at Facebook” (E2). Generally
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speaking and mentioned by every interviewee, Instagram seems to be way more important for
consumer-facing B2C, than for B2B organizations, especially in the areas of fashion, beauty
and lifestyle. E3 and E4 underscored the high relevance of the platform especially for addressing younger target groups. According to E3, Instagram is the ”social media of the moment” and it is becoming the ”channel for excellence”, because it addresses the ”consumers
of the future”. Both E3 and E4 also recognized the importance of the platform for reputation
management. In fact, rather traditionally perceived companies, like Louis Vuitton or the BVG,
Berlin’s public transport operator, which was viewed as stuffy and conservative, completely
changed their image through Instagram. While, according to E3, Instagram is mostly about
promoting a company’s products and not so much its values, E1 disagreed and stated that
social media in general is ”where companies can tell the stories that are not related to their
products”. There you can go more into ”storytelling mode” about an organization’s ideas, visions and larger goals. It also creates interaction and affinity, when people feel they can talk
to somebody and that there is a real person behind the big corporation. This thought also relates back to E2’s reflection on accessibility and receptiveness, corporate reputation drivers,
which are enhanced through social media.
However, Instagram mainly requires visual communication and storytelling, which is exactly
the part where most companies struggle. E2 described companies as being ”full of words and
winded explanations”, and ”Instagram falls short of all of the comfort zone”, since there companies have to express themselves through visuals. Moreover, he refers to the immensely
fast pace of the platform, comparing it with the ”popcorn effect – it is about being there for two
seconds and then you are out and the attention moves on”. Hence, a driver of reputation on
Instagram, according to E2, is presence, to simply ”be there”. Additionally, the “stopping power” is important, meaning that pictures need to have something catching the viewer’s attention, making them think or wonder, even if only for a second. Sometimes it is also about simplicity and freshness, it is not always about posting something provocative. E2 elaborates further that companies need to be a little more playful; they should untighten their consistency
standards and not be too afraid to make mistakes. According to him, consumers’ level of forgiveness is way bigger on Instagram than it is offline, e.g. when consumers feel offended by a
billboard or an ad on television.
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When creating a ”visual language” on Instagram (E2), companies need to produce appealing,
high quality images (E3). E4 explains that quality and attractiveness of pictures are important
on both Facebook and Instagram. However, campaign pictures shot with professional models
work less well on the latter platform, where users prefer to see real people they can identify
with. In fact, mood pictures or people in daily life situations using the companies’ offerings,
like influencers presenting a new pair of shoes, work best on Instagram. This is why, according to E4, authenticity is even more important on Instagram compared to Facebook, where
users still like the glossy look-book pictures. Moreover, E4 states that Instagram is more
about emotions than Facebook, it is about addressing people and about finding inspiration
through interaction. This interaction is further enhanced by the new ‘Instagram Stories’ feature, which brings consumers closer to the company and even provides the opportunity to let
them take part in corporate decisions by using the survey option (E3). Through Instagram
Stories, companies can give consumers access to e.g. events that are only open to a selected audience. This builds even more authenticity and transparency than a normal Instagram
post, which is why the tool can further enhance corporate reputation (E4).
Summing up, the impact of transparency and authenticity on the development of corporate
reputation has to be stressed. It seems that these drivers became even more influential since
companies are active on social media and especially Instagram. Also visibility, which might
subsume familiarity and the appearance towards the outside on social media, is still important. Moreover, accessibility, receptiveness, proximity, interaction, affinity and presence
were mentioned to be relevant. On Instagram, a strict coherence to norms seems to be less
important, while innovativeness, freshness, agility and a distinct stopping power of the posts
matter. Moreover, companies showing a certain sense of purpose might acquire higher corporate reputations. Other influential factors mentioned were the quality of products and services
pictured, advocacy and endorsement, fairness and ethicality as well as professionalism.
2.2. Nike and Adidas
The athletic and sports lifestyle industry is highly competitive, as rivalry not only emerges from
within, e.g. companies such as Under Armour, Puma, or ASICS, but also includes leisure
footwear and clothing brands (MBAScool, 2018). Being the leading suppliers in this industry,
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Nike and Adidas are multinational brands that design, develop, distribute and market athletic
and sports footwear, apparel, accessories and other equipment, besides services – and doing
so highly successfully.
2.2.1. Nike
Nike is the world’s leading seller of athletic shoes and apparel with a global revenue of US$
34.35 billion (Nike, Inc., 2017) and a brand value of US$ 29.6 billion (Forbes, 2017), making it
the world’s most valuable sports brand and 16th most valuable brand worldwide. For 2018,
Nike improved its position to rank 12, from 15 in 2017, in the Reputation Institute’s Global
RepTrak® ranking, which measures more than 7,000 companies across 55 countries and 20
industries per year (Reputation Institute, 2005). The company was established as Blue Ribbon Sports in 1964 in the USA, and officially became Nike Inc. in 1971. It is headquartered in
Beaverton, Oregon, and counts 74,400 employees and 1,142 global stores, called Niketowns,
today (US Securities and Exchange Commission, 2017). Nike has become a globally wellknown brand also due to its popular “Swoosh” logo, a check mark shape that is fluid and indicates movement and speed, which is one of the most recognizable brand logos on the globe.
The slogan “Just Do It.” is run cohesively around the world (Creative Market, 2016). Besides
its own brand, Nike owns the brands Jordan, Hurley International and Converse.
2.2.2. Adidas
Whereas Adidas is the largest sportswear manufacturer in Europe, globally it is the runner-up
behind Nike, with a global revenue of €19.29 billion in 2016 (Statista, 2017b) and a brand value of US$ 7.9 billion (Forbes, 2017), making it the 75th most valuable brand worldwide. For
2018, Adidas improved its position to rank 7, from 10 in 2017, in the Reputation Institute’s
Global RepTrak® ranking, which ascribes Adidas a better reputation than Nike (Reputation
Institute, 2018). The Adidas AG was founded in 1924 as a family-run shoe factory, focused on
the development of spiked athletic footwear made of canvas and rubber in Herzogenaurach,
Germany, where it is still headquartered today. Today, the Adidas Group consists of the
brands Adidas and Reebok, as well as diverse collaborations with the Japanese fashion designer Yohji Yamamoto, Porsche Design and US fashion designer Stella McCartney (Adidas
Group, 2018a). Adidas has roughly 60,600 employees and runs 2,634 Adidas and Reebook
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stores worldwide, including outlets (Adidas Group, 2017; Statista, 2017b). Adidas’ logo, consisting of three stripes, is globally well-recognized, which also makes Adidas one of the most
valuable brands worldwide (Forbes, 2017).
2.3. Consumer Behaviour in the Athletic and Sports Lifestyle Industry
The athletic and sports lifestyle industry is highly dynamic, due to rapid changes in consumer
preferences and frequent technological innovations. A study on brand loyalty and other brand
performance metrics in the UK sportswear market, including consumer purchase data from
Nike and Adidas, found that consumers in this industry show polygamous loyalty patterns.
This means that they are generally switching between sports brands; as such brands tend not
to have considerably different appeal to particular demographic segments (Dawes, 2012).
However, especially sports have been found to evoke tribe-like behaviour. A tribe can be defined as “a network of heterogeneous persons, in terms of gender, age, sex and income, who
are linked by a shared passion or emotion. Its members are not only consumers but also advocates” (Dionísio et al., 2008, p. 22). Thus, although consumer behaviour may not be dependent on demographic determinants, compared to a market segment, it is influenced by
individuals’ universal and natural wish to belong (McGee-Cooper, 2005). Consumers find
such sense of belonging in brand communities, referring to “a specialized, non-geographically
bound community based on a structured set of social relationships among users of a brand”
(Muniz and O’Guinn, 2000, p. 412). In comparison to sports such as football, where the play
and players are typically the centre of attention, the products dominate the personalities of the
group members in brand-cults. Consumers not only establish a relationship with the brand’s
products, but also with the company, and other customers. Hence, they identify through connections with social groups, such as wearing a brand or sharing meaningful consumption experiences, and form self-images through social identity derived from group affiliations. In doing so, they combine self-recognition with social recognition, motivated by a desire for positive
distinctiveness from other social groups, e.g. belonging to sports-enthusiasts (Dionísio et al.,
2008). In fact, in modern societies, consumers no longer buy products due to their material
utility, but for their symbolic meaning (Elliot, 1999).
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Still, since consuming some brands is part of the identification process with the group, brand
communities form around brands with strong external reputations. As a result, it is crucial
even for cult-like, iconic brands, such as Nike and Adidas, to differentiate themselves (Atkin,
2004). In order to gain a distinct and favourable perception in the consumers’ minds, companies are bound to create a positive external reputation and spur consumers’ affinity for the
brand, its products, and other consumers. This can be done through marketing and promotion, social media interaction, customer support and service, as well as identification with
prominent and influential athletes, public figures, teams, coaches, etc., who endorse the
brand and use its products (US Securities and Exchange Commission, 2017). Today, brand
communities also exist online, e.g. on social media such as Instagram.
2.4. Sample Group
Given the almost negligible impact of demographic factors on brand appeal discussed above
and the narrow extent of this study, the authors limited the scope of Instagram users to be
focused on and interviewed. In general, users between the ages of 18 and 34 are most active
on Instagram, accounting for about 60% across all age groups. In fact, Instagram usage was
globally measured highest among females from the age of 18 to 24, accounting for 16% of
active Instagram users globally (Statista, 2018a).
Therefore, the research participants were selected of women in this age group, who are frequently (at least once a day) active on Instagram, as well as living an active lifestyle. Thus,
they should be fairly familiar with the two brands investigated in this study. Moreover, given
that with “nikewoman” and “adidaswomen”, Nike and Adidas both run Instagram profiles specifically targeted at women, probably for positive discrimination to oppose traditional and cultural gender roles (Natividad, 2017), in contrast to specialized “male” profiles, this choice of
focus group seems accurate and relevant.
2.5. The Research Case Companies on Instagram
2.5.1. Nike on Instagram
With a follower base of 76,1 million, Nike is the world’s most followed brand on Instagram after National Geographic (Statista, 2017a). On its official “nike” Instagram account, the compa-
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ny has already shared more than 920 posts. Besides, it operates several more specialized
accounts, such as “nikewomen”, “nikesportswear”, “nikelab”, as well as diverse accounts concerning specific fields of sports, e.g. “nikerunning”, “nikefootball”, “nikegolf”, etc. (Instagram,
2018). Since this research will focus particularly on women, according to the sample group
defined before, only the “nikewomen” Instagram profile, which is active since September
2013, will be closer examined in the following.
At the end of March 2018, the “nikewomen” account counted 7,5 million followers and had
posted almost 790 pictures and videos (see App. C), which received about 50,000 to 100,000
likes per post on average (Instagram “nikewomen”, 2018). The company’s profile picture on
Instagram (see Figure 2) displays Nike’s Swoosh logo in white on a black background. The
profile caption states “#NikeUnlaced”, referring to a newly launched informative section on the
corporate website on sneakers especially for women, featuring a link to it (ibid.).

Figure 2: "nikewomen" Instagram Account (Instagram "nikewomen", 2018)

2.5.2. Adidas on Instagram
Adidas currently has a global follower base of 18,7 million on its official Instagram account
“adidas”, where the company has already posted more than 690 pictures and videos. In addition, Adidas also maintains numerous specialized accounts, such as “adidasoriginals”, “adidaswomen” or “adidasneo”, as well as several accounts related to particular sports, e.g. “adidasrunning”, “adidasfootball”, and “adidastennis” (Instagram, 2018).
The “adidaswomen” account, where the focus of this research lies, had 2,9 million followers
and already more than 2,020 posts at the end of March 2018 (see App. D), each receiving
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about 10,000 to 20,000 likes on average (Instagram “adidaswomen”, 2018). The account is
active since the end of June 2012. Thus, Adidas has integrated Instagram into its communication targeted at women earlier than Nike. However, although Adidas is also more active on
this platform compared to Nike, the “adidaswomen” account has less followers and receives
less likes than the “nikewomen” profile.
Just like the “nikewomen” account, Adidas’ profile picture consists of the company’s wellknown three-striped logo (see Figure 3). Together with the brand name, the logo is placed on
a light background with palm trees, matching with summer season. The profile description
states “At the intersection of sport | street | style. #adidaswomen”, as well as encourages to
“SHOP” the latest collection of swimwear, including a link to Adidas’ homepage (ibid.).

Figure 3: “adidaswomen” Instagram Account (Instagram “adidaswomen”, 2018)

2.6. Similarities of Nike and Adidas on Instagram
In general, product presentation is emphasized on both companies’ accounts, and their
trademarks are detectable, more or less subtle, in basically every post. By direct comparison,
it is observable that both brands present their products in a very similar way on Instagram:

Figure 4: Product Presentation Nike (Instagram "nikewomen", 2018)

18

Figure 5: Product Presentation Adidas (Instagram "adidaswomen", 2018)

Whereas they used to also feature services such as their training apps on the "nikewomen"
and "adidaswomen" Instagram accounts in the past, both have solely posted about their
products since approximately two years (see App. C and D).
Apart from posts focusing on product presentation, both Nike and Adidas feature diversity not
only in terms of showcasing various sports, but by displaying ordinary sports-enthusiastic females of all body types, skin colours, and cultural backgrounds, who involve the companies’
products into their active lifestyles in different situations and environments:

Figure 6: Diversity Nike (Instagram "nikewomen", 2018)

Figure 7: Diversity Adidas (Instagram "adidaswomen", 2018)

2.7. Differentiating Factors of Nike and Adidas on Instagram
It is not surprising that the social media marketing strategies of Nike and Adidas on Instagram
are very similar, regarding that their product offer, global reach and brand awareness, as well
as activity in sponsorships and creative collaborations, resemble each other to a high degree.
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Yet, there are several factors differentiating the two profiles noticeably. The following observations and conclusions rest upon own interpretations based on in-depth analysis and comparison of the Instagram profiles of Nike and Adidas.
2.7.1. Brand Ambassadors and Commercial Content
Since product differentiation in the athletic footwear, apparel, and equipment industry is limited, given that all brands use similar designs and high-tech materials, differentiation is mainly
created by the choice of high-profile brand ambassadors, such as athletes and testimonials,
brand sponsors, and artists with whom they form creative collaborations, in order to shape the
overall external reputation and ‘vibe’ of the brand. In fact, both Nike and Adidas act as sponsors of sports events and numerous high-profile athletes and sports teams. For instance,
whereas Nike sponsors and equips US tennis star Serena Williams, Adidas does so with her
successful Danish rival Caroline Wozniacki. Both brands feature them in numerous posts and
campaigns, as well as intensify sharing content with them during important matches. In addition, they sponsor other high-profile teams in various other sports, such as football or hockey.
Besides professional athletes, popular testimonials serve as brand ambassadors. For example, Nike engages US models Bella Hadid and Winnie Harlow for official campaigns; however,
they hardly post content with them on their “nikewomen” Instagram profile. In comparison,
Adidas appointed models Lena Gercke and Karlie Kloss, as well as the professional tennis
player Caroline Wozniacki, as brand ambassadors and shares a vast number of pictures and
campaigns with them on its “adidaswomen” Instagram profile:

Figure 8: Brand Ambassadors Nike: (1) US tennis player Serena Williams, (2) Danish football player Lieke Martens,
(3) US model Bella Hadid, (4) US model Winnie Harlow (Instagram "nikewomen”, 2018)
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Figure 9: Brand Ambassadors Adidas: (1) Danish tennis player Caroline Wozniacki, (2) Dutch hockey player Eva de Goede,
(3) German model Lena Gercke, (4) US model Karlie Kloss (Instagram "adidaswomen”, 2018)

Moreover, Nike posts commercial content for separate pieces of its collections that are new
and innovative. Adidas, on the other hand, promotes its creative collaborations with e.g. fashion designer Stella McCartney, called “Stella Sport”, by using the hashtag #aSMC for “adidas
by Stella McCartney”, for which also the brand’s ambassadors are involved in commercials.
Besides, Adidas runs other (unisex) accounts, such as “adidasoriginals”, where collaborations
with other designers, such as Alexander Wand or Jeremy Scott are showcased. Yet, commercials targeted at and relevant for females, are also posted on “adidaswomen”:

Figure 10: Commercials Nike: (1) Nike Indy Logo Bra, (2) Nike Tech Hypermesh Jacket,
(3) Nike Tech Fleece Aeroloft Parka, (4) Nike Zonal Strength Training Tight (Instagram "nikewomen", 2018)

Figure 11: Commercials Adidas: (1&2) Commercials for StellaSport (3) Karlie Kloss for StellaSport, (4) Commercial for Adidas Originals in collaboration with Jeremy Scott with US model Sara Sampaio (Instagram “adidaswomen”, 2018)

2.7.2. Individuals, Setting and Overall Profile Sentiment
Both companies evolved from the traditional approach of advertising, solely with testimonials
and celebrity endorsers, to engaging ordinary women, who may differ in personality and ap-
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pearance, but all lead and demonstrate a healthy active lifestyle. In doing so, a larger part of
the audience can relate to the individuals displayed, who thereby can serve as role models
and a source of inspiration. However, also in this regard, both brands have different approaches. As the women Nike depicts seem to have a common attitude, which can be interpreted as more serious, cool and confident, the brand rather portrays women’s differences in
appearance, e.g. cultural diversity and body shape. In contrast, Adidas appears to focus more
on highlighting women’s individual personalities and accentuates their playfulness and fun in
being active. Thus, it seems that while Nike’s women are brought together by internal ambition and determination, Adidas depicts the women’s shared fun and a passion for sports:

Figure 12: Real Women Nike (Instagram "nikewomen", 2018)

Figure 13: Real Women Adidas (Instagram "adidaswomen", 2018)

Both brands’ posts are visually impressive and colourful, often illustrating different picturesque
settings and famous landscapes or cityscapes all over the world. Yet, whereas Adidas’ posts
mostly take place in nature, Nike increasingly has an urban focus, meaning that a majority of
Nike’s recent posts are also set outdoors, but predominantly in urban areas and the concrete
jungles of big cities. Thus, both brands demonstrate their global reach in different ways. While
Nike utilizes popular cityscapes all over the world, Adidas illustrates less obviously recognizable, natural landscapes that could be found in many areas on the globe:
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Figure 14: Setting Nike (Instagram "nikewomen", 2018)

Figure 15: Setting Adidas (Instagram "adidaswomen", 2018)

In addition, while both brands’ Instagram profiles showcase a number of different sports, the
“nikewomen” profile appears to depict less group activities. If Nike shares group exercise content, it mainly concerns its ‘Nike Training Club’, i.e. a community of users of the Nike+ training
club app that can sign up for trainings at Nike’s fitness studios, referred to via the hashtag
#NTC (Nike, Inc., 2018). Again, whereas such content mostly takes place indoors or in front
of famous urban areas, Adidas’ Instagram profile contains numerous posts of women exercising together outdoors, e.g. doing yoga in the park:

Figure 16: Group Sports Nike: (1) NTC fitness studio and NTC World Tour in (2) Beijing,
(3) Shanghai, (4) Rio de Janeiro (Instagram "nikewomen", 2018)
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Figure 17: Group Sports Adidas (Instagram "adidaswomen", 2018)

In general, it is recognizable that the ‘vibes’ of both brands’ Instagram profiles have evolved
over time and slightly change from post to post. Although they often resemble each other,
based on slight differences a distinction of the overall sentiments of the two Instagram profiles
can be found. The vibe of the “nikewomen” profile can be described as fierce, cool and modern, showcasing females that are strong, confident and determined. The sentiment of the
“adidaswomen” profile, on the other hand, can generally be described as more colourful, playful and natural, depicting positive, cheerful and motivated women.
2.7.3. Fashion Content
Given that both brands are not only supplying sportswear, but also are competing with leisurewear companies, both use Instagram for what it is popular and widely used for – sharing
fashion content. Interestingly, they do so in different ways. Nike utilizes the well-established
hashtag #ootd, referring to ‘outfit of the day’. This hashtag is widely used by fashion bloggers
and private users to caption pictures showing whole-body outfits. From the bird’s eye view,
Nike offers followers inspiration and suggestions for outfit combinations, fully composed of its
products. Adidas, however, is a bit more creative. Although it made a call to tag Adidas in
#ootd-posts in March 2015, Adidas hardly uses the hashtag #ootd. Instead, it presents outfits
in suitable settings, e.g. doing yoga on the beach, and has started using a new perspective by
hanging the products into gyms, e.g. saying “Hitting the gym? We got you.” Besides, it presents pieces from collaborations, e.g. with Stella McCartney for tennis, or outfits chosen by
female football players, who share their motivation, using the hashtags #WWC, for Women’s
World Championship, and #BeTheDifference:
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Figure 18: Fashion Content Nike (Instagram "nikewomen", 2018)

Figure 19: Fashion Content Adidas (Instagram "adidaswomen", 2018)

What is more, Adidas has jumped onto the global fashion blogger trend and (re)posts content
of street-style fashion bloggers from time to time, and tags them in the pictures or mentions
them in the posts’ description:

Figure 20: Street Style Blogger Content Adidas: Fashion bloggers (1) “manrepeller”, (2) “pineappleice”,
(3) “maffashion_official”, (4) “TaraTrippy” (Instagram "adidaswomen", 2018)

2.7.4. Social Responsibility Campaigns
Nike and Adidas both support good causes for female empowerment. Adidas’ latest initiative,
called ‘#MeetTheCreators’, calls out to creative minds all over the and thereby unites, challenges and changes lives (Adidas Group, 2018b). In doing so, it also aims at encouraging
women to find and stand behind their own way of doing things, i.e. in a collaborative, confident and creative way (ibid.). In 2013, Adidas introduced the campaign ‘all in for #mygirls’,
which aims at engaging women in sports and motivating them to pursue their personal best in
collaboration and unity with other women (Gupta, 2015). Furthermore, with the ‘be the differ-
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ence’ campaign, launched in 2015, women were encouraged to make a difference, e.g. by
penetrating a male-dominated sport, such as football. Since then, Adidas supplies the official
match ball for the Women’s Football World Cup, and communicates the initiative with the
hashtags #bethedifference, already used more than 120,000 times on Instagram (We Are Social, 2018b) and #WWC on its Instagram account. In contrast, Nike has posted content with
the hashtag #betterforit on Instagram, referring to a campaign that was launched in 2015 with
the long-term commitment to motivate women to be active, take on new challenges and conquer their personal goals. Its most recent campaign ‘Equality’ was launched with the intention
to honour black history and bring people together through the power of sport, with the hashtag
#UntilWeAllWin and #equality (FoxTales, 2018):

Figure 21: Social Campaigns Nike: (1&2) #betterforit, (3&4) #UntilWeAllWin & #equality (Instagram “nikewomen”, 2018)

Figure 22: Social Campaigns Adidas: (1) #meetthecreators, (2&3) #mygirls,
(4) #bethedifference & #WWC (Instagram “adidaswomen”, 2018)

2.7.5. Frequency of Posts and Stories
Interestingly, Adidas has not only set up an Instagram account earlier than Nike, June 2012
versus September 2013, but it is also more than double as active on the platform as Nike. In
fact, Adidas has published an average of about 33 posts per month since its registration,
compared to only 15 monthly posts from Nike.
As mentioned earlier, video content is increasingly shared on Instagram. Indeed, especially
Adidas’ recent posts include videos to an increasing degree. Of its latest 21 posts at the end
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of March 2018, 15 posts were or included videos, e.g. of product close-ups or campaigns.
Nike, on the other hand, only featured 2 videos among its 21 latest posts at that time. Although both companies make use of the ‘Instagram Stories’ tool only on an occasional basis, it
is noticeable that Adidas is also using this tool more than Nike. In doing so, Adidas often
posts content that was previously uploaded on a 24-hour basis in its Instagram Stories permanently on its feed, i.e. the overview or collection of posts on an Instagram account, later:

Figure 23: Instagram Stories Nike: (1) Product presentation poll on February 28, (2&3) Product presentation on March 4,
(4&5) #Unlaced promotion with street style bloggers on March 28, (6) Product presentation on April 12,
(7) Empowerment campaign with US runner Shalane Flanagan on April 15 (Instagram “nikewomen”, 2018)

Figure 24: Instagram Stories Adidas: (1) Workout routine on February 25 & March 18, (2) Buddy workout routine on March 2,
(3) Product presentation for ‘Wanderlust’ collection on March 2, (4) Product presentation + instructions for yoga apparel on
March 11, (5) #MeetTheCreators campaign on March 14, (6) Product presentation for sports bra on March 16,
(7) Product presentation + instructions for volleyball apparel on April 9 (Instagram “adidaswomen”, 2018)

It is noticeable that both, Nike and Adidas use the Instagram Stories for introducing innovative, new product features and collections, presented in motion and detail. Whereas Nike’s
videos are very fast paced, filled with pictorial elements combined into one video, Adidas includes a series of more videos, one after the other, instead. Both also use Instagram Stories’
interactive features, such as the opportunity to “swipe up” in order to be directed to e.g. the
corporate website, providing more in-depth information, as well as doing polls, allowing viewers to cast a direct vote. In addition, Adidas is making use of the option to share its Instagram
Stories directly with other users.
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3. Literature Review
3.1.

Corporate Reputation

While definitions of corporate reputation are manifold, van Riel and Fombrun (2007, p. 43)
summarized the concept as the “overall assessments of organizations by their stakeholders”.
Thereby, reputation accounts for aggregate stakeholders’ perceptions of a company’s ability
to satisfy their needs, whether these needs are consumption-, investment- or workplace- related (ibid., p. 43). According to Fombrun (1996, p. 78), those perceptions are formed by emotional reactions of stakeholders and the general public to the company’s name. However, other authors view corporate reputation as a multi-dimensional attitude construct, comprising
both, emotional as well as rational components (Hall, 1992; Fomburn et al., 2000; Schwaiger,
2004). Moreover, reputation is represented as a set of meanings (Dowling, 1986), holistic impressions (Alvesson, 1990), collective perceptions, assessments and interpretations (Hall,
1992 & 1993; Fombrun and van Riel, 1997 & 2004; van Riel and Fombrun, 2007; Aula and
Mantere, 2008; Aula, 2011), by which an organization is known, described and remembered
(Dowling, 1986). The Reputation Institute (2005), a research company, which expanded
Fombrun et al.’s (2000) reputation quotient measurement framework, define a favourable
reputation as emotional bond individuals have with an organization, which is reflected in their
good feeling about the company, as well as esteem, admiration and trust. Also Topalian
(1984) defined corporate reputation as the feelings, attitudes and expectations, which consumers form about a company, as presented by the company’s corporate identity. The authors of this thesis define the term corporate reputation as both, the collective rational as well
as emotional perceptions and feelings that internal and external stakeholders form about an
organization. If this reputation is favourable, it appears as a positive perception of a company,
and/or an emotional bond between the stakeholders and the company, characterized by a
good feeling, trust, admiration and esteem towards the company.
General confusion exists concerning the concepts of corporate identity, image and reputation,
since the terms are often used interchangeably, corresponding to varying meanings
(Schwaiger, 2004). This issue will be clarified in the following (see Figure 25). Fombrun and
van Riel (1997, as cited in Barnett et al., 2006) define image and identity as the basic compo28

nents of reputation. Thereby, corporate identity represents the perception employees and
managers, i.e. all individuals inside the company, hold of the nature of the company. It refers
to the internal stakeholders’ understanding of what the organization consists of, comprising its
business strategy, its corporate culture, the philosophy and beliefs of key executives as well
as the organizational design (Gray and Balmer, 1998). In order to illustrate that identity is part
of reputation, representing the internal view on the concept, the authors of this thesis will further term it internal corporate reputation. Corporate image on the other hand, as the second
constituent of reputation, constitutes the perception that external stakeholders hold of the organization, e.g. consumers (Fombrun and van Riel, 1997, as cited in Barnett et al., 2016).
Highhouse et al. (2009) agree on that view, stating that images are the perceptions held in
external stakeholders’ minds, not possessed by the organization. Hence, the term image presents the external view on corporate reputation, which is why the authors of this thesis will
refer to it as external corporate reputation. In addition, there is a third component playing a
role in the overall concept of reputation, namely communication. Corporate communication is
the summary of messages, transmitted through diverse media, by which the organization
conveys its internal identity to external audiences (Gray and Balmer, 1998). Thus, it can be
regarded as the nexus between corporate identity and corporate image, or internal and external corporate reputation (ibid.). The authors of this thesis will further refer to it as reputation
management. In order to stress that the reputation of an organization is in the focus, the term
corporate is used.

Figure 25: Composition of Corporate Reputation (Own illustration based on Fombrun & van Riel, 1997; Gray & Balmer, 1998)

Both views on corporate reputation are important in order to get a holistic picture of the concept. The presentation of the company’s internal reputation, e.g. on its Instagram profiles, is
believed to exert an influence on consumers, who, as a response, develop their external repu-
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tation and, if this is positive, a good perception and/or feeling, trust, admiration and esteem
towards the company (Schwaiger, 2004; Reputation Institute, 2005).
3.2.

Social Media

Social media comprises social networking sites (SNS), blogs, collaborative projects like Wikipedia, content communities like YouTube, as well as virtual social worlds (e.g. Second Life)
and virtual game worlds (e.g. World of Warcraft) (Kaplan and Haenlein, 2010). According to
Ahlqvist et al. (2008), social media consists of three elements, namely content, user communities and Web 2.0 technologies. Content can be produced by both corporations and private
users in different forms, most commonly texts, pictures or videos, depending on the platform
used. These contents are collected and shared in user networks and communities, which
evolve due to the fundamental human need of sociability (ibid.). Finally, it requires digital
technologies and applications, commonly called Web 2.0, to enable the content creation and
dissemination in the first place (Ahlqvist et al., 2008). While by this term, Ahlqvist et al. (2008)
only refer to the technical part of social media, Web 2.0 is also regularly used to denote the
new way of how the web works in general. Thus, it accounts for the provision of content by
not only organizations, but also individual users, whereby these contents might be continuously modified further by other users in a collaborative manner (Kaplan and Haenlein, 2010;
Akar and Topçu, 2011). Indeed, the term ‘social media’, as well as ‘Web 2.0’ and ‘user generated content (UGC)’, are often used interchangeably. However, in this thesis, a distinction of
the terms is proposed. While Web 2.0 is defined as the technological platform, which enables
the evolution of social media (Ahlqvist et al., 2008; Kaplan and Haenlein, 2010), UGC marks
the ways in which individuals make use of social media (Kaplan and Haenlein, 2010). Kaplan
and Haenlein (2010, p. 61), define social media as “a group of Internet-based applications
that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of UGC.” While the authors of this study agree on the first part of this definition, the last part of the sentence is proposed to be expanded. In fact, social media allows
for the creation of not only UGC, but also ‘organization generated content (OGC)’, corresponding to the increasing utilization of social media by organizations.
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3.2.1. Instagram
“Use a picture. It’s worth a thousand words.”
– Tess Flanders, 1911
In a world where advanced mobile phones and modern digital media are omnipresent, Instagram is making use of pictures and videos as powerful messaging tools. Visual content sharing has become an integral part of communication and thus, many people’s social lives.
Therefore, Instagram offers a unique opportunity for organizations to shape consumers’ perceptions by means of visuals (Chang, 2014).
Instagram is a mobile photo-sharing app that was launched in October 2010. The app allows
users to take pictures and short videos with their mobile phones, and upload, add artistic filters, and share them directly with the mass audience on the platform and other social media.
Within 19 months, Instagram generated 50 million users and became one of the fastest growing and globally most popular social media (ibid.). Although the app had almost zero revenue
in the beginning, the leaders of Facebook recognized Instagram’s potential for strengthening
its user base and acquired the platform for US$ 1 billion in 2012 (Unicornomy, 2016). Today,
Instagram generates revenues by ad sales, more precisely via image ads, video ads and carousel ads on the platform (ibid.). By the end of 2017, Instagram counted 800 million monthly
active users and experts predict it to reach 1 billion in 2018. This would amount to more than
double the monthly active users of Twitter, and over three times those of WhatsApp and Facebook Messenger (Instagram Press, 2017a; Osman, 2018). Instagram is especially popular
among 18 to 24-year olds, millennials and Generation Z, who are the primary users (Osman,
2018). By ‘following’ other users’ accounts, users can see, ‘like’, and comment posts, as well
as share their own, privately with pre-approved followers or with the general public (Chang,
2014; Liebhart and Bernhardt, 2017). The shared pictures and videos are displayed on the
users’ newsfeeds, i.e. the Instagram landing page, in a vertical array, as well as collected in
chronological sequence on their individual accounts. Moreover, users can forward posts directly to other user in their network, send private text messages, and search for usernames or
hashtags, i.e. words or phrases, preceded by the “#” symbol, used on social media to link
content to a certain topic (Grauschopf, 2017). Since its launch, Instagram has constantly in-
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troduced additional tools and new functions within the app. In August 2016, ‘Instagram Stories’ was launched, which is currently used by more than 300 million users every day. It allows users to create, share and watch photo or video sequences that are only visible for a
time period of 24 hours, as well as share live videos. This tool has increased the amount of
time users spend on Instagram, as for instance users under the age of 25 now spend more
than 30 additional minutes on the app. As of December 2017, Instagram users can also follow
hashtags and thereby see content that is related to respective topics of interest on their feed
(Instagram Press, 2017b).
In 2016, Instagram enabled businesses of all sizes to join the app and set up corporate business profiles to extend their reach, gain customer awareness and engage their audiences. As
opposed to private accounts, business profiles offer extensive real-time account analytics. For
instance, they deliver metrics on impression and reach per post, i.e. how promoted posts and
Instagram Stories perform throughout the day, as well as follower demographics. Besides,
companies can add general information about the business, such as opening hours, location
and contact details, as well as place “Instagram Ads”, meaning promoted posts (Instagram
Business, 2018).
By sharing visual content, Instagram allows businesses to establish valuable connections and
spark conversations with their audiences in an entirely new way, as users are enabled to actively interact with organizations by liking, commenting and sharing their posts. In fact, Instagram users are increasingly using the social media app to connect and engage with businesses that are of relevance to them. 80% of all Instagram users follow at least one organization on Instagram, and 200 million users actively visit at least one corporate account every
day (ibid.). Two-thirds of corporate profile visits are generated from users that are not following that organization (Instagram Press, 2017a), which allows companies to reach potential
new followers and, thus, customers. Moreover, 60% of people questioned in an Instagram
user survey stated that they became aware of a new product or service on Instagram (Instagram Business, 2018). Given that 7 out of 10 hashtags on Instagram are branded (Osman,
2018), meaning company-related, the platform is a highly relevant marketing tool, driving
awareness and content discovery among consumers.

32

Brands receive three times more engagement on Instagram than on Facebook in terms of
likes, comments, and shares (Heine, 2017), although Facebook already counts more than 2
billion users. However, despite Instagram’s high engagement rate, 70% of all posts on Instagram remain unseen by users, due to the content overload and saturation on the platform
(Osman, 2018). In fact, the app applies an algorithm to optimize content relevance for users,
based on their real-life contacts, content liked and shared, and in-app searches (Wiese,
2016). Consequently, only a fraction of all content created on Instagram is shown to the individual user. It is thus crucial for brands to differentiate themselves and tell unique stories in
order to increase their relevance and chances to be shown to a larger audience on Instagram.
Given that one third of the most displayed Instagram Stories originate from companies, Stories and live videos are major marketing tools, besides Instagram ads (Instagram Business,
2018; Instagram Press, 2017c). Instagram ad revenue is expected to reach almost US$ 7 billion in 2018 (Instagram Business, 2018), which stresses the platform’s relevance for advertising and marketing. Allowing users to sneak a peek behind the curtains of the corporate daily
life, companies can use Instagram’s manifold tools to take their followers on a unique customer journey. However, although companies are investing more and more into their online
presence on Instagram, the return on investment, not only regarding sales but also corporate
reputation, is yet unclear.
3.2.2. Corporate Social Media Reputation
The rise of social media has generated an enormous influence on the traditional development
and management of corporate reputation. Fertik and Thomson (2010, p. 16) claim that the
Internet is the most effective tool for reputation improvement that has yet been created, stating: “Online reputation is your reputation.” Etter et al. (2017) investigated social media’s influence on reputation, based on a more active role of stakeholders. Through social media, corporate communication becomes increasingly direct and authentic (Dutot et al, 2016; Reputation Institute, 2017), interactive, collaborative and participative (Eberle et al., 2013; Kaul et al.,
2015), as well as better exposed to consumers (Dijkmans et al., 2015a), bearing large potential advantages for the development of a favourable external corporate reputation.
There are manifold expressions for corporate reputation established in the online sphere or
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through any kind of digital media, often being used to describe the same phenomenon. Etter
et al. (2017) base their definition of media reputation on Deephouse (2000, p. 1091), who
presented it as “the overall evaluation of a firm presented in the media.” This conceptualization, however, also comprised offline media, and Etter et al. (2017) points out the fact that the
vast majority of research about the influences of media on reputation took place before social
media even came up. This is not the case for Dutot et al. (2016, p. 369), who introduced the
term e-reputation, equalling to web or digital reputation, and defined as the “images that
stakeholders create of a firm according to the information it transmits on its own websites and
other content available anywhere on the Internet”. In this definition, no distinction is made between stakeholder groups, and the term image represents the reputation development of both
internal and external stakeholders. In the following, this thesis will adhere to the terms online
reputation, social media reputation and Instagram reputation. The overarching concept of
online reputation rests upon Dutot et al.’s (2016) definition of e-reputation, with minor adaptations.
The authors of this thesis define an organization’s online reputation as
stakeholders’ perceptions of the company, according to everything it
issues online. As a subset of online reputation, social media reputation
defines the stakeholders’ perceptions based on the company’s appearance specifically on social media. Finally, represented as subset
of both online and social media reputation, Instagram reputation is defined as the perception of stakeholders about an organization based
on its corporate Instagram account and the related actions on the platform. The categorization of these terms is illustrated in Figure 26.
Figure 26: Categorization of
Online, Social Media & Instagram Reputation (Own
illustration based on definition)

On the basis of intensified global competition, organizations increasingly acknowledged the impact of intangible corporate assets, such as
reputation, as drivers of sustained competitive advantages (Hall, 1992

& 1993; Schwaiger, 2004; Rindova et al., 2005). Indeed, a favourable corporate reputation
can lead to tangible benefits, such as companies being able to charge premium prices for
their products, to spend less for capital and labour, to have more loyal employees, and to
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earn a higher amount of goodwill from their stakeholders in times of crises (Fombrun, 1996, p.
57). Hence, strong corporate reputations lead to higher financial performances (Roberts and
Dowling, 2002), as well as improved advertising effectiveness (Goldberg and Hartwick, 1990).
Dowling (2006, p. 11) even presented reputation “among the most important intangible, inimitable strategic assets.”
Due to the importance of that asset, the management of corporate reputation gained significantly in importance. Van Riel and Fombrun (2007, p.1) put it in a nutshell, explaining that
communication constitutes the driving power in reputation building. Through effective communication, companies obtain their primary resources, such as capital and labour, as well as
their secondary resources, i.e. reputation, esteem and legitimacy, which enable the company
to operate (ibid., p. 1). Aula and Mantere (2008, p. 51) explain that reputation is “constructed
and re-enacted in speech. Reputational stories are produced and reproduced through talking.” Also Hutton et al. (2001) view reputation management as the driving mission behind a
company’s public relations. This process includes the encoding of corporate information in
messages sent out by the organization, as well as the decoding of those messages by the
audiences (Brown et al., 2006).
3.2.3. Corporate Social Media Reputation Management
Due to the rise of social media, consumers’ perceptions are no longer created unilaterally by
organizations’ communication and advertising efforts. External stakeholders, like consumers
in social networks, have become co-creators of corporate reputation, since in their interactions they also influence other consumers’ perceptions (Brown et al., 2006; Aula, 2010; Men
and Tsai, 2013). These processes can be outside the organization’s direct control, rendering
reputation management more challenging today (Brunk, 2010). It also led researchers to the
view that reputation cannot be managed directly, but merely influenced by corporate endeavours (Grunig and Hung-Baesecke, 2002). In this endeavour, organizations may aim to identify
active stakeholders online and incorporate their interests in organizational decisions, which
simultaneously bear positive impacts also on less active stakeholders (Kim et al., 2013).
When stakeholders, specifically influencers outside the organizational borders (Booth and
Matic, 2011), are transformed into allies in social networks, the company can benefit from
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their influence and interact with them in a more collaborative and participative manner (Kaul
et al., 2015).
In general, organizations increasingly use social media as a marketing and communication
tool. According to Chi (2011), social media marketing creates a connection between consumers and companies by offering a channel where consumers become marketers, and corporate
brands act as social currency. Indeed, brands and consumers are connected on social media,
which is most notable in the emergence of virtual brand communities. Those communities
were already defined in part 2.2 as “specialized, non-geographically bound communities
based on a structured set of social relationships among users of a brand” (Muniz and
O’Guinn, 2000, p. 412). Online brand communities can be both, consumer- or marketercreated (Lee et al., 2011), and Vivek et al. (2012) designate this interactive relationship, in
particular between consumers and companies, as expanded relationship marketing domain.
Organizational roles increasingly shift from the mere unilateral publication and dissemination
of information to being an observer and participator, enhancing consumer understanding
(Mulhern, 2009).
In summary, by managing corporate reputation on the Internet, managers interact with audiences online; in that sense, they create interesting content to share with others, monitor
stakeholders’ reactions and discussions, follow up on propositions and ideas, as well as feedback and criticism online (Dijkman et al., 2015b). This is important, since the online world, and
social media in particular, hold risks due to the quick dissemination of negative incidents and
news, which can lead to detrimental publicity, harming corporate reputation (Aula, 2010). Indeed, Aula and Mantere (2008) present the current business environment as a communicative domain of meanings and symbols, enhanced through the online world, where the company is either constructed or destructed. In their research paper about challenges and opportunities of social media, Kaplan and Haenlein (2010) stated five focal points that companies
need to consider when using social media. First, they have to choose the right social media
channels, which address their selected target group. Second, they have to decide if they want
to join an existing network or create their own; third, all social media activities need to be
aligned with each other; fourth, social media activities must be integrated in the corporate
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media plan in order to support a consistent corporate image. Finally, access needs to be defined in terms of social media managers running the different social media channels. Important characteristics they should adopt when engaging with the audiences on social media
are to be active, interesting, humble, honest, but also unprofessional, which may seem surprising for a moment (Kaplan and Haenlein, 2010). However, also the experts E2 and E4 addressed this issue in stating that companies should be more playful, agile and authentic on
social media, since consumers are not looking for the “shiny, glossy, signed-off version” (E2)
of a response. Moreover, they complied with Kaplan and Haenlein (2010) in the statement
that companies should interact with their consumers on an eye-to-eye level without the permanent fear of making mistakes.
The management of an organization’s online reputation can be defined as “the process of
positioning, monitoring, measuring, talking, and listening as the organization engages in a
transparent and ethical dialogue with its various on-line stakeholders” (Jones et al., 2009, p.
934). This thesis applies the same definition also for the management of companies’ social
media and Instagram reputation management, where the above-mentioned activities with
stakeholders take place on social media, and more specifically on Instagram.
3.2.4. Corporate Visual Communication on Instagram
In this study, Instagram is investigated in view of certain characteristics the platform can provide for organizations in order to establish a favourable external reputation among consumers. Textual statements, i.e. statuses on Facebook or tweets on Twitter, are ways of establishing or maintaining corporate external reputation, which are not necessarily congruent with
utilizing images or videos. Therefore, previous research about Instagram’s specific nature and
visual approach is outlined in the following.
Initially, it is important to take up the marketing concept of corporate impression management
or self-presentation in general. Organizations must be skilful in drafting the right cues, which
communicate an intended impression, i.e. the external reputation of the company. Hence,
impression management can be regarded as an activity related to reputation management,
which is about exerting influence on perceptions that consumers form about an organization
(Fisk and Grove, 1996; Bozeman and Kacmar, 1997). It can occur in any situation in which a

37

company or its representatives act as providers of information, and thereby affect audiences’
opinions and attitudes through actions, words or symbols (Fisk and Grove, 1996). Moreover, it
once more relates to the transfer of the organization’s internal reputation, in order to shape
the external reputation (image) with consumers. In the case of Instagram, this process is
mainly executed by the usage of visual content.
According to Zarella (2014), visual content constitutes the future of social media. In his study
“The Science of Instagram”, he analysed almost half a million Instagram pictures and identified certain characteristics, which made them receive more likes. For instance, he found out
that bright, desaturated photos without filters and cool colours generate more likes. Moreover,
busy settings and images portraying faces attract more attention. Multiple tags on posts, as
well as calls-to-action in the headlines, drive engagement among users (ibid.). Previous research proves that images attract more attention, are more easily remembered and evoke
more emotional responses than text also in offline advertising (Childers and Houston, 1984;
Pieters and Weder, 2004; Bucher and Schumacher, 2006). As social media communication
gets increasingly visual in general, Highfield and Leaver (2016) presented ‘Instagrammatics’
and took the first steps in developing methods to study, analyse and track the visual as prevalent social media form.
In the realm of political campaigning, Instagram has already been investigated several times
by researchers. By utilizing visual framing theory, Muñoz and Towner (2016) explored the
impact of different Instagram images on attitude and behaviour of voters, specifically on their
engagement and sentiment towards the politician. Through the visual analysis of 504 posts,
Liebhart and Bernhardt (2017) examined the strategic use of Instagram in the Austrian presidential election campaign. They put special focus on the visual aspects of storytelling enabled
by means of the SNS. Digital storytelling in general has been researched by Jenkins et al.
(2017, p. 1061), who summarized it as including “stories generated via digital tools, stories
that involve various forms of networked participation or interactivity, stories that are distributed
via digital platforms, or stories that are consumed on digital platforms.”
Other authors studied the impact of storytelling on reputation, like Dowling (2006), who investigated reputation-building endeavours of companies supported by narrative communication.
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The purpose of those narratives is to “explain the behaviour of a company in terms of its mission and morality, and in this way create an emotional bond with key stakeholders that will
help foster their trust and support” (Dowling, 2006, p. 83). According to Gardner (2004, p. 26),
stories have the potential to change people’s minds; they are more intuitive, credible and authentic than uninspiring codes of conduct or annual reports and thus may generate audiences’
enthusiasm to a larger degree (ibid.). Moreover, by the evocation of emotions, stories are particularly powerful in exerting influence, persuasion as well as inspiration (Denning, 2004, p.
71). While corporate narratives’ impact on reputation has already been addressed in academia, except for Liebhart and Bernhardt (2017), no other authors further investigated characteristics of visual storytelling on Instagram. On the other hand, Highfield and Leaver (2016) have
already pointed out that highly visual social media like Instagram constitute important resources in the creation of stories, still offering opportunities for further research.
3.3.

Consumer Behaviour

In the following chapter, the consumer is the focal point of investigation, and consumer behaviour is analysed in light of social media and the consequent formation of perceptions as
well as attitudes and feelings towards organizations and, thus, external corporate reputation.
While in general consumer behaviour focuses mostly on the buying process, referred to as
“buyer behaviour, with an emphasis on the interaction between consumers and producers at
the time of purchase” (Hogg et al., 2006, p.7), this is not the focal point in this study. Indeed,
consumer behaviour theory, as an important area of marketing research, is not only about the
specific buying behaviour, but also about the stages before and after the purchase (ibid.).
Those other stages are of higher importance in this analysis, as they might refer to getting in
touch with corporate profiles on social media before or after purchase of the company’s offerings. Hence, the digital social media world presented by the platform Instagram will be the
realm of investigation. In fact, digital technologies exert a high influence on consumer behaviour, since there are more opportunities for consumers’ self-extension than ever before (Belk,
2013).
3.3.1. Consumer Motivations for Corporate Social Media Use
Building upon the uses and gratifications approach, authors like Korgaonkar and Wolin (1999)
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Papacharissi and Rubin (2000), Whiting and Williams (2013) as well as Ko et al. (2015) identified general drivers of individuals’ social media usage. Among them are first and foremost
social interaction, but also information seeking, entertainment and pass time, as well as the
expression of opinion. Moreover, Park et al. (2009) also presented self-status seeking motivations, next to socializing, as well as entertainment and information needs, as users’ gratifications for the involvement in Facebook groups. When user communities evolve around brands,
brand communities emerge. Wang and Fesenmaier (2003) explained the reasons for individuals’ contributions to such communities via the self-concept theory. By expressing themselves
on social media platforms, individuals enhance their self-image of being an efficacious person
towards other users and the company or brand they admire. Moreover, they might acquire a
certain status and prestige within the community (ibid.). Hennig-Thurau et al. (2004) identified
eight different factors, which motivate consumers to contribute to online communities, i.e.
helping the company, platform assistance, advice seeking, social benefits, economic benefits,
concern for other consumers, self-enhancement, and getting rid of negative emotions.
In the investigation of organizational stakeholders’ uses and gratifications of corporate social
web profiles, i.e. Facebook, Twitter and YouTube, Ruel and Ingenhoff (2015) found that digital
natives favoured Facebook as a mean to interact with companies. Politicians, the second relevant stakeholder group investigated, preferred Twitter, while YouTube was not important to
both of the groups. Users appeared to be loyal followers on the SNS but did not interact with
companies to a high degree (ibid.). Dijkmans et al. (2015b) based their research on the airline
KLM’s corporate Facebook and Twitter page and found out that customers and noncustomers had different motivations to follow and get engaged with the company’s social media activities. They showcased a positive connection between the intensity of individuals’ social media use, and their engagement in corporate social media activities. Indeed, social media engagement had a positive influence on corporate reputation, primarily among noncustomers (ibid.). Phua et al. (2017) extended previous research by not only investigating
gratifications of brand following behaviour on Facebook and Twitter, but also newer social
media like Instagram and Snapchat. Compared to Facebook, interaction proved to be higher
on Instagram, where users realized the highest scores in showing affection, demonstrating
sociability and following fashion accounts. While Twitter users identified themselves the most
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with the brand community and had the highest membership intentions, Instagram users
showed the strongest brand community engagement and commitment (ibid.).
3.3.2. Image and Attitude Formation
Impression management as a form of corporate reputation management has already been
investigated from a company perspective, accounting for the efforts of organizations to create,
maintain, protect or change a particular image, i.e. external corporate reputation, among consumers (Fisk and Grove, 1996; Bolino et al., 2008). Now, corporate image, as the consumers’
part of corporate reputation establishment from an external viewpoint, i.e. external reputation,
is illuminated. In their book about basic principles of visual communication, Müller and Geise
(2015, p. 35) define image as a mental construct, which individuals form of e.g. a person, an
object or, in this specific case, an organization. This mental construct is generated based on
consciously or unconsciously noted media images, facts or associations. Images in the spirit
of visual imaginations, which are evoked by a platform like Instagram, cannot be regarded as
entirely objective, unambiguous and comprehensive. Since they are created by individuals
with different personalities, they are rather subjective, equivocal and commonly stereotyped
and unconscious (ibid., p. 35).
Next to the development of certain perceptions about an organization, also the establishment
of a specific consumer attitude towards the organization is part of external corporate reputation formation. Various authors summarized the attitude concept according to the tripartite
model of attitudes (Bagozzi et al., 1979; Kotler and Keller, 2006; Motherbaugh and Hawkins,
2015). Correspondingly, attitudes comprise three characteristics, namely cognitive, affective
and behavioural. In this thesis, consumer attitude towards an organization or brand is of relevance, which is expressed by using the term brand attitude. Against this backdrop, the cognitive element comprises consumers’ beliefs about a brand’s subjective or objective characteristics and benefits. The affective component is based on emotions and represents positive or
negative feelings about a brand. Finally, the behavioural element determines the consumers’
behaviour towards the brand, based on their previous evaluation (Mothersbaugh and Hawkins, 2015). All three elements are interconnected, and the modification of one component
results in the variation of the others as well (ibid.). In sum, Kotler and Keller (2006, p. 194)
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consider attitude as “a person’s enduring favourable or unfavourable evaluation, emotional
feeling and action tendencies toward some object or idea.” Thus, assuming that in this case
the object is an organization or brand, especially the terms evaluation and emotional feeling,
i.e. the cognitive and the affective components, build a connection to the corporate reputation
construct. Indeed, also E1, E2 and E3 defined corporate reputation as people’s evaluative
perception about a company, as well as their emotional bond and amount of goodwill towards
it. Bearing on Kotler and Keller’s (2006) definition of attitude, beliefs about a company’s reputation might be regarded as a constituent of consumers’ attitude. While the tripartite model of
attitudes includes the behavioural component, Park et al. (2010) allocate brand attitudes only
to consumers’ thoughts (cognitive) and feelings (affective) about a brand, which are said to be
fairly persistent to overall evaluations made by the consumers (Ghorban, 2012). Kotler and
Keller (2006) further stressed the fact that attitudes have the potential to shape individuals’
minds and cause them to like or dislike a company. Hence, the behavioural component is still
indispensable, since attitudes influence consumer behaviour, making them behave in a rather
consistent way towards organizations. The more favourable consumers’ attitudes towards a
company or a brand are, the more likely they are to purchase the company’s offerings (ibid.)
and, presumably, ascribe a positive reputation to the company. Since, according to Pickens
(2005), the social world influences individuals’ attitudes, and individuals’ attitudes likewise
influence the social world, social media can be seen to exert an impact on attitudes.
3.4.

Drivers of Corporate Reputation

The identification of drivers of corporate reputation is required for companies to be able to
exploit the potential advantages this intangible asset holds. In this thesis, well-regarded academic constructs will be applied and summarized into a new model of drivers to be used to
analyse the reputation management of the Instagram accounts of “nikewomen” and “adidaswomen”, as well as female Instagram user perceptions about it, and their developed external reputation towards the companies. While the frameworks of reputation drivers are applicable to the reputation formation by all stakeholders, the authors of this thesis will, after presenting the different concepts, only extract those drivers, which are applicable to consumers
and displayable by the means of Instagram.
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In the following, formerly defined drivers of corporate reputation and equivalent or similar concepts
are outlined. Fombrun and van Riel’s (2004, p. 86)
StellarRep model (see Figure 27) can be regarded
as valuable foundation of reputational divers. They
present five corporate qualities, i.e. transparency,
Figure 27: StellarRep Model (Own illustration based
on Fombrun and van Riel, 2004, p. 86)

visibility, authenticity, consistency and distinctiveness, which distinguish organizations with high

reputation scores form less successful rivals. Also Ott and Theunissen (2015) acknowledge
transparency and authenticity of voice as crucial success factors in reputation management
during social media crises, by analysing three multinational corporations with different engagement strategies. Experts E2, E3 and E4 pointed out the influence of Instagram on a
company’s visibility, mentioning the need to be present and the general appearance to the
outside, which would also raise familiarity. Instagram would also exhibit the potential to increase a company’s transparency (E2, E4) and openness towards its consumers, as well as
the perceived authenticity and professionalism and consistency (E1, E2, E4). E1 and E2 also
talked about the impact of a company showing some kind of sense of purpose or bigger need,
which could be related to the driver of distinctiveness.
Apart from that, drivers of reputation can be discerned from
reputation measurement frameworks. The Harris-Fombrun
Reputation Quotient (see Figure 28), developed by Charles
Fombrun and market research firm Harris Interactive can
be considered as fundamental in this realm. It determines a
reputation score based on stakeholders’ perceptions of six
drivers of reputation, namely products & services, workplace environment, social responsibility, vision & leadership, financial performance as well as emotional appeal
(Fombrun et al., 2000).

Figure 28: Harris-Fombrun Reputation Quotient
(Own illustration based on Fombrun et al., 2000)
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In order to further develop and
enhance the Reputation Quotient,
Reputation Institute (2005) came
up with the RepTrak® Scorecard
measurement tool (see Figure 29).
The reputation drivers of product
& services, workplace environment, social responsibility, vision
& leadership and financial performance were maintained, but partially renamed into workplace, citi-

Figure 29: RepTrak® Scorecard (Reputation Institute, 2005)

zenship, leadership and performance. Product & services stayed as it was and the drivers of
governance and innovation were added. Moreover, the researchers found out that the Reputation Quotient’s driver of emotional appeal was highly correlated with a measure of overall
reputation, being turned into the RepTrak® Pulse, the reputational outcome comprising a
good feeling towards the company as well as esteem, admire and respect (Reputation Institute, 2005; van Riel and Fombrun, 2007, p. 255).
E1, E2 and E3 mentioned these elements as drivers of reputation as well, and Figure 29
above illustrates the attributes these drivers consist of (Reputation Institute, 2005). Also other
authors took up several drivers of the Reputation Quotient or the RepTrak® model, like
Rindova et al. (2005), who present corporate reputation as consisting of perceived quality and
prominence. Thereby, perceived quality relates to product and services, i.e. “the extent to
which stakeholders perceive an organization as being able to produce quality goods” (ibid., p.
2). Prominence designates the degree to which the company is prominent in stakeholders’
minds (ibid.). Dutot et al. (2016) detected that specific companies’ actions, particularly the
communication about products, services and their quality, can change customers’ perceptions. Brunk (2010) stresses the link between corporate reputation and stakeholders’ believes
about the company’s ethicality in conducting business, relating to the driver of governance in
the RepTrak® model.
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4. Conceptual Framework and Propositions
Instagram distinguishes from other media, both offline and online, as it conveys messages
based on visuals with only short textual captions or hashtags. This poses questions about
how companies can use this application to improve their reputation among consumers. Due to
the novelty of Instagram, the authors of this thesis decided to use well-established frameworks in literature in order to investigate this unknown social medium. A new driver, which
would specifically be applied to reputation formation on Instagram, could not be identified in
previous literature. In fact, the authors of this thesis realized that research in the field of Instagram is lacking and for the most part limited to other master theses written by students. In the
following, the selection of drivers specifically relevant for Instagram is presented and the resulting proposed conceptual framework described. In order to validate this framework via
qualitative data collection, one proposition for each driver is formulated.
4.1.

Selection of Relevant Drivers

The external corporate reputation drivers have been extracted from established models, i.e.
the (1) StellarRep model (Fombrun and van Riel, 2004), the (2) Reputation Quotient
(Fombrun et al., 2000) and the (3) RepTrak® Scorecard (Reputation Institute, 2005), based
on the authors’ cognitive assessment and reasoning, as well as input received from the execution of expert interviews. As illustrated in Figure 30, the authors developed a new model
that specifically adheres to consumers, i.e. Instagram users, instead of taking all stakeholders
into account, such as the three models considered from literature did before. Moreover, although the considered models presented in Chapter 3.4. have been developed prior to the age
of social media marketing, given the lack of literature on this topic in regard to Instagram, the
authors found them highly appropriate to define key drivers of external corporate reputation
also applicable to Instagram due to their proven accuracy and broad application in research.
Hence, by conducting this research, the authors pursued to eventually confirm already established, but also detect additional drivers specifically relevant for Instagram and thereby build
on the proposed framework.
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From model (1), the drivers of visibility,
distinctiveness, authenticity, transparency
and consistency are adopted.

Since

model (3) is based on model (2), some of
the drivers are extracted from both,
namely the drivers of product & services
(2&3), vision & leadership / leadership
(2&3), as well as social responsibility /
citizenship (2&3). Indeed, vision & leadership may appear as more of an internal
corporate reputation driver. However, the
authors of this thesis assumed it may be
relevant on Instagram as consumers are
Figure 30: Proposed Conceptual Framework (Own illustration
based on literature)

increasingly drawn to companies that
conform with their values and are led in a

responsible and inspiring way (Sustainable Brands, 2015), which could be communicated on
Instagram. Moreover, companies like Tesla or Virgin successfully present their charismatic
leaders Elon Musk and Richard Branson on their Instagram accounts, resulting in a positive
consumer support through likes and comments (Bujak, 2017).
Social responsibility and citizenship have been defined in both the Reputation Quotient and
RepTrak® Scorecard as being “environmentally responsible” and “supporting good causes”,
as well as “impacting society in a positive way” (Van Riel and Fombrun, 2007, p. 254) or “taking on community responsibility” (Fombrun and van Riel, 2004, p. 53). Therefore, the authors
merged them into the term social responsibility. The drivers of governance (3) and innovation
(3) have been defined later during the development of the RepTrak® Scorecard (Reputation
Institute, 2005). Governance has been defined as a company that acts “open and transparently”, as well as “behaves ethically and fair in the way it does business” (Van Riel and
Fombrun, 2007, p. 255). Since transparency refers to “stating beliefs openly”, “disclosing information in a timely fashion” and “being responsive” in the StellarRep model (Fombrun and
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van Riel, 2004, p. 96), the drivers of transparency and governance have been subsumed by
the authors within one driver, which will further on be called transparency.
Finally, there is the driver of emotional appeal (Fombrun et al., 2000), comprising a good feeling, trust, admiration and respect. In the RepTrak® Scorecard (Reputation Institute, 2005),
this dimension is not regarded as driver anymore, but is applied as an overall measure of
reputation, and hence an outcome, the RepTrak® pulse (Van Riel and Fombrun, 2007). As
emotional appeal, along with a favourable rational perception, is also presented as the representation of a favourable external corporate reputation in this study, the authors of this thesis
decided to exclude it from the selection of drivers. Therefore, in the conceptual framework, 9
drivers of a favourable external corporate reputation are adopted: visibility, transparency,
consistency, authenticity, distinctiveness, product & services, vision & leadership, social responsibility, and innovation.
The authors of this study are aware that the chosen drivers may also have an impact on other
stakeholders than consumers, however, the focus in this study is exclusively on consumers
and therefore, non-consumer-relevant drivers are excluded. By definition of the authors of this
study, consumers include customers and non-customers or potential customers. These consumers are not employees or any kind of shareholders or investors of the company. The drivers of workplace environment / workplace (2&3) have thus not been included, as they drive a
company’s reputation through offering employees a good place to work and fair remuneration
(ibid.). Moreover, financial performance / performance (2&3) is not included, since this can be
considered to be more relevant to investors and company shareholders, representing the
company’s profitability and growth prospects (Van Riel and Fombrun, 2007, p. 250). In addition, no elements of the research companies’ Instagram profiles feature the companies’ financial performance.
4.2.

Presentation and Description of Conceptual Framework

The drivers of external corporate reputation on Instagram the proposed framework consists of
are explained and defined in more detail in the following.
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4.2.1. Visibility
Visibility is expressed by companies as they communicate appropriately with their audiences
and carry out visible stakeholder initiatives (Fombrun and van Riel, 2004, p. 96). In fact, companies with higher reputations have been found more visible across all media, since visibility
increases familiarity with a company and thus, a favourable attitude towards it. Familiarity refers to how closely consumers are acquainted with or knowledgeable about a company (ibid.,
p. 96). E2 defined familiarity as a certain level of understanding of what a company does,
where it goes and why it acts as it does. He confirmed that companies who are able to bring
users to such understanding enjoy a higher reputation. Visibility is also a form of self-posture
and self-presentation in order to be noticeable and positively prominent, e.g. among customers and social media audiences, such as Instagram followers (Abidin, 2016; Duffy, 2016; Wissinger, 2015). Prominence, in this regard, is the degree to which a company is prominent in
consumers’ minds (Rindova et al., 2005). Furthermore, visibility is supposed to reduce the
need for search by making information about the company widely available (Fombrun & van
Riel, 2004, p. 97).
Hence, in this thesis, visibility of a company on Instagram is defined as corporate posts and
other actions on the platform that showcase a company’s frequent communication with their
consumers in order to make information on the company widely and easily available. In doing
so, they increase their prominence and the users’ familiarity with the firm, its products and
actions. This reasoning is also supported by E2, who mentioned the importance to just “be
there”, i.e. having an active presence on Instagram.
For example, on Instagram companies not only generate visibility via posting pictures, videos
and stories for their followers on a frequent basis, but especially by adding hashtags or tagging other profiles, such as those of prominent athletes, influencers or collaborators. In doing
so, they are able to communicate e.g. a campaign or initiative, not only to their own followers,
but also to followers of the tagged profile or users who look for related information via hashtag
search.
Proposition 1: The visibility of Nike’s and Adidas’ Instagram profiles leads to a favourable external reputation of the companies among consumers.
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4.2.2. Transparency
Transparency in this thesis subsumes the drivers of both transparency (Fombrun and van
Riel, 2004) and governance (Reputation Institute, 2005). According to Fombrun and van Riel
(2004, p. 97), transparency refers to companies that are communicating broadly about themselves and are open in the conduct of their affairs. In doing so, they state their beliefs openly,
readily disclose information in a timely manner, as well as show responsiveness to their consumers, who they engage with in a direct dialogue (ibid., p. 88). Transparency makes the
company’s statements and actions credible and genuine, reducing the need for vigilance and
verification. This facilitates the formation of a strong corporate reputation, whereas companies, which avoid communicating with the public or provide minimal information about what
they do, how they do it and why, tend to have a lower reputation (ibid., pp. 93, 97).
Governance is attributed to companies that are open and transparent in their operations and
fair in the way they do business. Overall, they show an ethical organizational behaviour and
communicate about critical issues and topics of importance to the consumers in a clear and
intuitive way (Reputation Institute, 2005). The impact of ethical and fair corporate behaviour
on reputation has also been stressed by E1, E2 and E3, as well as Brunk (2010) and Kotler
and Armstrong (2010, p. 604). The concepts of governance and transparency are insofar related, that by being transparent, companies display their values, i.e. ethics and fairness, and
address topics of importance to their audiences (Booth and Matic, 2011, pp. 18-19).
E2 mentioned that the Internet and social media provide consumers access to a wider range
of information about companies and their activities. Consumers nowadays expect immediate
responses. Thus, companies need to be more responsive and cannot ignore criticism about
their actions anymore, as information is archived and spreads easily once it is online.
Hence, in this thesis, transparency of a company on Instagram is defined as posts and other
actions on the platform that showcase a company’s willingness to proactively share information about its ethical and fair activities and communicate about critical issues and topics of
importance to the consumers. In doing so, they need to be agile and receptive, meaning addressing such issues in a timely manner and discussing them in an open dialogue.
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As an example, transparency can be showcased on Instagram by addressing pressing issues
and topics of public interest proactively in shared visual and textual content, answering questions and addressing user comments, as well as by establishing hashtags and links that enable users to easily access more information and relevant related content on the platform and
other social media.
Proposition 2: The transparency of Nike’s and Adidas’ Instagram profiles leads to a favourable external reputation of the companies among consumers.
4.2.3. Consistency
According to Fombrun and van Riel (2004, p. 97), consistency can be attributed to companies
who “walk the talk”, i.e. act according to their promises and claims, are easily identifiable in
their communications, and convey a uniform message. Thereby, consumers form a consistent
perception of the company, e.g. its culture, core values, and strategic direction (ibid., p. 95).
As consistency further clarifies the scope of a company’s activities, it makes them more interpretable for consumers (ibid., p. 97). Sending out scattered marketing messages and dissonant visual and textual content may confuse the viewers and lead to rather negative perceptions of the company (Berg and Sterner, 2015). Regarding Instagram, the real-time aspect of
the platform, which is clearly observable in the Instagram ‘feed’, i.e. the overview of all posts
in a chronological order according to their publication date, generates the need for companies
to create a visually consistent profile that conveys clear, uniform messages (ibid.).
Hence, in this thesis, consistency of a company on Instagram is defined as posts and other
actions on the platform that are in line with the company’s claims and values, as well as can
be identified by the consumers rather easily, since they convey a coherent visual picture as
well as a clear contentual message of the company.
For example, on Instagram consistency can be reached by showcasing content in a uniform
way (Narving and Nilsson, 2006). Firstly, visual content can be displayed in a consistent way
by applying the same filter, editing, theme or ‘vibe’, amongst others. Secondly, the same
hashtag can be used for similar or related content, whereby such content can be grouped into
categories for hashtag-search, as well as make viewers recognize the pattern and automatically identify the hashtag. Thirdly, posts can be presented with a consistent textual element,
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e.g. using short, crisp headlines or more extensive descriptions, and this always in the same
tone.
Proposition 3: The consistency of Nike’s and Adidas’ Instagram profiles leads to a favourable
external reputation of the companies among consumers.
4.2.4. Authenticity
Authenticity has been defined in literature in many different ways, e.g. as to act in accordance
with one’s own sense of the self, emotions, and values (Gino et al., 2015) or expressing one’s
true inner thoughts and feelings (Rogers, 1961). Indeed, according to E4, consumers increasingly want to see the true selves of companies, and not have them hide behind strategically
planned marketing messages and campaigns with beautiful models in perfect settings (E4).
Thus, from the consumer perspective, Fombrun and van Riel (2004, p. 97) describe authenticity as the “voice of the gut” that consumers feel towards a company. Therefore, a company
needs to be credible and sincere in its communications, honest, and appealing to deal with
(ibid., p. 96) in order for consumers to have a good “gut feeling” about the company. Cohn
and Wolfe (2014) further describe authenticity as being real or genuine, not fake, and accurately recording or reflecting on their true selves, for instance, the company’s purpose and
beliefs. E4 highlights the importance of authenticity on Instagram, stating that companies
should not put focus on displaying glossy, perfect images and big campaigns, but also offer
insights on the daily life of the company. E4 and E2 further both agree that companies should
take themselves less seriously on Instagram. Hence, they should be more playful and not
stick too much to corporate guidelines, e.g. specific colours, fonts, wording and content, but
allow themselves to have fun and make mistakes, which helps to increase authenticity.
Therefore, in this thesis, authenticity of a company on Instagram is defined as posts and other
actions on the platform that appear as credible and genuine, and not pretended, staged or
manipulative, as they intend to tell the audience a personal story in a truthful, honest, and not
too guided manner. Consumers can sense a real person behind the corporate Instagram profile, as posts seem more spontaneous and maybe even unprofessional, meaning that they
may not necessarily perfectly adhere to the company’s usual marketing guidelines.
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For example, on Instagram, companies can easily grant their audiences access behind their
corporate curtains by illustrating their true selves, i.e. how they really are and what they do, in
pictures and videos. In doing so, especially the Instagram Stories function plays an important
role, as it allows for seemingly more spontaneous posts and even live-streaming. This is perceived as even more authentic, given that the temporality of such content, published as a
chronologically unfolding stream, available only for a certain amount of time, appears to the
viewer as to be happening in real-time as soon as it is posted (Zappavigna, 2016, p. 283).
Proposition 4: The authenticity of Nike’s and Adidas’ Instagram profiles leads to a favourable
external reputation of the companies among consumers.
4.2.5. Distinctiveness
In order to be distinct, companies need to be recognizably different, make distinctive promises
and stand out from the crowd, i.e. their competitors, as reputation forms when companies occupy a distinctive position, an “empty niche”, in the consumers’ minds (Fombrun & van Riel,
2004, p. 89). Moreover, a special touch of a company’s fresh, catchy and up-to-date communication facilitates the message to stick and fill a unique position in the consumers’ minds. As
distinctiveness makes a company stand out, it reduces the efforts a consumer has to invest to
build a sophisticated understanding of the company (ibid., p. 97). E2 also mentioned that if
consumers note how a company is driven by a sense of purpose, i.e. meet a greater need
beyond making money, they usually enjoy a better external reputation. Narving and Nilsson
(2006, p. 68) further found that Instagram posts, which included a unique feature, i.e. “something that disrupts the audience’s ordinary schemas” have the highest amount of interaction
and engagement. E2 shared this view and further stressed the importance of grabbing the
viewers’ attention, by providing them with a sensation, e.g. new, unusual, funny, interesting,
or controversial content. Thus, companies need some kind of ‘stopping power’, which makes
users pause their scrolling when they see the organization’s posts (E2). Especially on a social
medium like Instagram, this is highly important since it is overcrowded with content, and the
users’ attention span per post is generally very short, as attention moves on to the next post
very quickly. E2 described it as the ‘popcorn effect’, where every second new content is popping up. Thus, if companies’ content cannot attract the viewers’ attention and make them
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think, they quickly forget what they just saw or not even pay attention in the first place, by
which a distinct position in consumers’ minds cannot be occupied (E2).
Therefore, in this thesis, distinctiveness of a company on Instagram is defined as new, fresh
and up-to-date posts and other actions on the platform that have the power to grab the viewers' attention, who thereby can form unique company associations in their minds. Moreover,
they facilitate the viewers’ understanding of the company’s distinct purpose and unique promise to consumers.
For the purpose of distinctiveness, a company on Instagram can use pictures or videos that
appear as fresh and catchy to the consumer, are emotionally touching, funny or provocative
and thereby trigger consumers to stop scrolling. Recurring hashtags or catchy wording in captions and Instagram Stories might also stick in consumers’ minds.
Proposition 5: The distinctiveness of Nike’s and Adidas’ Instagram profiles leads to a favourable external reputation of the companies among consumers.
4.2.6. Product & Services
Consumers’ perception about products & services of a company is said to drive a favourable
external corporate reputation (Fombrun et al., 2000; Reputation Institute, 2005; Rindova et al.,
2005; Dutot et al., 2016). Therefore, products and services should be of high quality, innovative, offer good value for money, and meet customer needs (Fombrun et al., 2000; Reputation
Institute, 2005). Moreover, the consumer should get the impression that the company stands
behind its products. Indeed, the perception of a company’s products and services were even
found to be the most important driver of a favourable reputation (Van Riel and Fombrun,
2007). All experts confirmed this driver’s importance, and E1 and E4 particularly stressed the
relevance of Instagram in visually promoting a company’s products. Also Bergström and
Bäckman (2013) acknowledged in their study, that companies use Instagram mainly to market
their products.
Hence, in this thesis, the perception of products & services on Instagram is defined as corporate posts and other actions on the platform that showcase the quality, product innovation and
practicability of a company’s offerings.
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For example, they can upload scenes demonstrating individuals, i.e. celebrities or influencers,
using the companies’ products and services, offering a wider perspective of usage, and possibly associating the product to a certain aspirational lifestyle (Bergström and Bäckman,
2013). Products can be presented with a focus on their specific features in both picture and
video posts and Instagram Stories, i.e. through close-up pictures and detailed specifications
in the caption.
Proposition 6: The perception of products & services on Nike’s and Adidas’ Instagram profiles
leads to a favourable external reputation of the companies among consumers.
4.2.7. Vision & Leadership
Companies that express a compelling vision & leadership gain favourable external reputations
(Fombrun et al., 2000; Reputation Institute, 2005). One part of its definition, i.e. the capitalization of market opportunities (Fombrun et al., 2000) might be regarded as less important to
consumers and difficult to showcase through a platform like Instagram. However, another angle relates vision & leadership to an organization that is well structured, has appealing leaders, excellent managers and a clear vision (Reputation Institute, 2005). In its corporate character scale, Davies et al. (2004) assign the characteristic of leading or being a leader to competence, reliability and ambitiousness.
Hence, in this thesis, the perception of vision & leadership on Instagram is defined as corporate posts and other actions on the platform that showcase a company’s vision, its competence and reliability by means of charismatic leaders and their noteworthy actions and statements.
For example, companies could post pictures or videos of their leaders on Instagram, and
state or explain the company’s vision via hashtags and the caption. Moreover, leaders could
be showcased in Instagram Stories, taking a stand to their company's vision.
Proposition 7: The perception of vision & leadership on Nike’s and Adidas’ Instagram profiles
leads to a favourable external reputation of the companies among consumers.
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4.2.8. Social Responsibility
The social responsibility or citizenship of a company is defined as being responsible, supporting good causes and exerting a positive influence on society (Fombrun et al., 2000; Reputation Institute, 2005). Also Kotler and Armstrong (2011, p. 604) argue that companies need to
show contemporary sustainability concerns in their marketing efforts in order to maintain a
favourable reputation.
Hence, in this thesis, the perception of social responsibility on Instagram is defined as corporate posts and other actions on the platform that showcase a company’s corporate social responsibility (CSR) activities, their support of good causes, and endeavours for the social welfare.
For example, they can launch entire campaigns, using specific hashtags, which generate
awareness for social matters, like the environment or human inequality. Moreover, ambassadors, e.g. athletes or influencers, who enjoy high trustworthiness and credibility, can be involved, by tagging and depicting them, to raise additional awareness about social concerns
and the company’s engagement in taking actions against it.
Proposition 8: The perception of social responsibility on Nike’s and Adidas’ Instagram profiles
leads to a favourable external reputation of the companies among consumers.
4.2.9. Innovation
The perception of a company’s innovation drives a favourable external reputation. It describes
companies being innovative as a whole, first to market and adapting quickly to change (Reputation Institute, 2005). The importance of innovation for external reputation has been emphasized by all of the consulted experts.
Hence, in this thesis, the perception of innovation on Instagram is defined as corporate posts
and other actions on the platform that showcase a company’s innovation capabilities, acting
as pioneers in today’s fast-paced environment.
For example, this can be achieved by frequently posting information, i.e. pictures, videos or
Instagram Stories, about new company innovations and development endeavours. E3 and E4
explained that through Instagram companies are able to innovate their former traditional or
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stuffy perception towards the outside and hence, their external reputation. This can be
achieved through creating partnerships with younger brands or popular influencers, with the
frequent consequence of addressing a younger target group or “the consumers of the next
future” (E3).
Proposition 9: The perception of innovation on Nike’s and Adidas’ Instagram profiles leads to
a favourable external reputation of the companies among consumers.
4.2.10. Favourable External Instagram Reputation
The above identified drivers lead to a favourable external reputation of companies on Instagram. Hence, they create both a favourable rational perception among consumers and/or
emotional appeal, meaning that the company is esteemed, trusted and admired (Fombrun et
al., 2000; Schwaiger, 2004; Reputation Institute, 2005). Emotional appeal describes the sensation of having a good feeling about a company (Fombrun et al., 2000).
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5. Methodology and Data Collection
In this chapter, the applied research method and data collection process will be described.
5.1.

Research Approach

Since this study aims at investigating Instagram users’ development of a favourable external
corporate reputation via companies’ Instagram profiles, the research will be based on a qualitative research approach, which pursues an in-depth understanding of e.g. consumer attitudes, behaviour and motivations (Barnham, 2015). As qualitative research delivers insights
on how rather than what consumers think, this allows to generate valuable findings. Thus,
qualitative research is often associated with asking ‘why?’ questions in order to deeper explore the motivations of the consumer mind-set below the surface (ibid.).
The motivations behind increasing Instagram usage regarding corporate Instagram accounts,
and the resulting consumer perceptions of these accounts, are of growing interest for corporate reputation management, and thus the major focus of this research. This goes beyond
obtaining rational consumer responses but intends to access a deeper layer on a more subconscious level of the consumers’ mind-sets, and thereby eventually provide an accurate account of what respondents truly think. Consequently, this research approach is conjoined with
induction, meaning the collection of data and development of theory as a result of data analysis, which also owes to the interpretivist epistemology. Induction thus emphasizes gaining an
understanding of the nature of the underlying problem and the research context by collecting
qualitative, i.e. non-numerical, data (Saunders et al., 2009, p. 124). In order to be useful, these data need to be analysed and their meanings understood, which is facilitated by qualitative
data analysis procedures, allowing to develop theory from data.
5.2.

Research Design

According to Saunders et al. (2009, p. 136), the research design is the “general plan of how
you will go about answering your research question(s)”. The following sections detail the necessary procedures in order to obtain the needed information to structure or solve the underlying marketing research problem (Malhotra et al., 2012, p. 64).
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5.2.1. Exploratory and Descriptive Research
The way of answering the research question is influenced by the research approach and philosophy, outlined in Chapter 1 of this thesis (Saunders et al., 2009, p. 136). The authors decided to apply an exploratory research approach, since it has been found a valuable method
of gaining new insights, and shedding light on new phenomena (Robson, 2002, p. 59) by
identifying individuals’ motivations, their beliefs, opinions and attitudes about a specific topic
(Malhotra et al., 2012). Thus, it is specifically useful to clarify the understanding of an issue, in
case the precise nature of the problem is uncertain. Since the drivers of a favourable external
corporate reputation have not yet been investigated in academic literature in specific to Instagram, an exploratory study was found to be the appropriate means of research to generate
profound insights on this topic.
Saunders et al. (2009, p. 140) suggest three principal ways of conducting exploratory research, namely reviewing existing literature, interviewing experts, as well as conducting focus
group interviews. The authors of this thesis chose to apply a multi-method approach within
qualitative research and collect not only secondary data, but conduct focus groups, semistructured, as well as expert interviews, besides involving ethnography research on Instagram
(ibid., p. 152). Such exploratory research has the advantage that it is flexible and permits researchers to change their direction as a result of new data appearing and new insights occurring to them during the process (ibid., pp. 127, 140).
The authors chose to conduct their research by investigating the sports and athletic leisurewear companies Nike and Adidas, since Nike is the brand with the most followers on Instagram, and Adidas is its fiercest industry rival. Moreover, both companies are among the 75
most valuable global brands and have outstandingly high reputations worldwide (Forbes,
2017; Reputation Institute, 2018). Hence, the authors presumed that generalizable insights
can be drawn when investigating these successful companies’ Instagram reputation management and its influence on consumers.
Moreover, descriptive research, which is meant to “portray an accurate profile of persons,
events, or situations” (Robson, 2002, p. 59), was conducted prior to the exploratory study,
since it is necessary to establish a clear picture of the phenomena sought to collect data on
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(Saunders et al., 2009, p. 140). This was done in terms of the analysis of both research case
companies and their activities on Instagram (see Chapter 2), as well as the literature review
(see Chapter 3). Together with the conducted expert interviews, a general understanding of
the phenomena of corporate Instagram profiles’ increasing usage and their importance for
reputation management could be established.
5.2.2. Research Propositions
Explorative research requires the definition of problem areas and the development of suitable
propositions (Malhotra et al., 2012, p. 64). After developing the proposed conceptual framework, suitable research propositions are formulated that lead to answering the research questions. Within the scope of this thesis, only qualitative data is collected to grasp the context of
the research propositions for which quantitative means do not appear suitable. This research
is cross-sectional, i.e. concerned with a particular phenomenon at a particular time, as a rather short time horizon is investigated in this study (Saunders et al., 2009, p. 155). Crosssectional research is often based on qualitative methods, such as interviews conducted over
a short period of time, which is also the case in this thesis.
5.2.3. Sample Size and Process
Barnham (2015) stressed that individuals’ motivations, beliefs, opinions and attitudes can only
be researched through interrogative strategies, including more in-depth, prolonged discussion
in smaller samples, and the analysis of ‘mental facts’. Therefore, the authors chose to pursue
qualitative data collection via interviews in small samples, allowing to dig deeper into the consumers’ perceptions. Sampling enables to “reduce the amount of data needed to collect by
considering only data from a sub-group”, which then allows to draw generalizable conclusions
(Saunders et al., 2009, p. 210). Having been found a valid alternative to collecting data from
an entire population, e.g. all Instagram followers of Nike and Adidas, due to impracticability
and time constraints, the authors decided to use this method. Thereby, data collection is more
manageable, as fewer people and less data are involved, as well as more detailed information
can be obtained (ibid., pp. 212, 213).
Especially when collecting qualitative data using interviews, the sample size depends on the
underlying research question and objectives (Saunders et al., 2009, p. 234). Whereas most
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literature recommends conducting interviews until additional data collection provides few, if
any, new insights, Guest et al. (2006) offer guidance as to the sample size to ensure a sufficient number of interviews has been conducted. They state that 12 interviews should suffice
for research aiming at understanding commonalities within a fairly homogenous group. Validity, in terms of understanding and gaining insights from data, then mainly depends on the researchers’ data collection and analysis skills (Saunders et al., 2009, p. 234). To meet the requirements, the authors conducted 10 semi-structured interviews, a focus group with 5 participants, as well as Instagram ethnography. The authors identified non-probability sampling,
particularly a combination of self-selection and purposive sampling, as the most appropriate
form of sampling. First, they used self-selection sampling, i.e. allowing each research participant to state their desire to take part in the study themselves (ibid., p. 241). The need for female volunteers was stated on Facebook, and personal invitations to suitable study colleagues and friends were sent via the Facebook messenger app.
The authors received 26 responses from female volunteers, on who they then applied purposive sampling. This refers to using judgement to select participants based on the research
question and objective, which is often used when working with very small samples and when
aiming at selecting individuals that are particularly informative (ibid., p. 237). As mentioned in
Chapter 2.4., the research participants were chosen based on their gender and age, i.e. females between the ages of 18 and 24, because women in this age group are the most active
Instagram users (Statista, 2018a), and the investigated corporate Instagram profiles are targeted at females. The participants were additionally selected based on their frequent Instagram use, their feelings towards and familiarity with the case companies, as well as their interest in the topic. This ensured their willingness to devote the time and effort to being interviewed and thus, to best achieve the objective of the research project. Although the age was
a prerequisite, older female volunteers were included as suitable participants if they fulfilled
the other criteria to a high degree. As a result, even though purposive sampling is not necessarily considered statistically representative of the total population, a homogeneous sampling
group, i.e. a sub-group of the population in which the members are similar, could be formed.
This allows to study the group in depth and gain information-rich data (Saunders et al., 2009,
pp. 240, 241).
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5.2.4. Pre-Testing
Malhotra et al. (2012) suggest constructing and pre-testing the method of data collection prior
to the actual process in order to ensure its appropriateness. Therefore, the interview guidelines were tested on the authors’ close friends and family members, who fulfilled all predefined requirements of a research participant, in order to confirm their understanding of the
questions and anticipate whether the questions asked delivered adequate and valuable insights. This pilot focus group, held four days before the actual interview, was conducted to
further give an idea to what extent the questions sparked a lively discussion among the participants. In fact, the authors observed a strong interest in the topic and a high degree of participation. Yet, based on the pre-testing, the authors decided to abandon and rephrase several
interview questions, given the exhaustive length of the original interview guideline.
5.2.5. Qualitative Data Analysis
The qualitative data in this research was collected based on the conceptual framework and
propositions developed in Chapter 4. The last step of the research design is to make sense of
the collected data by converting them into a word-processed text to eventually formulate new
theory (Saunders et al., 2009, pp. 126, 485). All data collected via semi-structured and focus
group interviews, as well as Instagram ethnography research, were transcribed immediately
after conducting them, and analysed already during the process. This helped to shape the
direction of the data collection, which was mainly based on an inductive approach, seeking to
build up theory that is adequately grounded in data. In doing so, the authors were able to recognize important themes, patterns and relationships, possibly extending the proposed framework, to follow up and concentrate on during the process of conducting interviews. Thus, they
could adjust future data collection accordingly (ibid., p. 488). In the beginning of April 2018,
the qualitative data collection process was completed, and all interviews were transcribed (if
necessary translated into English). All data was then categorized and unitized, referring to
attaching and dividing relevant ‘chunks’ or ‘units’ of data collected to the appropriate category
and reorganizing them (ibid., p. 492). This was done by attaching data according to the drivers of the proposed framework (see Chapter 4) or segregating units that did not fit into any
category. Next, all units of data were manually sub-divided according to certain codes, as well
as generalized in terms of their key statements. By using an Excel table (see App. J), data
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can be filtered according to categories and codes. As data was visualized in a more hierarchical and organized structure, key themes, patterns and relationships within given and newly
found categories emerged. This was crucial to not overlook important insights for the further
data analysis.
5.3.

Empirical Data Collection and Analysis

5.3.1. Expert Interviews
Four expert interviews were held with professionals on the topic of corporate reputation and
social media to create an initial understanding of the meaning and underlying drivers of corporate reputation, as well as how these have adapted due to the emergence of social media,
specifically Instagram. Through the interviews the authors aimed at obtaining insider information about the extent to which Instagram is actually applied for reputation building in the
corporate world, and why it is perceived increasingly relevant in that regard. The drivers of
corporate reputation that specifically apply to Instagram were of interest to facilitate drawing a
relevant model applicable to reputation building on Instagram.
Selection of Experts
Introduced in Chapter 2.1., the candidates for the expert interviews were chosen because of
their professional background and experience on the topic of interest, i.e. the role of social
media in corporate reputation formation. Initial contact was established via e-mail. Two of the
professionals, Victor Cassiano (E1) and Henrik Strøier (E2), are senior executives of the
Reputation Institute, a research and advisory company for reputation. Nicla Bartoli (E3) had
been with the Reputation Institute for more than three years before co-founding a publishing
company in Miami. Carolin Kaymak (E4) is a Senior PR Manager at K-MB, a PR agency located in Berlin, Germany.
Developing the Interview Guideline
The questions directed to the experts mainly depended on their field of expertise, however, a
rather uniform interview guideline was developed, as illustrated in Appendix A. The questions
mainly concerned their expert opinion on what corporate reputation is and what the drivers of

62

a favourable corporate reputation are, as well as whether they are different online or changed
in relevance due to the emergence of Instagram.
Execution of Expert Interviews
The interviews were conducted from February 12 to 21, 2018, approximately one month prior
to the focus group and semi-structured interviews. The expert interviews with E1 and E2 were
held in person at the Reputation Institute’s head office in Copenhagen. The interviews with E3
and E4 were conducted via Skype, due to the geographic distance. All interviews were recorded and transcribed, as can be found in Appendix B.
5.3.2. Focus Group Interview
Focus group research was influenced by studies on group dynamics and the effects of the
mass media, as well as used in the field of marketing due to the opportunity to “reach beyond
the number of large sampling polls to discover why people act, think and feel as they do”
(Vaughn et al., 1996, p. 2). The authors recognized this research method as an appropriate
means for achieving the goal of investigating the consumers’ perceptions, attitudes and feelings towards corporate Instagram profiles.
A focus group is a moderated group discussion “that capitalizes on communication between
research participants in order to generate data” (Kitzinger, 1995, p. 299). The researchers
encourage participants to talk, i.e. ask questions, exchange anecdotes, and comment on
each other’s experiences and points of view. Thereby, they can examine not only what people
think, but how they think and why they do so (ibid.). Due to the more relaxed and informal atmosphere in group settings, participants tend to open up and express their feelings more
freely in their own ways (Malhotra et al., 2012). Therefore, focus groups tap into parts of the
participants’ minds, revealing dimensions of understanding, knowledge, and experience, that
other methods and more conventional data collection techniques cannot (Kitzinger, 1995).
Selection of Focus Group Participants
The selection of the focus group participants was already discussed in Chapter 2.4. According
to Saunders et al. (2009, p. 344), focus groups involve about 6 to 8 participants, in some cases even up to 12, depending on the complexity of the topic. The more complex the subject
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matter, the smaller the number of interviewees. By making use of group interaction, this approach facilitates a rather quick and convenient way to collect in-depth data from several
people simultaneously. Given that this research explores a topic related to complex, emotionbased constructs, such as attitudes, feelings and personal opinions, the authors decided to
involve no more than six participants in the focus group. In fact, since one participant cancelled due to sickness, it was conducted with only five respondents, leading to deeper insights
into the remaining participants’ thoughts and feelings.
According to Krueger and Casey (2000), research participants of a focus group are selected
based on shared characteristics related to the topic being discussed, as well as embrace the
opportunity to discuss and share their points of view. As specific geographic factors were not
required, the participants were very diverse in this regard, consisting of two German girls, one
German-Korean, one Korean and one Danish girl. Still, the focus group participants showed
homogenous characteristics in terms of gender, age, Instagram behaviour and common interest in sports or an active lifestyle, which were the factors defined as crucial for the success of
this focus group research.
Developing the Interview Guideline
Focus group interviews are especially appropriate when a series of open-ended questions are
given, and the research aims at encouraging the participants to explore the topic of interest in
their own vocabulary. This leads the participants to generate own questions and address own
priorities, taking the research in new and often unexpected directions, when the group dynamics work well (Kitzinger, 1995). Consequently, the questions in the interview guideline were
rather open, yet with the study’s underlying theory, developed propositions and the overall
research question in mind.
As illustrated in Appendix E, the first section of the interview guideline consisted of general
questions in order to introduce the participants among each other and facilitate their comfort
in the interview setting. Next, some questions regarding the participants’ daily Instagram usage, such as “How would you describe your Instagram usage in general?”, “Do you like,
comment, and share a lot of content or use the platform rather passively?”, as well as “Do you
follow and interact with corporate Instagram profiles?”, were asked. In doing so, the authors
64

pursued to establish a common ground between the participants and assess, how actively
they make use of Instagram and corporate profiles on the platform.
In the main part of the focus group interview, the emphasis was placed on the nine drivers of
external corporate Instagram reputation of the conceptual framework proposed in this thesis.
The authors first introduced the two case companies and provided the participants some time
to make themselves familiar with their latest posts on the “nikewomen” and “adidaswomen”
accounts (see App. C and D). Prior to the interview, the participants had only been informed
that the focus group would be about these two Instagram profiles. In addition, they were
asked to follow both accounts, in case they only followed one thus far, and take a closer look
at both feeds and individual posts in preparation for the focus group interview.
In the focus group interview, the nine proposed drivers of external corporate Instagram reputation were investigated by asking open questions in regard to them, such as “Where does
this [driver] appear to you in the companies’ profiles?”, “Which company, if any, do you consider displays this better on their Instagram profiles and why?”, and “Is Instagram the right
place to integrate this [driver], i.e. do you consider this important on Instagram?”. The objective, in doing so, was to not only confirm the relevance of the proposed external corporate
reputation drivers on Instagram, but to especially identify further factors they recognized as
contributing positively to such reputation. In doing so, the authors presented the two accounts
on several laptops and smart phones. This facilitated the respondents’ creation of own topics
of conversation and address their own priorities, e.g. point out posts that were of special relevance or appeal to them (Kitzinger, 1995), which allowed the authors to detect drivers that
were of importance to them and understand the reasons why. In fact, throughout the conversation, the interviewees compared the two corporate profiles on the spot, naturally scrolling
through and switching between them, like they would do in real life. Thus, although the authors had prepared examples of posts for each driver and company in terms of a PowerPoint
presentation (see App. F) ready to be shown when the participants would not be able to relate
pictures to certain drivers, they only showed them occasionally in case they aimed at obtaining insights regarding a specific topic, e.g. opinions about the companies’ CSR activities on
Instagram.
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Eventually, the participants were asked if they thought the case companies conveyed a good
reputation on Instagram and whether they found them either rationally and/or emotionally appealing in terms of trusting, admiring, esteeming and respecting them, as well as why. This
was supposed to illuminate how the entity of drivers of external corporate reputation building
on Instagram influenced the participants’ feelings and rational perceptions towards the companies, as well as detect which drivers prevailed, needed to be added or modified.
Execution of the Focus Group Interview
The focus group interview was held on Thursday, March 29th, 2018 in a group study room at
Copenhagen Business School (CBS). The discussion, transcribed in Appendix G, was audiotaped and took one hour and eighteen minutes. All participants were punctual and wellprepared, meaning they had a clear idea of the case companies’ activities on Instagram. Although they were kept unaware of the exact research question, the authors gained valuable
insights about their perceptions, attitudes and feelings towards the two corporate Instagram
profiles even beyond the proposed conceptual framework.
5.3.3. Semi-Structured Interviews
Semi-structured interviews are rather informal, ‘non-standardized’ conversations between the
interviewer(s) and individual research participants. This means that the researchers have
prepared a list of themes and questions to be covered, however, these may vary from interview to interview. Hence, some questions may be omitted, whereas others may be added in
particular interviews, depending on the context that is encountered (Saunders et al, 2009, p.
320). Besides, the order of the questions may vary according to the flow of the conversations.
This approach was applied since it is useful where questions are complex or open-ended, and
their order and logic may need to be varied (ibid., p. 324).
‘Non-standardized’ research interviews are often applied in relation to exploratory study designs to explore a general area of interest in detail (ibid., p. 322), understand the consumers’
perceptions, attitudes and feelings, and gain new insights on a specific topic (Malhotra et al.,
2012, p. 207). Given that the aim of this study is to gain new insights on how external corporate reputation building is influenced on Instagram, based on consumers’ feelings and atti-
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tudes towards two corporate Instagram profiles, the authors of this research considered semistructured interviews as an applicable method of data collection.
Semi-structured interviews further provide researchers with the opportunity to ‘probe’ answers, meaning that the research participants can be asked to explain and elaborate on their
responses, e.g. the reasons for their attitudes and opinions towards a specific Instagram profile or post, which adds significance and depth to the data collection process. Saunders et al.
(2009, p. 324) have found this particularly important when applying an interpretivist epistemology, like in this thesis, where the understanding of meanings that participants ascribe to a
certain phenomenon is concerned. King and Horrocks (2010, p. 16) further propose semistructured interviews to allow research participants to present their individual understandings
and experiences, leading to multiple versions of reality within the interpretivist rationale and
thus, the discussion into areas not previously considered.
Significant other benefits of this method are the personal contact that is established with research participants, increasing their trust and willingness to share more personal and sensitive information, as well as the shorter length of time required (Saunders et al., 2009, p. 323).
By ensuring that all participants feel comfortable to share their thoughts, opinions and feelings
freely and honestly, a rich and detailed dataset can be collected (King and Horrocks, 2010, p.
51).
Selection of Individual Semi-Structured Interview Participants
The selection of the individual interview participants followed the same process and prerequisites as the focus group interview. The choice between who participated in the focus group or
individual semi-structured interviews thus mainly depended on the availability of the participants. As, again, no specific geographic factors were required, eight out of ten participants
were German, one was Austrian and one Italian. Besides, the age requisite was relaxed in
case the potential research participants indicated to use Instagram more frequently and were
more interested in sports, following one or both Instagram profiles of interest, than alternative
volunteers. As a result, similar to the focus group, the participants were between the ages of
22 and 26.
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Developing the Interview Guideline
As shown in Appendix E, the interview guideline of the in-depth interviews was identical to the
focus group questions. The first section consisted of the same general questions regarding
the interviewee’s personal background, Instagram usage and interaction with corporate profiles. In the second part, again, the authors first introduced the two case companies and provided the participants some time to make themselves familiar with their latest posts. The emphasis was then placed on investigating the potential drivers of external corporate Instagram
reputation. In the individual setting, the authors were able to pose more probing questions,
encouraging the respondents to elaborate on certain topics. Again, the participants were allowed and encouraged to scroll through the two companies’ Instagram profiles during the interviews on prepared smart phones and laptops to provide specific examples of Instagram
posts and disclose their thoughts and impressions. Thus, the conversations and focal points
were mainly led by the interviewee. The authors only sometimes showed example posts, prepared for specific drivers of the companies in a PowerPoint presentation, when they aimed at
obtaining insights regarding a specific issue. By asking, e.g. “Do you find this [driver] appealing on the corporate profile on Instagram?”, “If not, do you miss this [driver] on Instagram?” or
“What kind of content would you wish to see more often from companies on Instagram?”, they
aimed at detecting whether and to which extent the proposed drivers mattered to the participants, and if additional drivers should be added to the framework. In general, the authors exercised care in formulating simple, clear and open questions, without leading the responses in
a predetermined way (King and Horrocks, 2010, pp. 26, 27, 51).
Finally, the respondents were asked for their perception of the companies’ reputations in
terms of emotional appeal and rational view, and which factors they found most important on
Instagram in order to assess which drivers, proposed or potentially new, on Instagram influenced their perceptions and feelings towards the companies most.
Execution of Individual Semi-Structured Interviews
Ten semi-structured interviews were held in person between March 27 and April 5, 2018, at
the authors’ or the participants’ homes, or at a quiet, comfortable place at CBS. Thereby, a
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private, informal setting could be arranged, ensuring that the respondents were able to take
the time to engage in a focused, undisrupted conversation (King and Horrocks, 2010, p. 42).
All conversations, transcribed in Appendix H, were audio-taped and lasted from 34 to 67
minutes, depending on the respondents’ communicativeness, as well as the range of questions asked. In general, the participants were able to understand and answer all questions.
Sometimes, however, it was noticeable that they were indifferent or hesitant to answer, leading the interviewers to rephrase the question, or compose another to inquire the respondent’s
reason for that.
5.3.4. Instagram Ethnography Research
Firmly rooted in the inductive approach, ethnography pursues to “describe and explain the
social world the research subjects inhabit in the way in which they would describe and explain
it” (Saunders et al., 2009, p. 149). This approach is appropriate in order to gain insights about
a particular context and better understand and interpret it from the perspective(s) of those
involved (ibid., p. 150). The authors thus chose to implement this research method to collect
even more consumer insights of how Instagram affects consumers’ perceptions of external
corporate reputation from the two companies’ true followers and fans.
Selection of Instagram Ethnography Research Participants
The selection of the Instagram ethnography research participants was approached slightly
different from the research sample elaborated on in Chapter 5.2.3. First, the authors searched
for female Instagram users that commented frequently on several posts of either “nikewomen”
or “adidaswomen” in a positive and enthusiastic way. Due to the nature of the Instagram profiles of interest, most commentators were actually female. However, given that most Instagram users do not declare their age online, the Instagram ethnography research participants
were then further selected based on the quality of their comment, as well as by assessing
their knowledge and interest in the topic due to what they disclosed on their publicly accessible, personal Instagram profiles. In doing so, the authors ensured they matched the research
participant requirements and were genuine followers of the corporate accounts of interest,
which allowed the authors to anticipate their willingness to share their personal opinions and
the informative value of their contributions. Women of diverse cultural and geographic back-
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ground were approached, since geographic factors were no selection criteria, and the authors
even embraced the opportunity to also access research participants from e.g. the US or Muslim countries. In total, fifty suitable Instagram users were contacted via the Instagram chat
tool.
Developing the Interview Guideline
As the chat function on Instagram is mostly used for short conversations, e.g. a private comment to a friend’s post, the authors focused on keeping the conversations short, formulating
their research request and questions briefly and clearly. They further made sure to behave
ethically (Kozinets, 2002), i.e. introduce themselves, state how they became aware of the user as well as what their research request was concerned with. If the Instagram user agreed to
answer some questions, the authors asked “Why do you think [Nike or Adidas] has a good
reputation? (Why) Do you have a good perception and feeling about the account? How does
[Nike or Adidas] achieve that through its Instagram presence and profile?” Depending on the
answer, the authors then often asked follow-up questions (see App. I).
Execution of Instagram Ethnography Research
As researchers conducting ethnography research need to immerse themselves in the social
world being researched as completely as possible, this process can be very time consuming,
taking an extended period of time. In order to elaborate on and validate their findings, the authors started the Instagram ethnography research, transcribed in Appendix I, around the
same time the last interviews were held, i.e. on April 2, 2018. Each author contacted 25 followers of either “nikewomen” or “adidaswomen”. Depending on the responsiveness of the
inquired Instagram users, the research was conducted until April 22, 2018.
5.4.

Data Analysis

The data display and analysis approach applied in this thesis is based on Miles and Huberman’s (1994) process of analysis, consisting of three concurrent sub-processes, i.e. data reduction, data display and drawing and verifying conclusions.
First, data reduction includes summarizing and simplifying the data collected and then selectively focusing on parts of it in order to transform and condense the data. In this case, data
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was summarized manually, without computer software, through coding and categorizing from
April 10 to 12, 2018, as described in Chapter 5.2.5. and illustrated in Appendix J.
Second, data display involves organizing and assembling the collected data into summary
diagrammatic or visual displays. Proposed by Miles and Huberman (1994), the authors of this
thesis applied a matrix approach, portioning the coded data in a tabular form with defined columns and rows where the data is entered selectively into the appropriate cells. Such tables
are relatively easy to generate, reduce confusion and enable to access the collected data
more easily. Moreover, they can be developed to specifically fit the data collected. The table
illustrated in Appendix J evolved from April 13 to 15, 2018 based on the previous data coding
and categorizing, as well as due to ongoing deliberations between the authors regarding the
relevance and belonging of the data bits and pieces.
The final step, drawing conclusions and verifying data, is not specified by Miles and Huberman (1994). Saunders et al. (2009, p. 159) recommend authors to ask themselves whether
their conclusions and developed theory stand up to the closest scrutiny and are applicable
also to other scenarios, as elaborated on in Chapter 5.5. In doing so, the authors compared
the data elements to identify relationships, key themes, patterns and trends in order to establish generalizable, valid and reliable insights (ibid., pp. 156-158).
5.5.

Quality of the Research

The quality of a research is determined by reliability, validity and generalizability (Saunders et
al., 2009, pp. 156-158).
Regarding qualitative data, reliability is concerned with whether alternative researchers would
come to the same conclusions and reveal similar information (Silverman, 2007). Thus, reliability involves credibility, confirmability, consistency and applicability (Golafshani, 2003).
Validity refers to the extent to which the findings are really about what they appear to be
about, and whether there is a causal relationship between two variables (Saunders et al.,
2009, p. 157). This also depends on the extent to which the researchers gain access to the
participants’ knowledge and experience, as well as their ability to interpret the participants’
verbal and body language. Non-standardized interviews, e.g. semi-structured interviews, are
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said to have a high level of validity, as questions can be clarified, meanings and responses
probed, and topics discussed from different angles in person (ibid., p. 327).
Generalizability, also referred to as external validity, concerns whether the findings may be
equally applicable to other research settings, e.g. other organizations (ibid., p. 158). Indeed,
the drivers of external corporate Instagram reputation may differ depending on industry settings. Also, statistical generalization about the entire population, i.e. a homogeneous sample
group in the context of the research project, is less given compared to quantitative research,
due to the small and unrepresentative number of respondents.
Still, the authors tried to ensure reliability, validity and generalizability of their findings within
the range of this thesis, by conducting ten in-depth interviews, one focus group, as well as
Instagram ethnography research. The study’s credibility is based on diligently collected data.
Confirmability is facilitated by the detailed argumentation and presentation of how the research was conducted in line with the underlying research question and objectives discussed
earlier in this chapter. Consistency is given due to the homogeneous sample group and research companies, whereas applicability is based on the study’s relevance for marketing research and reputation management. No comparable research has been conducted on how a
favourable external corporate reputation is influenced by Instagram, while companies increasingly recognize the importance of being present on the platform to reach their audiences in a
relevant and engaging way.
Validity is granted due to the foundation of this research on well-established literature and
theoretical models, which have been proven applicable as they are widely used by industry
experts and researchers on the topic. Moreover, validity is installed with the research participants making time and effort to embrace the process and engage in a lively and truthful discussion on the topic, and with the authors collecting and interpreting data objectively without
seeking predetermined outcomes.
Finally, the authors tried to achieve generalizability by identifying meaningful patterns and
trends in the collected data to not only present what consumers think but define certain rules
and distinctions in consumers’ minds when being confronted with corporate Instagram accounts.
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6. Empirical Results
In this chapter, empirical findings are presented regarding the sub-question of this study,
namely “Which corporate reputation drivers on the Instagram profiles of Nike and Adidas can
be recognized by Instagram users and how do they lead to a favourable external corporate
reputation of the companies?”. Firstly, the research respondents and their Instagram usage
behaviour are outlined briefly, and the contacted Instagram ethnography respondents are introduced. Secondly, the nine propositions regarding each of the selected reputation drivers
are addressed and, based on the results, confirmed or denied. Thirdly, findings regarding external corporate reputation formation on Instagram are presented, along with specific issues
identified regarding the platform itself. The entire transcription of both the ten semi-structured
interviews as well as the focus group can be found in Appendices G and H. Moreover, the
Instagram ethnography research is outlined in Appendix I, as well as the coding of the entire
data in Appendix J. In the following, respondents will be named in accordance with the abbreviations specified in Figures 31 and 32.
6.1.

Qualitative Research Participants

Figure 31: Non-Standardized Research Participants (Own illustration)
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After a short introduction round, respondents were asked about their Instagram usage behaviour. All of the respondents showed a rather extensive usage pattern, stating they would
check the platform every hour (IR1), every day (IR2) or generally a lot (IR5, IR6, IR8, FR1,
FR2). IR6 and IR10 even declared Instagram as their main source of information and IR7
stated that the platform was “the most used social medium at the moment“. All focus group
respondents stated that they used Instagram a lot more than Facebook, which was also confirmed by IR1, IR6 and IR7. The degree to which respondents used Instagram passively or
actively varied. All interview respondents stated they would follow companies on Instagram.
However, in terms of interaction, they seemed to use the platform more for following private
users, i.e. their friends, on who’s profiles they also comment, exchange private messages, or
look at Instagram Stories (IR3, IR6, IR7, IR8, IR9, FG1, FG4). Some stated they themselves
would post quite a lot (IR1, IR6), others only from time to time (IR2, IR3, IR5, FR3, FR4), and
“recently rather Stories” (IR8), which disappear form the platform after 24 hours. While it
seems that most of the respondents mainly comment on their friends’ and acquaintances’
posts and Instagram Stories, rather than companies’ (IR1, IR3, IR5, IR9, IR10), IR7 mentioned that she would comment “only maybe sometimes, if there is something really nice you
can win“ (IR7). IR4 stated “I don’t comment that much, but if something appeals to me, then I
of course like it, [...] also from companies and public accounts”. Others rather look at posts
from corporate accounts, i.e. to get inspired (IR1, IR2, IR8), or just “going through Instagram
checking what’s new out there and [...] checking other users’ content and postings“ (IR3). FR2
stated that her interaction on Instagram largely varies, sometimes she is posting and commenting a lot, while other times she is „just annoyed by it, because it is too much input“. She
also disagreed with FR5, who found Instagram to still be more personal and not exhibiting
that many advertisements as Facebook. FR1, FR3 and FR4 agreed with FR2 in the view that
advertisements are displayed to an increasing degree also on Instagram, which they regard
as really annoying. Certainly, the highest degree of interaction with corporate accounts was
shown by IR1, stating, “if I post my outfit of the day, then I also tag companies and the labels
that I wear“, while she is also watching and commenting corporate Instagram Stories on a
regular basis. IR1, IR2, IR4, IR5, IR7, IR8 and IR10 have already been following the accounts
of “nikewomen” and “adidaswomen” for quite some time, while the other respondents have
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only followed one of the two accounts, but familiarized themselves with the unknown account
prior to the individual and the focus group interviews.
In addition to the individual and the focus group respondents, followers of “nikewomen” and
“adidaswomen” were contacted directly on Instagram, since they showed strong interaction
behaviour with the companies by commenting on their posts. Therefore, a high interest of the
subjects in these companies could be assumed, as well as an active Instagram behaviour
towards corporate accounts in general. Hence, they were asked to reveal their perceptions of
the companies’ external reputation and the reasons for their estimations based on the companies’ actions on Instagram.

Figure 32: Instagram Ethnography Research Participants (Own illustration)

6.2.

External Corporate Reputation Drivers

6.2.1. Proposition 1 – Visibility
The visibility of a company on Instagram is defined in this thesis as frequent communication
with consumers, in order to make information about the company widely available and increase its familiarity and prominence in consumers’ minds. IR2 thought, “when a company is
on Instagram, it is automatically also visible”. Also IR1 and FR3 regarded a company’s presence and engagement on the platform as something positive in the first place, whereby FR3
stated “I think they miss out a lot if they are not present on such an important platform for
young people”. A visible company is thereby “always present, I don’t have to look for it” (IR1),
hence frequent posting is required, not only of pictures or videos, but also of Instagram Stories.
In this case, Adidas was regarded as more visible by IR1, since it posts more than Nike. Also
ER-A2 stated that Adidas is always really present and its frequent posting “allows it to spread
its message across social media”. Regarding its visibility, Adidas is also more favourably per-
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ceived by IR1 than Nike, which was expressed by the statement “Adidas, as I said is more
visible, and I think in this regard I like it better and I get the better impression of it”. In contrast,
since Nike does not post as frequently, “the company is rather unapproachable” (IR1). Also
IR2 considered frequent posting of companies on Instagram as a mean to be present in consumers’ minds. However, she did not perceive a difference in the amount of content posted
between Nike and Adidas. IR3 stated that she does not like to scroll a lot, “but [the company]
should definitely be on the feed and that requires frequent posting”. Due to that, she regarded
Adidas as more appealing. Moreover, IR3 explained that if a company issues a lot of content,
she feels closer to the brand, as well as up-to-date and informed. This also leads to a better
connection between the company and its consumers, while if a company is “not saying anything at all [it is] kind of gone from the stage”. Also IR4 and IR5 noted that Adidas is posting a
lot more than Nike, which they assessed as positive on behalf of Adidas. For Nike on the other hand, “the gaps between the different posts are too long, you just forget about it” (IR4).
Moreover, Adidas is also posting a lot of Instagram Stories, which is another way a company
can be visible to its followers, and it is appreciated by the respondents IR1, IR5, IR10. Referring to Nike, IR4 stated, “you would be reminded more often about the company, if they would
post on a more regular basis”, which goes in line with the driver’s component of prominence
in consumers’ minds. IR5 stated that especially lifestyle brands like Nike or Adidas “should
express their lifestyle on a regular basis”. IR6 did not distinguish between the companies, but
generally put that “the more you see in general, the more often, the more you like it”. IR6
pointed out that users on Instagram scroll through the feed so quickly that the chances they
see every post are very low. That is why if a company does not post frequently, is it not prominent in consumers’ minds anymore, as if “I have not seen anything, it is like out of my mind”
(IR6). This was also supported by FR1, who stated “the more they post, the better, so if they
are not present on the platform, they are just not in my mind then”.
Moreover, both IR6 and FR4 appreciated the fact that companies put effort in the creation of
imagery for new posts, and she regarded this to elevate a company’s reputation. She thought
that on Instagram, companies are visible more in terms of communicating values, than information and hard facts. IR2 also pointed out that by visibly presenting value-conveying content, companies could change the view consumers have about them, for instance, Nike post76

ing the pictures of a woman in the sports hijab had a highly positive influence on her. While
also IR9 and IR10 were of the opinion that visibility increases a company’s reputation and that
Adidas is doing better in this regard, IR7’s and IR8’s opinions varied. They both acknowledged that sharing posts too frequently could lead to a reactance of the users. Indeed, the
benefits of visibility in terms of frequent posting also depend on the content posted (IR8). IR8
stated “So of course, yah, the more the merrier probably. But then of course it should not be
an overload”. The relevance and newness of the content was regarded as important, “So it is
nice if you always have something new, which is also what Instagram is about, you kind of
reward yourself by always having something new you can look at” (IR8). This is supported by
IR7, “if they have a new product or content, that is worth sharing, of course, I would not mind
also seeing more from them”. The thereby addressed importance of sharing new and fresh
content connects the driver of visibility with the driver distinctiveness, which will be discussed
below. IR7 mentioned that she does not particularly like to watch Instagram Stories of companies anyways, since there she prefers to see news of her friends. For her, the frequency in
which both of the companies are posting seems appropriate, since she stated “I don’t want to
see them every day on my newsfeed”. However, like IR6, also IR8 acknowledged the fact that
as a normal user, who is not active on Instagram all the time, you also miss a lot of the content in any case, even though companies might post a lot. Both IR7 and IR8 also realized that
“adidaswomen” generally posts more than “nikewomen”, which is evident as well by comparing the number of posts on their profile, 2.020 for the former, but only 788 for the latter (Instagram “nikewomen”, 2018; Instagram “adidaswomen”, 2018).
Next to frequent posting, other factors on Instagram were mentioned to increase a company’s
visibility, for example, if the brand is worn and tagged by famous bloggers or athletes. IR1
stated “Nike is even a bit more popular among bloggers and also stars”. Moreover, FR4
pointed out that many famous athletes, like Serena Williams, are sponsored by Nike, which
also impacts the company’s visibility. But also Adidas is active in this regard. ER-A3, coming
from Spain and being a fan of Adidas, mentioned that Adidas equips the Spanish soccer team
in the world championship. Moreover, famous hashtags like Nike’s #justdoit can enhance the
company’s visibility, since “you see them also on posts of other Instagram users or maybe my
friends” (IR4). Besides, the company uses this hashtag also on its other corporate profiles.
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Thus, those hashtags may even have the potential to go viral (IR4), spreading the company’s
visibility if adopted by Instagram users.
The proposition that the visibility of Nike’s and Adidas’ Instagram profile leads to a favourable
reputation of the companies among consumers can be confirmed. Using their example, companies achieve visibility by posting content frequently, both pictures and videos, as well as
Instagram Stories. Moreover, popular hashtags and the support of famous celebrities or bloggers are advantageous in this regard. Of course, the benefit of visibility also depends on appealing, new content; however, without visibility, companies miss out on a considerable opportunity of establishing their presence in a high number of consumers’ minds.
It has to be noted that visibility, in terms of familiarity with a company, certainly not only depends on Instagram. Besides, respondents might have been biased to a certain degree by
previous experiences with these well-established companies. For instance, own product possession, shopping experience, company advertisement or common knowledge (IR4, IR7, IR8,
IR9, FR4, FR5), might have led them to evaluate one company as better than the other. However, in relation to Instagram, most of the respondents preferred Adidas compared to Nike,
since it is more active on the platform in terms of frequent posting.
6.2.2. Proposition 2 – Transparency
In this thesis, corporate transparency on Instagram is defined as the willingness to proactively
share information about critical issues and topics of importance to the consumer, as well as
the company’s ethical and fair behaviour, in an open dialogue. Thereby, the company should
respond in a timely manner and be agile and receptive. IR1 partly confirmed this definition by
stating that companies should make clear and transparent what they do, and IR2 mentioned
”the company should be accountable and stand by the fact if it is criticized”. Moreover, if a
company acts transparently, consumers can create a much better connection to it (IR3). IR3
confirms the positive impact of transparency on external corporate reputation by stating “If
you feel like they are acting transparently, they involve their customers and their followers,
then I think that there is much more easily an emotional bond that can be created with this
company”. IR4 refers to another advantage of transparency of corporate accounts on Instagram, “[it] would also spare my time, [it] would motivate me much more to follow up on this
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campaign”. Indeed, campaigns and initiatives should be easy to comprehend, which was, for
instance, criticized several times regarding Adidas’ #MeetTheCreators campaign. IR7 even
misunderstood the purpose of this campaign, since she thought that the presented people
constitute the “creators” of Adidas products. Instead, this campaign aims to emphasize individual creativity, confidence and empowerment by showcasing special women, like the
drummer Madame Gandhi or the chef Jasmine Shimoda, who express themselves in their
own, creative ways. Also IR1, IR4, IR8, IR10 and FR2 had problems realizing “what they want
to tell you” (IR10). The problem may have been that this campaign was perceived at first sight
as “off-topic stuff” (IR8), the connection to sport is missing, since other people than athletes
are displayed (IR1, IR4, IR10, FR2, FR5). IR8 thought “the viewers […] that are interested
need a lot of time, or do more research, because otherwise they don’t understand what it is
about”. Only IR9 pointed out that she understood the initiative, because she read the captions, “it is about strong women”, and there is also a YouTube link to find out more. In general,
comprehensive, educational captions, links, well-known or self-explanatory hashtags like
#justdoit or #equality were said to increase transparency (IR1, IR4, IR7, IR8, FR1, ER-A2).
Moreover, it is preferred if companies tag the people portrayed on their pictures, e.g. to provide the viewer with the chance to find out more about the drummer Madame Gandhi featured
in the #MeetTheCreators campaign (IR8, FR1). However, the less research and clicking
through is required in order to understand the content and message, the better (IR1, IR4,
IR8). Most of the respondents considered Nike as more transparent “because I get more information from the posts” (IR5), “I understand their feed better, it’s clearer” (IR1). While Adidas only marks its product pictures with generic hashtags, like #bra for example, Nike is publishing the specific product names, e.g. for the Air Max, in the captions (IR5, FR3). ER-N3,
coming from South Africa, stated that Nike should communicate launches better, i.e. clearly
inform consumers on Instagram, where the products are available. None of the respondents
mentioned to require more company-related information, specifically not for companies as
established and well known as Nike and Adidas (IR2, IR3, IR5). Instead, IR5 stated that “Instagram for me is more about getting information about the latest trends, lifestyle and products”.
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Regarding the fair and ethical issues addressed on the profile, Nike was also said to display
these in a more transparent way by most of the respondents (IR1, IR2, IR3, IR4, IR5, FR3,
FR4). This leads to a favourable external corporate reputation, since “in these days it is important that companies also reflect upon critical issues” (IR5), and consumers want to know
what the company attaches values to (IR2). In this regard, it was highly appreciated that by
developing a sports hijab for female Muslims, Nike actually took action against racism and
stood up for equality (IR1, IR2, IR3, IR4, IR5, FR3). “Thereby they give this minority group, in
Germany for example, a chance to present themselves. That is my impression of transparency of Nike“ (IR5). In general, Nike is strong in promoting diversity, both in terms of culture and
origin, as well as body types and shapes (IR1, IR2). “So there are not only posts about people
form the USA, there are really different skin colours and cultures“ (IR2), and “thereby the
company also represents a certain viewpoint“ (IR4). Even though also Adidas addresses ethical issues by including models of every skin type and culture (IR5, IR2, IR6), this is less clearly perceived than on Nike’s profile (IR3, IR4). Also the aspect of different body types seems to
be less emphasized on Adidas’ profile, “Adidas is very mainstream and maybe they have
some tanned people, but mostly white people and all are really skinny“ (FR4). Still, also Adidas was perceived to address critical issues, but in a different, less obvious way, e.g. by showing women who are “special in what they do and how they live their lives” (IR2). It aims to
raise “awareness for ‘be who you are’ […] and empowerment” (IR1). Moreover, the female
empowerment is conveyed by portraying “a very strong woman on every post” (IR10).
Another factor, which was mentioned to make Nike’s profile more transparent, is the cooperation with famous athletes as brand ambassadors. In this regard, Serena Williams and the
#UntilWeAllWin campaign can be considered as highly fitting to what the brand wants to convey, i.e. equality, anti-racisms, and empowerment (IR1, IR2, IR8, IR10, FR2). “I am more a
fan of the Nike [...] #UntilWeAllWin campaign. I think this is a […] stronger hashtag and I think
it is generally targeted at the woman who is now famous and before she was, like, a nobody
and they didn’t want to give her the chance“ (IR10). With Serena Williams “they definitely express what they stand for and what they do not support” (IR2). Moreover, she is a really wellknown athlete, which supports transparency (IR10) to a higher degree in contrast to Adidas,
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where more unknown, non-sports-related people are showcased, like in the #MeetTheCreators campaign.
All respondents, both of the interviews and the focus group, regarded responsiveness, in
terms of the company replying to user request in the comment section under the posts, as
increasing transparency and highly improving the users’ perception of the company. In this
regard, Adidas was rated better: “I see they really reply often, which I think is really important.
And […] if someone is […] saying something bad, then I guess they are trying to figure things
out” (IR3), “I think there is an open dialogue” (IR5), “it openly communicates with its customers” (ER-A2), “they really try to give the best possible answer to every consumer. […] For ‘nikewomen’ they don’t really respond to every request, maybe only to the ones they regard as
more important” (IR10).
Even though the focus group participants all said that they think the companies are rather responsible in the comments section, which they regard as positive and important, they also felt
like neither of the companies is very transparent. Indeed, they were missing more transparency regarding the companies’ supply chain activities, especially FR3 and FR4. “I am super into
seeing what’s happening in supply chains” (FR3), especially since both companies faced issues in this regard in the past. Also IR6 and IR7 would like to know more about how sustainable the companies’ production is. “What I am personally missing on the pages, on both of
them, is how they actually produce their stuff” (IR7). This topic will be taken up and discussed
more in detail when presenting the findings of the social responsibility driver.
Overall, Proposition 2 can be confirmed, since perceived transparency on Nike’s and Adidas’
Instagram profiles targeted at women has been approved to lead to a favourable external
reputation among respondents. In this regard, transparency on Instagram is reached when
companies clearly communicate about their initiatives, messages as well as products in order
to make consumers understand without the need for extensive research. Therefore, comprehensive, educational captions, hashtags, tags and links can be implemented. If the initiative is
at first sight relatable to the company, consumer understanding is facilitated, as well as by
engaging famous, suitable brand ambassadors. While in this regard Nike was evaluated as
better than Adidas, Adidas seems superior compared to Nike in terms of responsiveness to
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consumer comments. What was missing for both of the companies was more transparency
regarding their supply chain. Finally, IR7 pointed out that transparency on Instagram is enhancing a company’s reputation, however only if the messages shared are also consistent
with what happens in the offline world, i.e. what is published via other channels about the
company. “So it’s always the perception that I have on Instagram, yes, […] but then there is
also the public, global, whatever reputation, that not only comes from Instagram”. This connects transparency with the next driver of a favourable external corporate reputation – consistency.
6.2.3. Proposition 3 – Consistency
In this thesis, consistency on Instagram is defined as companies’ posts and other actions on
the platform that are in line with their claims and values, and that can be identified easily by
consumers, since they convey a coherent visual and contentual message. Compatible with
this, IR2 stressed the importance of the recognition value especially for companies active on
Instagram, which is enabled by a common theme among the posts. ER-N2 explained her
strong support for Nike by the fact that “every message that Nike sends out is a message that
they stand behind”. Indeed, the companies should “follow a straight line […] and remain true
to their chosen path” (IR4). IR5 stated that she does not like to be confused by the pictures
posted, if it is “such a colourful mix that you cannot tell to which company it belongs”. Overall,
respondents regarded consistency on Instagram as highly important in shaping a favourable
corporate reputation. However, many different aspects were addressed. One reason why respondents were in favour of consistency was that they want their expectations to be met, i.e.
“If I follow a profile, then I have a specific expectation about it and I expect certain content,
which is consistent with what I am expecting” (IR4), “I want the company to stand for what I
feel like they pretend to stand for” (IR8). Unrelated or “not relevant” (IR8) topics may annoy
the viewers if presented repeatedly and they might stop following the account (IR4, IR6, IR8,
IR9). In terms of the consistency of the message conveyed, Nike was often considered as
more consistent than Adidas (IR2, IR3, IR7, IR10). In this context, Adidas’ #MeetTheCreators
campaign was mentioned again as confusing the viewer at first sight in terms of what the
company wanted to convey with it (IR5, IR7). Moreover, the individuals pictured in the campaign were not related to sports (IR4, IR10), “you rather expect sporty females” (IR5). Nike,
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on the other hand, stringently presents similar, recurring topics and is more intuitive. Its #UntilWeAllWin campaign deals with women empowerment and diversity, and it is consistently
represented by various, suitable personalities (IR7). “You can recognize clearly that Nike is
targeted at the strength and power of the people […] that topic is really consistently conveyed” (IR4). Thereby, Serena Williams and other famous athletes are shown regularly, and
their prominence also adds to the company’s recognition value (IR1, IR5), likewise with the
portrayals of shoes, which is typical for Nike (IR2, IR5). IR5 also mentioned Nike to exhibit a
higher consistency regarding its hashtags than Adidas. IR8 assessed both companies as
consistent in their message, but in different ways. “Nike is about cool and confident women”,
while for Adidas the message is more targeted at the individual and their own identity and
creativity (IR8). Other respondents also identified Nike’s vibe to be more about determination,
fierceness and power, while Adidas was described as more cheerful, stressing the importance
of fun, health and community in doing sports (IR1, IR3, IR8, IR9).
These messages of Adidas were also mirrored in its visual presentation, which is more colourful and bright than Nike’s (ibid). In terms of visual consistency, Adidas was predominantly
regarded as being more consistent. On the profile, posts covering related topics were kept in
the same colour scheme throughout and thereby visually bundled (IR2, IR3, IR4, IR5, IR6,
IR10, IR7). “The colours, the tones and […] what they show is pretty coherent. It’s very colourful, very active, very sporty” (IR3). Some respondents also saw a visual consistency on
Nikes profile, since colours were more “toned down, so it’s not very colourful […] you get a
very urban vibe” (IR8) and they are also consistent with the filters they apply (IR1). Moreover,
Nike more consistently displayed its logo or the “just do it” slogan than Adidas and was thereby more easily recognized on the feed, which was appreciated by respondents (IR1, IR2, IR4,
IR5, IR9). IR4 said “thereby they can show the brand more frequently and also not in a too
obvious manner”. IR7 disagreed, and preferred Adidas not showing the logo that frequently,
because “then it’s more like a subconscious process of attaching somebody to the company”.
However, predominantly Nike was regarded as being visually a bit more chaotic on its profile.
“The colour scheme in Adidas is a little more consistent”, stated FR4 and obtained approval of
all the other focus group respondents. Thereupon, all focus group participants were on the
same page viewing Adidas as generally more consistent and visually appealing than Nike.
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It seemed that the focus group respondents naturally equated visual consistency to the sensation of general consistency. This might be explained by the fact that visual consistency can
be noticed at first glance, when scrolling through the Instagram account of a certain company.
To detect the message consistency of a corporate account, on the other hand, might require
some further analysis and particular reading of the posts, which was supposedly done by the
interview respondents to a higher degree than by the focus group respondents. Thus, visual
consistency gives the first impression, while message consistency is only perceived at a later
stage, when the user had more exposure to the company’s profile. IR10 confirmed this reasoning, by stating that on Instagram, since it is all about visuals, the visual consistency and
appeal to her is more important than the message behind, because for her it is the prerequisite for reading the caption underneath. However, if people get more intrigued, the message
consistency increases in relevance. Message consistency leads to trust (IR1) and to credibility, “if they live their values also beyond their social media channel” (IR2). Indeed, the consistency with the outside world is thereby pivotal (IR2, IR6, IR7). IR7 stated that she would be
really “disappointed” if there was negative publicity about Nike or Adidas and the companies
would not react to it also on their Instagram accounts. “If I only see nice stuff from them on
Instagram, yes, my picture of them is positive. But it might also change […] if it is not consistent with what happens in real life outside […] It’s important for me that on Instagram they
can react to this story somehow” (IR7).
In light of the above, Proposition 3 can be confirmed. On Instagram, the visual consistency
can be distinguished from the message consistency. While the former influences the initial
perception and visual appeal that consumers form about a corporate account, the latter is
supposed to increase in importance when they are confronted with and more interested in it.
IR5 surmised that by seemingly inconsistent posts, companies might want to “lure or attract
the users, […] make them think about it”. However, she still claimed to prefer consistency, in
accordance with IR8, who stated, “on Instagram I feel like you don’t want to take the time to
not understand and do research. I feel like it has to be very clear at first sight”. Moreover, inconsistency is critical, because then consumers “might not identify [themselves] with certain
topics” (IR4).
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While a slight tendency was observable during interviews and focus group, perceiving Adidas
as visually, and Nike as contentually more consistent, it is not a final aim of this study to decide which company is better in these regards. It was more important to shed light on different
ways individuals perceive consistency, which however cannot be considered as entirely objective, since it depends on the respective personalities preferences (Müller and Geise, 2015,
p. 35). This also applies to the other drivers discussed.
6.2.4. Proposition 4 – Authenticity
Authenticity on Instagram is defined in this thesis as companies that appear credible and
genuine, but not staged or manipulative through their activities on the platform. Thereby, consumers might feel there is a real person behind the corporation, since the posts seem spontaneous or even unprofessional, not perfectly adhering to the company’s usual marketing
guidelines. In confirmation to that, IR1 said that corporate accounts in general seem authentic
if “you feel that it’s about people as well […] and it’s not all planned”. IR4 stated that authenticity on Instagram is shown by a “really clear and honest line the company remains true to.
What the company presents needs to be credible, so that the viewer can believe it” (IR4). According to IR3, companies should be “the maximum degree of realistic”, regarding Nike and
Adidas, “not creating a fake world of how everybody is so sporty and slim” (IR3). The company should show a variety of people, diversity, and how the brand is made for everybody (IR3).
In terms of showing diversity, IR3, IR4, FR3 and FR4 think Nike is more authentic, while
Adidas portrays more models. According to IR3, this is also why everybody can identify with
Nike, since they show every colour, shape and look of a person. Models, on the other hand,
“don’t comply with the image that should be presented”, for example Adidas’ Karlie Kloss,
“she doesn’t do sports everyday like she pretends to do in this picture”, and therefore it seems
staged (IR3). ER-A1 on the contrary, being a supporter of Adidas, also pointed out that Adidas achieves its high reputation by “portraying ‘real’ women in their ads instead of models. Real athletes with muscles and strength” (ER-A1).
Besides diversity, Nike was also praised for and regarded as being authentic, since it is showing real, well-known athletes and their success stories, “at Nike there are people portrayed,
who really made it, who really achieved something in sports […] you believe that they live for
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the sport, and not that they are just paid for it” (IR10). This was confirmed by IR2, ER-N5 and
FR4, who stated, “they [the athletes] also show their personal experiences” (FR4). IR4 referred to Nike picturing Simone Biles, a world-class gymnast, “these are people where you
really know they do that every day […] it also seems as if the picture was just shot in this
moment, without her even realizing”. Respondents also repeatedly referred to Serena Williams as constituting an authentic brand ambassador especially for “nikewomen” (IR1, IR5),
since “she didn’t always have an easy life and nonetheless she reached all these goals” (IR5),
referring back to Nike’s message of equality and empowerment.
In general, brand ambassadors, who really fit the brand, improve authenticity (IR3, IR5).
While Adidas seems to miss a recurring brand ambassador like Serena Williams for Nike
(IR5), also the unrelatedness of the #MeetTheCreators campaign was said to harm authenticity to a certain degree. This is because respondents were missing the connection between
the people featured in the campaign, e.g. a cook or a drummer, and the sports topic (IR5, IR6,
FR2). IR7 stated that as a sports company, it is authentic if they support athletes, and this
also relates back to the importance of consistency. However, a reason contributing to the perceived authenticity of Adidas was that respondents got the impression that the company also
involves ordinary people, “they use people out of the real life, which increases the credibility”
(IR2). IR10 shared this view, “it makes a good impression if they also portray the ‘smaller
women’, not that famous […], who realize their hobbies, like the cook”. However, she also
mentioned the missing fit of the campaign to the general sports topic of “adidaswomen”. Both
FR1 and FR3 thought that the companies should improve their authenticity by showing influencers more, since they are like normal people, and therefore more relatable and less like an
“unreachable person like this supermodel Karlie Kloss” (FR1). It can be outlined, that respondents thought both would improve authenticity: well-known, fitting ambassadors, but also
the portrayal of street style and normal people or influencers wearing the companies’ products
from time to time (IR2, IR5, IR6, IR7, FR1, FR3). FR3 stated, “I also want to identify myself,
so I wish that they would also just use normal people doing [sports]”.
In general, regarding authenticity, “the people in the pictures play a really important role, […]
they communicate authenticity through emotions and expressions best” (IR5). Regardless of
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famous people or people from everyday life being portrayed, respondents seemed to appreciate the companies telling real, emotional stories on Instagram, which adds to authenticity
(IR1, IR3, IR5, FR4). For example, when athletes are portrayed in their competitions, real
emotions are conveyed, and the content does not seem staged. Both IR1 and IR8 referred to
Nike’s marathon runner Shalane Flanagan, crying when crossing the finishing line, “they are
just in their element, it conveys a lot of emotions” (IR1). IR1 also referred to the first female
marathon runner, featured by Adidas, who is a figurehead in female marathon running. “She
created running for women […] I think that makes it also credible if you have real persons’
stories behind, that makes it authentic” (IR1). The image of power and strength Nike wants to
convey seems authentic, since it is supported and verified by the portrayal of strong women
(IR3). In concordance with the definition of authenticity established in this thesis, respondents
often termed authenticity on Instagram as content that does not seem staged. However, since
companies specifically produce content for their Instagram account, many respondents also
acknowledged that the content is unavoidably staged (IR1, IR3, IR8), which however does not
mean it is manipulative (IR1). While some accepted a certain staging as a logical consequence of being active on a platform like Instagram, like IR8, “all the photos are very well
chosen, they are all edited, so of course you would not just post something random”, FR3 criticised it by stating, “I feel like both brands always try to manipulate you and always try to influence what you are thinking”.
Both companies were perceived as professionally managing their corporate Instagram accounts (IR1, IR2, IR6). However, some viewed Adidas as more controlled than Nike and adhering to corporate guidelines, i.e. in terms of colours (IR3, IR4, IR5, IR7, IR9). Indeed, also in
terms of visual consistency, Adidas prevailed, as discussed before. For Adidas, “I don’t have
the impression that there is a real person behind” (IR3), it seems like there is a “really big media department behind it that shows that the colours match and everything is in order” (IR7).
Nike, on the other hand, seems more “easy-going” (IR3), “it looks less posed, it looks less
professional in that sense” (FR1). Nike’s account seems as if there were individualistic and
diverse people behind, posting “just as they feel” (IR3), and thereby, the account also seems
like run by a “blogger” or at least a “real person” (IR9). According to the definition of authenticity in this thesis, Nike therefore is assumed to surpass Adidas.
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Proposition 4 can be confirmed, since all interview respondents, except for one (IR9), regarded authenticity as important and valuable factor on corporate Instagram accounts with the
potential to increase the external reputation of companies. Indeed, after having evaluated Nike as more authentic, IR10 stated, “now that we talked about it, I would also rather buy Nike
clothes to be honest”. Only IR9 stated that authenticity is not that important to her, since content is staged anyway on Instagram. FR1 and FR3 both suggested that they would appreciate
the portrayal of influencers as well as real, personal experiences in general (FR4), which
would increase authenticity in a favourable way. Respondents also shared some suggestions
of how the companies could become more authentic on Instagram and hence, “more personal
[…] not just, like, the big corporation you cannot get close to” (IR1). IR4 for example would
appreciate to catch a look behind the corporate curtains from time to time, “to see who works
in these companies or where they work […] even more people could identify themselves with
the company”. IR1 agreed on that, stating, “like startups do it, you know, it’s nice if you have
these little stories from their daily lives, what are the people behind”. However, according to
IR6, it is important that this is related to sports, and not to how the companies actually do
business. She suggested, that they could also “give an athlete the account for a week”, letting
her tell personal stories about her life and engage with the consumers. IR6 thought that consumers would appreciate that, since “then you actually follow a person and not only the company doing the advertisement”.
6.2.5. Proposition 5 – Distinctiveness
In this thesis, distinctiveness on Instagram is defined as companies posting new, fresh and
up-to-date content with the power to grab the viewers’ attention, who can thereby form unique
company associations in their minds. Moreover, distinct companies show a special purpose
and a unique promise to consumers. “Distinctiveness is to stand out, to do something special”, defined IR1. Companies can stand out on Instagram by not using the platform as a mere
marketing and advertising channel, but by communicating their values (IR2, IR3, IR4) and
conveying emotions. Referring to Nike’s key message of empowerment, FR2 stated, “it really
gives you these goose bumps, and ‘wow’ feeling”.
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According to IR1, Adidas stands out on Instagram by posting bright and cheerful content. IR8
also positively perceived this: “it is more about the enjoyment […] and bringing people together via sports”, and less about the competitive aspect that Nike transmits (IR8). This is supported by FR4, who mentioned Adidas’ different communities, which appear to call people up
to “come do sports with me, with everyday people”. For FR5, the topic of creativity was especially captivating for Adidas, presented in the #MeetTheCreators campaign. According to IR5,
what stands out in this campaign is that “special types of persons, which distinguish themselves and don’t follow the masses”, are featured, which attracts attention. Moreover, IR7
stated that by presenting shoes produced from ocean waste material in one post, Adidas
showed a special purpose, “they are really trying to make a difference and somehow improve
the world a little bit while selling shoes”. However, when comparing Adidas to Nike, the authors perceived that more respondents still evaluate Nike as being more distinct. IR3, IR4,
IR5, IR9, FR1 and FR4 directly voted for Nike in this regard. FR4 stated that the company’s
special purpose is less clear when looking at Adidas’ Instagram account. “For Adidas there is
nothing really that caught my attention directly except for maybe the very colourful accents”,
stated IR3. Also IR2 mentioned that bright colours could attract attention on Instagram. Other
respondents regarded Adidas as “mainstream“ (IR9) and “more average” (FR1). FR1 said, “I
don’t feel like I can associate Adidas with a certain type of person”. She also stated that she
does not know what Adidas’ slogan is, while Nike’s capturing slogan ‘Just do it’ is so present
in her head, which she found shows the empowerment and equality topics that make Nike
distinct. By praising diversity, Nike addresses everyone and is more relatable according to
IR3 and FR1, stating, “everyone has the chance to do something regarding sports or, like,
whatever you want to do in life” (FR1). In this context, many respondents mentioned the
women in the sports hijab as an outstanding initiative (IR3, IR5, IR6, IR8). “They basically say
everyone should be able to do sports […] that’s why they created a sport hijab. I think in that
way that was very, very special” (IR6). With this initiative, Nike “conveys the feeling to the
customer that they can make a difference” (IR5). Moreover, IR5 appreciated that Nike gave
these women a voice and motivated them by communicating, “you all have the potential to
just do it”. IR3 and IR8 stated that Nike shows diversity also by featuring overweight models,
which is still unusual nowadays, while Adidas shows more slim people and models. IR2 also
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referred to Winnie Harlow, a famous model with a pigment disorder, as having captured her
attention on Nike’s profile. She stated, “they show their promise and the bigger need they
pursue very much” (IR2). Since it clearly shows the purpose of empowerment, FR4 also finds
Nike more appealing, since “I feel the purpose […] closer to my heart […], it speaks more directly to my values”. IR4 pointed out that Nike discloses its empowerment values also via its
captions and descriptions below the posts. What both Nike and Adidas do is to give their followers a certain promise by motivating them on their account (IR1, IR3, IR4). This seems to
increase the distinctiveness of the accounts, since “you have the feeling that there is something behind, it’s not just about selling” (IR1).
Distinctive posts on Instagram exhibit a certain stopping power, i.e. make consumers pause in
their scrolling (E2) and grab their attention. IR6 stated that companies achieve this by showing “something new […] something that catches my attention or is unusual”. ER-N1 ascribes
Nike an “amazing” reputation, since the posts on its profile are “refreshing”. IR4 stated that
she likes close-ups of the products, “which also don’t look that typical. And because you cannot see the entire product I think it arouses your curiosity”. IR1 and IR4 also pointed out that
content they can strongly relate to makes them stop scrolling. For example, “where a person
is pictured, who is maybe doing the same sports as I do” (IR4); for IR1, content that makes
her pause is new fashion, since she is really interested in that. IR1 and IR2 stressed that it is
primarily emotional content that stands out. This is also in line with the previous findings,
since e.g. Nike’s empowerment and equality campaigns can also be regarded as touching
upon emotions. IR2 stated, “pictures with the focus on individuals, who convey an emotion or
who are somehow special, that is what stands out on Instagram”.
Proposition 5 can be confirmed, since respondents seemed to highly appreciate posts and
other actions of Nike and Adidas on Instagram, which showed the companies’ distinctiveness.
Distinctiveness might also be crucial, since consumers in the sportswear industry show weak
loyalty patterns towards companies given that the products are industry-wide rather similar
(Dawes, 2012). This was supported by IR7, who stated, “it doesn’t really make a huge difference for me if I wear Adidas or Nike, […] I don’t have a personal attachment to them”. Also
IR8 stated that the companies’ products are basically the same, that is why “it’s very im-
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portant that they have, like, their own purposes”, and also show these on Instagram. Especially IR2, IR4, IR5, IR8, IR9, IR10 and FR4 stressed the influence of perceived distinctiveness
on Instagram on the reputation they form about companies. IR5 explained that “thereby, the
company also distinguishes itself from competitors and for me it is also more stuck into my
memory”.
6.2.6. Proposition 6 – Product & Services
In this thesis, the consumers’ perception about a company’s products & services on Instagram is defined as posts and other actions on the platform that showcase the quality, product
innovation and practicability of the company’s offerings. The interviews showed that product
presentation in general is positive and has the potential to increase reputation. However, it
has to be carried out in the right way in accordance to Instagram and its specifics. IR1 thought
that Instagram is the right location for presenting products, since “it informs me much better
from pictures than it would through texts”. Moreover, consumers also want to collect new
company insights, i.e. about their innovations, when on Instagram (IR2). Indeed, it seems that
the respondents supported product presentation on Instagram especially if new offers were
shown, like new Nike Air Max releases for example (IR5), “it is good to become aware of new
offers” (IR7). ER-N4, coming from India, stated that she is “very much looking forward to buy
Nike Pro Hijab”, of which she became aware through Instagram.
When discussing the preference for either pictures or videos for product presentation, some
respondents proposed to use videos for explaining special product innovations and making
them more comprehensible to the consumer. Thereby, IR2, IR3, IR5, IR6, IR7 and IR9 indicated Nike’s video about the “jumping shoe” (IR7) as positive example for a successful product video, where they kind of “visually take the shoe apart” (IR6) in order to show its innovative flexibility and softness to the customer. The immediate comprehensibility is important in
this regard: “You can see the shoe, you can associate the jumping with the springy and soft
shoe, it’s easy […] that’s important especially on Instagram” (IR2). For Adidas, many respondents referred to the orange-themed product video about its special, newly introduced
tights fabric. “They try transmitting you the feeling of the fabric on the skin via a visual”, which
IR4 highly appreciated. Even though “presented in a beautiful, sensually appealing way”
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(IR2), IR2 found it to be not as clear at first sight, since only an orange background was displayed and it was quite abstract. IR8 admitted that the video was well made, but she could not
really get an idea about the product or relate to it, since it was too abstract and technical. This
was also supported by IR1. Moreover, IR3, IR7, IR9, FR1 and FR3 all stated that they would
not even watch a full video on Instagram, e.g. because most of the time they scroll through
the platform quite quickly and do not take the time. They thought that a picture might be
enough to get a first impression.
Connected to that, respondents also mentioned that they would not like to have too detailed
product presentations on Instagram, or posts solely focused on the products (IR4, IR6, IR8,
IR9, FR2, FR5). “I think the product stuff is a bit boring, because if I am really interested in
something I go to the store and want to know more” (IR6). They stated that Instagram was not
the right place for too detailed product specifics, since for that they would rather refer to the
online shop. “I think Instagram as a platform has another purpose, it is maybe more about the
things behind, it shouldn’t be a mere sales platform” (IR6). Moreover, they pointed out that the
real quality of the products is difficult to show on Instagram and they would need to order or
go to the shop anyway (IR7, FR2, FR5). “I cannot really relate to that, because I know if I
have the shoes on my feet, they will not feel like that” (IR7). FR2 stated, “we all know that all
pictures are always photo-shopped”. In addition, with well-established companies like Adidas
or Nike, consumers expect a certain quality anyway and are therefore not that dependent on
its detailed, technical presentation on Instagram (IR8, FR1, FR4).
If there is a strong focus on a plain product presentation, consumers “get overwhelmed and
feel like ‘ok, we’re being used to buy this new product’ […] sometimes it feels like they just
throw products in your face” (FR1). This was also confirmed by FR3 and FR5. To avoid this
process of consumers forming a negative attitude towards corporate accounts on Instagram,
companies should embed their products into daily life, stories and emotional content. “I follow
the companies on Instagram in order to identify myself with them, to get a certain kind of attitude towards life form them […]. So you always want to draw some emotions out of the pictures” (IR4). In this regard, IR3 praised Adidas, since its profile appeared highly dynamic to
her, “they are showing really only pictures where the products are used […] for every occa-
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sion, how you can run, do yoga or chill [in it]”. For IR6, this connection to daily life was also
apparent on Nike’s profile. Regarding Adidas’ orange-themed product video of the new tights
fabric, IR8 stated that she “would like to see how it, like, fits on the body and how people are
doing sports in it”, rather than the products specifics and smallest details. Thereby, she could
better identify herself wearing these products. Importantly, the product presentation should
not be like an advertisement, “I don’t want to have ads on my Instagram” (FR4), but more like
a story (IR7), which conveys a certain lifestyle (IR9). “It makes sense that you put the product
that you have into specific situations, put it into stories” (FR2), since storytelling is what Instagram is all about (FR2). This was also confirmed by FR4 and FR5. Moreover, FR4 stressed
that companies need to provide valuable content. In that respect, she considered Adidas to
be stronger than Nike, because they also show workout routines, “I feel like they give a little
more value for followers” (FR4). Respondents also appreciated if the companies incorporated
bloggers and other famous faces in their product presentation. When IR1 sees famous bloggers wearing fashion items and tagging the company on Instagram, she gets inspired and can
imagine how she could combine the apparel in daily life. Moreover, ER-A5 stated for Adidas
that “many celebrities and famous people use their products and that’s easy for them to have
a really good reputation on Instagram”. By showing famous athletes in Nike clothes, the company can “prove that their sporting goods have led to success” (IR10). Moreover, “Serena
Williams wouldn’t use a bad quality sports shirt” (FR1). In general, respondents considered
Nike to be better in showing its product quality and practicability by means of integrating athletes, while Adidas rather uses models. Indeed, Nike shows world-class athletes wearing its
sportswear in their competitions and throughout their professional careers, appearing more
convincing (FR1, FR3, FR4, ER-N2). For Adidas on the other hand, “you know the models
only wear [the sports clothes] for two seconds and take them off again” (FR4).
As a result, Proposition 6 can be confirmed. Companies can improve their reputation by presenting products on Instagram, however, they need to be embedded in emotional stories and
connected to interesting content. “It should be done in a playful way and in a fun way where I
like to watch and not where I feel like they want to just advertise the product” (IR8). In the focus group, it was the first time respondents realized a small shopping bag icon on the product
posts, which enables the consumer to directly shop the product displayed on Instagram, “I
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think it’s a new feature. So Instagram is also changing” (FR1). Indeed, with the introduction of
the new shopping feature Instagram might be at the beginning of a transition with serious
consequences. Even though IR5 stated that she was missing price information about the
products displayed, many respondents stated that Instagram should not become a sales and
advertising platform and that they would not shop on Instagram, but rather like to get inspiration from interesting content and emotional stories (IR2, IR4, IR6, FR3, FR4).
6.2.7. Proposition 7 – Vision & Leadership
In this thesis, the driver of vision & leadership on Instagram is defined as corporate posts and
other actions on the platform that showcase a company’s vision as well as its competence
and reliability by displaying their charismatic leaders and their noteworthy actions and statements. IR2, IR3, IR5, IR6, IR9 and IR10 all stated that it is really important that companies
convey their vision on Instagram. “Nothing can work out without a vision behind, and it should
be recognizable […], because that is the goal you are pursuing as a company” (IR2). Again, a
transfer of emotions is important in this regard, “the pictures can be very nice, but if there is
nothing that moves you […], then I think it’s not going to be very successful” (IR3). IR5 suggested that the companies could even more intensely work with citations and slogans, i.e. in
captions or hashtags, that convey their vision. In regard to Nike and Adidas, both were perceived to raise awareness for diversity (IR1, IR2), anti-racism (IR2) and women empowerment (IR2, IR5, IR7). However, it could be noted that generally speaking respondents found
Nike’s vision clearer and more intuitive than Adidas’. Nike explicitly covers the topics of empowerment, diversity and tolerance (IR1, IR2), “through the illustration of these individual
types of women you can see that it is really important for them that everyone on the world can
wear their clothes” (IR9). This was supported also by IR6 and IR7. Indeed, IR9 explained that
she has never read any articles about Nike’s vision, but it is conveyed so clearly, that she
simply knows. IR8 and IR10 also mentioned the motivating and ambitious part of Nike, showing success stories of powerful women, by which they want to say, “you can do it as well”
(IR9). While Adidas vision was regarded as slightly more inconclusive (IR2, IR4), it was still
perceived that they want to bring strong women to the forefront as well (IR2, IR3, IR10). They
aim to convey that sport should be about fun and community (IR8, IR10). Moreover, there is a
lot about creativity and self-identity (IR5), “everyone can write his or her own story” (IR10).
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Regarding the representation of the companies’ leadership on Instagram in order to improve
consumer perceptions, the respondents were more hesitant. First of all, respondents mostly
did not even know who the CEOs of Adidas or Nike were, and they also did not miss this information on Instagram, since they thought it would not fit here (IR1, IR2, IR6, IR7, IR8, IR9,
IR10, all F). Indeed, both Nike and Adidas are not showing any kind of such information on
their accounts. “It might improve the transparency, but it could also have a negative effect,
because it might just not fit the channel” (IR2), and other people, except maybe business students, probably do not care (FR4). Moreover, respondents pointed out that presenting leaders
may not be consistent with the external corporate reputation the company wants to transmit
through Instagram, “because the CEOs might maybe not even be sporty” (IR2). This was confirmed in the focus group by FR4 and also by IR8, “if it’s not a super sportive person that really stands for what the company is doing, then I think it would rather harm than do anything
good” (IR8). IR10 pointed out that she “would like to see people in action here, who wear the
clothes and who do sports”, but not a manager “in suit and tie, then it really doesn’t fit to the
sports brand” (IR8). IR5 pointed out, “it’s also industry dependent. For companies like Tesla I
really like that they show their leader, Elon Musk. He is really cool”. In this regard, also ID7
stated, “it’s not like how Steve Jobs was for Apple. For Nike and Adidas, I am not interested in
that”. Consequently, for sports and lifestyle apparel companies, it might be different, since “it’s
just a piece of clothing, then you don’t want to know if the leader of the company is inspiring
or not” (FR4). Moreover, FR5 referred again to the issue of “too much information” (FR5),
previously also discussed regarding product presentation, which is not sought after by consumers on Instagram. All of the focus group respondents agreed.
In summary, Proposition 7 cannot be fully confirmed. While the conveyance of the corporate
vision on Instagram has a positive effect on the external reputation of Nike and Adidas among
consumers, the presentation of corporate leadership is regarded as not fitting the platform.
Generally speaking, companies on Instagram need to show interesting content consumers
can relate to, it should be “stuff, which affects me, right?” (IR6). While respondents voted
against the plain portrayal of corporate leaders, they still came up with suggestions, how the
companies could show their leadership in an appealing way on Instagram. Indeed, there are
also advantages the portrayal of leaders might bear, since “it’s nice if you have a person to
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relate to” (IR1) and “the company would get more transparent, I think, because if you have a
certain, positive picture of a person in mind, then you associate the whole company with this
person” (IR2). IR4 was of the opinion that insights into the company and the leadership would
“offer new possibilities to identify oneself with the company […] if you know who is behind the
company […] it makes the company more humane”. However, it needs to be well thought
through, and it is imperative to consider the consistency and the fit with the existing Instagram
account (IR2). For example, IR7 explained that if Adidas would portray a picture of its CEO,
presenting the new shoe produced out of ocean waste, she would really like it. Hence, the
CEO’s message needs to be relevant to the consumer. Moreover, IR6 would like to see
“someone who is famous for designing a shoe within the company”. IR9 suggested that the
company could introduce women in Adidas’ management, but not in terms of their job roles.
They should tell personal stories, what drives them, “something emotional rather than the
leadership itself”. IR3 shared this opinion and proposed to connect it with interactive Instagram Stories. She would not like to see the companies’ leaders in the feed, due to consistency and fit reasons. However, it would be nice to know who stands behind the brand, it would
be “a great thing for the Stories, to have somebody introducing him or herself quickly, […] giving a statement for their vision, their values or what they do”.
6.2.8. Proposition 8 – Social Responsibility
The perception of social responsibility on Instagram is defined in this thesis as corporate
posts and other actions on the platform that showcase a company’s corporate social responsibility (CSR) activities, their support of good causes, and endeavours for social welfare. IR5
defined social responsibility as “companies taking responsibility beyond the production of their
products” (IR5). When Nike and Adidas were compared, it stood out that respondents perceived Nike as appearing more socially responsible on its Instagram account than Adidas.
Thereby, IR3, IR4, IR5, IR7, IR8, IR9, IR10 all referred to Nike portraying Muslim women in
sports hijabs as well as presenting overweight women in its clothes. “Nike is definitely putting
a greater focus on that, by showing the diversity of people, by showing that they are engaging
in also creating products for Muslim people and for women, who are maybe a bit overweight”
(IR3), “they incorporate that stronger through their pictures than Adidas” (IR4). Adidas’ social
responsibility was partly perceived, but again, it was not conveyed that clearly in comparison
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to Nike (IR5, IR10). Even though also Adidas portrays models of different cultural backgrounds, and also addresses topics of female empowerment (IR1, IR9, FR3, FR4, ER-A4),
respondents got the impression that Nike actually did take action in favour of equality, “they
have those supersize models, they have the hijab, they actually change something, rather
than just talking about it” (IR9). Adidas covers the topic of community building (IR4), “bringing
people together” (IR8). In this regard, the focus group discussed #mygirls, an earlier campaign initiated by Adidas. FR1 noted that this campaign goes beyond female empowerment, it
is not just a “women club”, but it also raises awareness for equal rights and that people are
“struggling in different parts of the world”. It is not “changing the world […], but it [conveys] a
feeling of bonding” (FR3). FR1, FR3 and FR4 all liked this campaign, and FR4 also brought
up that since it addresses an important but not too controversial topic, it is also suitable for
Instagram.
This leads to the discussion, if showing CSR initiatives is even feasible on a platform like Instagram, and if it actually improves consumers’ perception of the company. Indeed, respondents mostly did not perceive any initiatives regarding environmental or supply chain responsibility from both companies on Instagram (IR1, IR2, IR3, IR7, IR8, FR3, FR4, FR5). On the
other hand, many respondents knew that the companies actually take more action in terms of
both environmental, as well as social responsibility, than they show on their Instagram feeds
(IR2, IR6, IR7, IR8). Respondents mentioned projects with children the companies would engage in (IR6), support for female football in third world countries (IR8), as well as Nike supporting disabled athletes and the Paralympics (IR7). Also in terms of environmental sustainability, respondents referred to Adidas’ shoes produced in cooperation with Stella McCartney
(IR8), where the material is made out of ocean waste (IR6, IR7, IR8, ER-A2) and also recyclable (IR2). “Of course producing that many shoes is not always good, but at least they are
trying to reduce some of the bad in the world”, IR7 stated. All of the respondents were highly
in favour of companies engaging in such social and environmentally responsible actions and
also stated that they would like them to show more of the topic on Instagram. “It is really important to show social responsibility, the more the better” (IR4). FR2 stated, “I think it’s super
important to give the brand a soul”, and all focus group participants agreed on that. In general, a strong trend towards social responsibility and awareness was perceived during inter97

views and the focus group, e.g. IR5 stated that sustainability is a lifestyle for her. Moreover,
she connects quality with sustainability, and since both Nike’s and Adidas’ products are rather
high priced, she also expects the companies to be sustainable. Both IR2 and FR2 explained
that by showing more social responsibility, the companies would also back themselves up in
case of scandals, which might occur at any time in the future. Referring to Nike and Adidas,
IR8 stated, “It’s very important that companies that have, like, the power to change something
actually do it”, and this is what would set them apart. Thereby, she would also support these
companies more and spread the word about their welfare-contributing behaviour. ER-A3 was
of the opinion, that people “still think about the scandals” that occurred to both Nike and Adidas regarding their production, which might still exert a negative effect on their reputation. IR7
and IR8 shared the opinion that Instagram is the right place to show social responsibility,
“where else would you do it? I think it’s the most used social medium at the moment” (IR7).
However, other voices were more critical in this regard. FR3 thought that it is great if companies are socially responsible, but that she is not sure if Instagram is the right channel to communicate it, “I think Instagram is a channel for, like, entertaining people. […] it’s all about
scrolling and just looking at pictures, liking it and not to make me think” (FR3). So although
she thinks that Instagram is the best channel to reach people, she could imagine that if the
content makes people think and maybe “feel also miserable in a way, which people try to
avoid all the time” (FR3), they might unfollow as a consequence. Also IR10 mentioned something in this regard. She assessed it as interesting to know about companies’ environmental
and social initiatives and they should also post such content from time to time, however with
limitations. “It is a sporting goods manufacturer, so still the focus should be on the passion
about sports. […] if they would start using the Instagram profile only to show how environmentally friendly they are, a lot of people would unfollow” (IR10). Moreover, she admitted that on
Instagram she does not want to deal with difficult topics, but rather prefers “slight fare, something easy and intuitive” (IR10). Hence, she stated that she does not want to know too much
about critical topics on Instagram, and if yes, “it should be done in a cool way and still be
highly connected to sports” (IR10). This refers back to the discussion about consistency
again. Indeed, IR2 stated that CSR always exerts a positive influence, “but they need to incorporate [social responsibility] well into their Instagram profile […], consistency is important,
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and they should connect it with the brand and it should fit the profile” (IR2). FR3 and FR4
pointed out that it is “difficult to get the fine line” (FR4), especially in fast fashion, which includes the companies. FR3 was of the opinion that for CSR initiatives you would need much
more explanation than Instagram allows the company to give in the posts’ captions or
hashtags. People may misunderstand it, and as a consequence the company renders itself
vulnerable (FR4). Hence, addressing too critical topics might be dangerous, e.g. supply chain
sustainability in the case of Nike and Adidas (FR4). Moreover, IR6 stated that also fair payment is relative in third world countries. Whereas there four euros as hourly wage might be
much, people in the Western world could still condemn the company for it, so “it’s just really
tricky to put it in a good way” (IR6). FR4 also pointed out, “as companies don’t have a face,
people will just comment. I think you start a really bad feedback loop if you start about CSR,
especially on social media”.
As a result, Proposition 8 can be confirmed with reservations. On the one hand, consumers of
the relevant target group seem to be concerned about sustainability and are also highly interested in CSR. On the other hand, Instagram can be seen as a channel where consumers
seek entertainment and inspiration and rather refuse to see negative issues, which might upset them. In order to improve the external corporate reputation, companies should still show
their social and environmental sustainability, but in an appealing way. Thereby, consistency is
the key: posts should fit the corporate account, be related to the general sports topic in this
case, and be displayed in a positive manner. Moreover, addressing too critical topics could
backfire on Instagram, since the platform does not offer room for highly detailed explanations,
and thus it could be perceived wrongly.
6.2.9. Proposition 9 – Innovation
In this thesis, the perception of innovation on Instagram is defined as corporate posts and
other actions on the platform that showcase a company’s innovation capabilities, acting as a
pioneer in today’s fast-paced environment. In this regard, respondents brought up once more
the product innovation efforts of the companies, like Adidas’ orange-themed videos about new
fabric for its tights (IR1) or the shoes produced out of ocean waste material (IR7, IR10). IR9
was of the opinion that Nike kind of rests on its excellent external corporate reputation, which
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is why “they are not trying that hard compared to Adidas”, especially in terms of innovation
(IR9). IR1, IR8 and IR9 all liked the #MeetTheCreators campaign and evaluated it as an innovative idea to present, for example, a chef, who discusses “the transformative power of colourful, creative, balanced food” (IR1). However, since at first sight, it seemed like unrelated
content, they once more pointed out that the company should have explained it better. IR1
thought this topic is at the pulse of the time, since “people think so much about what they eat”,
and sport is also about nutrition (IR1). She suggested, that both companies could also post
healthy and training-supporting food recipes. Nike, on the other hand, was more praised for
addressing current topics of interest, like racism and equality of different cultures (IR2, IR8,
IR10). In this regard “Nike is more up-to-date and more long-sighted” (IR2). IR10 brought up
Nike’s post with the sports hijab, “Nike has particularly confronted the issues that Muslim
[women] kind of need to always wear some head covering […] Nike’s innovation department
has put thought in that”. IR5 mentioned Nike also in terms of product innovation, referring to
the video where they presented an especially soft, jumping shoe.
Regarding Adidas’ innovation of the new tights fabric, IR6 was of the opinion that Nike had
presented similar tights already one and a half years ago. Moreover, IR1, IR5 and IR7 all
stated that in terms of product innovation, they do not even perceive a difference as, generally
speaking, sports products are often really alike. Accordingly, major innovations in this industry
might not be as easy to yield than in other industries. Indeed, IR5 pointed out “innovativeness
in this field is a bit different, it is not like in the technological industry, where you can always
expect big steps in innovativeness”. This was also confirmed by IR6, who stated that innovation is not that important in this industry, compared to others, “it is not that easy to come up
with like these huge innovations like with smartphones”. IR4 and IR10 both stated that they
don’t find the companies highly innovative in what they are presenting. For example, IR4 referred to the presentation of the chef in the #MeetTheCreators campaign, “the focus on a creative and healthy lifestyle, […] that’s not really something new, it has come up within the last
years […] I would say they follow this trend now, but it is not like they have set the trend”
(IR4). IR7 suggested that Adidas could feature more about the progresses in terms of 3-D
printing of its shoes and experiments regarding new materials, she would be really interested
to see that. However, the respondents request not only product innovations. FR1 and FR4, for
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example, stated that the companies should rather touch upon very up-to-date issues and not
so much on product innovation, because they expect this kind of innovation from companies
like them anyway. IR1 would like the companies to frequently present new collaborations,
maybe with artists illustrating their shoes, or something alike. IR8 stated, “I don’t want to see
another shoe every day. I think that I would not be interested in”, but “I want to see new stuff,
that is unexpected”. Moreover, she stated that she would like the companies to cooperate
more with popular bloggers. However, these topics can also be combined among the driver of
distinctiveness, to post fresh, up-to-date and attention catching content. IR4, IR9 and IR10
regarded the presentation of innovativeness on Nike’s and Adidas’ Instagram accounts as
exerting an influence on their positive perception of the companies, however, the effect was
not that strong. IR2, on the other hand, stated “the more innovative […] the better. The influence is really positive, so the more future oriented the company is, the better”.
In light of the investigation of Nike’s and Adidas’ Instagram accounts, Proposition 9 cannot be
fully confirmed. First, the companies were not regarded as highly innovative in general. Second, respondents also mentioned that they might not even notice the difference in regard to
product innovations. Indeed, it can be assumed that this depends on the industry, where innovations are not that highly appreciated, since consumers show a high switching behaviour
between sports brands and often regard their products as equivalent (Dawes, 2012). However, in other, e.g. tech-related industries this driver might indeed exert a high influence on consumers’ formation of a favourable external corporate reputation in regard to Instagram.
6.3.

External Corporate Instagram Reputation

The authors of this thesis pursued to understand and generate findings about the overall external reputation the respondents assign to the two research case companies, and by which
means this reputation is attained on the basis of their Instagram accounts. A favourable external corporate reputation was defined in this thesis as both the positive rational perceptions
as well as emotional appeal and feelings consumers hold towards a company. The emotional
connection can thereby be described as consumers’ trust, admiration, respect and esteem
towards a company.
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The appropriateness of including both rational and emotional components in the definition of
external corporate reputation was confirmed by the respondents. While in general all of the
respondents accredited both companies a favourable reputation, their involvement slightly
differed. ID9 for example stated that both companies have a good reputation in her opinion,
which they also convey through Instagram, and that she also has a feeling of trust in their
products. However, she mentioned to not be emotionally involved and to build her perception
about the companies on the basis of their high-quality products and their appealing content
featured on Instagram. When the authors specifically asked the respondents whether they
trusted, admired, respected or esteemed the companies, FR4 denied that with a clear “no”.
However, her rational perception of the companies still seemed to be positive. IR9, FR4, IR1
and FR3 found neither of the companies to be admirable, saying, “admire is a big word, like, I
am not 14 anymore, maybe a 14-year old girl admires them” (IR1), and “I don’t think respect
or admire is the right word for it. It’s just one of the options you have, and you consider it”
(FR3). In contrast, other respondents showed a higher degree of emotional appeal towards
the companies. For example, IR3 and IR7 regarded Adidas to be admirable as a company, as
you can “look up to [it]” (IR7). This was also mentioned by IR6, who found both companies to
be emotionally appealing in terms of being able to “look up to something and be inspired”
(IR6). Moreover, she admired both companies for showcasing strong, cool and successful
women. While not admiring them, IR1 still admitted to respect the companies “for what they
do”. Moreover, she stated, “if a company emotionally appeals to me then I also think it has a
good reputation”. FR1 even called it a “guilty pleasure”, stating that she is “fascinated” by the
“stuff they come out with” and the companies “totally catch” her with pretty and colourful new
products and the “amazing”-looking Instagram feeds. All the Instagram ethnography research
respondents ascribed a good reputation to the company they were interviewed about. Since
they were highly engaged in interacting with the companies on Instagram by liking and commenting many of their posts, the authors of this thesis assumed them to also be emotionally
involved, which was confirmed by e.g. ER-N2, stating, “I love Nike”, or by ER-A4, “I have a
good feeling and respect the brand [Adidas]”.
Apparently, the favourable perception of the companies does not only stem from their Instagram presence, as some respondents also referred to their experience with the companies’
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high-quality products, e.g. IR3, IR5, IR7, IR8, IR9, FR4, ER-N2, ER-N4 and ER-A5. Among
three of the German respondents, IR5, IR9 and FR2, a home-country bias could be perceived. In specific, FR2 stated to find Adidas more likeable. When asked if this was the case
because the company was German, she agreed and stated to “feel more connected” to it,
maybe because they sponsor the German soccer team (FR2). IR9 mentioned that for Adidas
she knows where it is coming from and IR5 connects Adidas to “made in Germany”, which
she connotes to quality. In this context, IR8 pointed out that reputation is the general
knowledge of a company, but that Instagram certainly contributes to the personal view of a
company.
During the data collection, the high relevance of Instagram as social media platform for the
selected target group became evident. Indeed, Instagram seems to be the main channel
where young individuals, as represented by the respondents, get their information, “Instagram
is getting more and more important as source of information” (IR10). IR6 stated, “to be honest, I have everything on Instagram […] it’s the medium, which seems to me the most important, so where I would hear the most of companies”. FR3 mentioned: “I think [companies]
miss out a lot if they are not present on such an important platform for young people”. IR7
was of the opinion that companies should present everything relevant on Instagram, also critical issues, by stating, “I mean where else would you do it. I think it’s the most used social
medium at the moment, so they should definitely do it”.
Regarding the respondents’ usage of the platform, it was repeatedly mentioned that they
would “scroll through the feed so quickly” (IR6), which was confirmed by IR3, IR7, IR9, FR1
and FR3. Hence, they most of the time do not use the platform as if they would read a magazine, but kind of let themselves be exposed to this constant stream of different visuals, which
E3 has termed as “popcorn effect”. FR3 stated, “it’s all about scrolling and just looking at pictures”. Moreover, the respondents seemed to not often take the time to look at posts more indepth or maybe watch a video (IR3, IR7, IR8, IR9, FR1, FR3). Many respondents considered
Instagram as an inspirational lifestyle platform (IR1, IR2, IR4, IR5, IR6, IR9, FR2, FR3, FR4,
FR5). This is also why respondents issued their disapproval of Instagram developing more
and more into a shopping platform (FR2, FR3, FR4, IR2, IR6). Indeed, right during the times
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the interviews and focus group were conducted, the platform has introduced a small shopping
bag icon on its products posts, which enables consumers to directly shop on the platform.
Throughout the interview and focus group execution, a slight contradiction emerged. Indeed,
the respondents themselves often seemed to be unsure how they should assess this issue.
On the one hand, Instagram was declared as a highly important medium to get information
from and respondents demanded companies to share important issues, even if they were critical. All the respondents stated that they would like the companies to show more of their social initiatives on Instagram. Moreover, some respondents stated to also miss more information about the companies’ supply chain and sustainable production activities on the platform, which might be a more critical topic (IR2, IR5, IR6, IR7, all FR). In general, the topics of
both social as well as environmental sustainability seemed to be of high importance to all of
the respondents, including ER-A2, ER-A3 and ER-A4. On the other hand, however, respondents pointed out that due to the lifestyle focus, Instagram might not be the right platform for
addressing critical issues and that they could also be annoyed by it.
During the focus group, an interesting conversation sparked about showing critical issues on
Instagram. FR4 stated that leading companies like Nike and Adidas need to adapt to changing consumer interests and figure out how to inform them about critical issues on Instagram
as well. Indeed, while the companies show social responsibility in terms of diversity, equality
and inclusiveness, they don’t open up anything about their production methods. “They need to
change something right now if they want to stay the leaders” (FR4). FR1 confirmed that “the
sustainable, that’s the trend of our generation”. Therefore, she regarded it as highly important
to investigate how the current generation of young individuals uses Instagram. While FR4 repeated that on Instagram people only “want to have happy thoughts”, FR1 countered that she
perceives the platform to shift in this regard, to also address deeper topics. And since it is
such an important communication platform, “at some point it will definitely be necessary to
[…] communicate [critical issues] on Instagram” (FR1).
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7. Discussion
In this chapter the proposed conceptual framework is revised into a new conceptual
framework of drivers leading to a favourable external Instagram reputation, based on the
results obtained from the data collected. Answers to the sub-research question as well as the
overall research question are articulated and discussed, followed by managerial as well as
theoretical implications.
7.1.

New Conceptual Framework

Figure 33: New Conceptual Framework (Own illustration)

As illustrated in Figure 33, the new conceptual framework contains two new components, the
mediating driver engaging content and emotional stories (EC&ES), and the modified driver
message/visual consistency (M/VC), which is based on the previous driver of consistency
(P3). Both will be explained below.
The Propositions 1, 2, 3, 4, 5, 6 were fully confirmed as described in Chapter 6. Hence, the
perception of visibility, transparency, consistency, authenticity, distinctiveness and product
presentation by Adidas and Nike on Instagram is assumed to improve their reputation.
Propositions 7 (regarding Vision & Leadership) and 9 (regarding Innovation) could not be fully
confirmed and were therefore excluded from the new model. Proposition 8 (regarding social
responsibility) could only be confirmed with reservations, but was included in the model by
being mediated through the driver of message/visual consistency (M/VC). The new
arrangement of the drivers of external corporate Instagram reputation is explained in the
following.
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Respondents regarded visibility (P1) as an important driver of corporate reputation on
Instagram, which is why the direct positive effect on corporate reputation remains unchanged.
However, IR7 and IR8 pointed out that mere visibility in terms of frequent posting might often
not be enough to lead to a favourable corporate reputation. Therefore, distinctiveness (P5),
i.e. catchy, fresh and up-to-date content, can be considered as a possible mediator of
visibility.
Next, it is relevant to first introduce the newly defined driver of message/visual consistency
(M/VC), which has been derived from the formerly proposed driver of consistency (P3). The
authors found that M/VC exerts an influence on the success of the other drivers in generating
a favourable reputation, which is why it is established as a mediating driver in the new
framework. Indeed, IR2 stated, “consistency is key. Everything they do needs to fit, that is the
most important in my opinion. So consistency comprises all the other aspects”. During the
process, it became evident to the authors to divide consistency on Instagram into message
consistency and visual consistency, which also goes in line with the visual appeal of an
Instagram account. Message consistency is perceived by consumers as companies that post
content according to their claims and values, but also their activities beyond Instagram. It is
therefore highly related to what the company stands for and the overall topic, i.e. sports. This
relatedness and fit is also expressed by the visual presentation of the account and every post
on it, accounting for visual consistency and appeal. Due to consumers’ highly dynamic and
fast-paced Instagram usage, consisting of scrolling through the platform rather quickly,
consistent and easy-to-identify, company-related content saves time, since it is easily and
immediately recognisable and comprehensible. M/VC was found to mediate the drivers of
transparency, authenticity, distinctiveness, product and social responsibility.
Indeed, transparency (P2) was increased by avoiding posting “off-topic stuff” (IR8), i.e.
unrelated content. A company is perceived as transparent when its Instagram account is
consistently in line with its offline activities (IR7). Hence, if the company faces issues offline, it
should “stand by the fact” (IR2), i.e. be responsive and take a stand also online, for example
on Instagram. Therefore, transparency is mediated by M/VC on Instagram, in order to lead to
a favourable external corporate reputation among consumers. Since transparency is also
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about openly addressing important and critical issues on the platform, e.g. the company’s fair
and ethical behaviour, it can additionally be mediated through the driver of social
responsibility.
In the next step, the newly introduced driver of engaging content and emotional stories
(EC&ES) is presented. Engaging content refers to posts and actions, which are of interest
and relevance to the consumer. This content needs to be embedded in emotional stories,
which in particular have been found to positively shape individuals’ perceptions of companies
on Instagram throughout the entire data collection. IR4 stated, “I follow the companies on
Instagram in order to identify myself with them, to get a certain kind of attitude towards life
from them […] I always want to draw some emotions out of the pictures”. The inclusion of this
driver within the framework is also supported by the outcome of the Instagram ethnography.
Indeed, 7 out of 10 respondents justified the highly favourable reputation they assigned to the
respective company by referring to engaging and emotional content. Regarding Nike, ER-N3
stated, “consumers love brands with a good story and history, for me personally I love that”.
Also the inclusion of the background stories and experiences of famous athletes as brand
ambassadors was praised, “I like that their […] Instagram presence highlights these amazing
athletes […] Serena Williams can do no wrong!” (ER-N2). Moreover, both Nike and Adidas
were said to provide engaging and highly motivating content, “what they post inspires me to
push myself – beyond what I may feel like I can achieve at the moment” (ER-N2), “Nike posts
are always motivating sometimes when I’m down in motivation” (ER-N4). Referring to Adidas,
ER-A5 wrote, “I think it has a very good reputation […] they inspire me and motivate me”.
Based on the premise that Instagram was frequently defined as an inspirational lifestyle
platform, it was noted that while talking about the drivers of authenticity, distinctiveness and
product, consumers repeatedly expressed their desire to see engaging content and emotional
stories. Therefore, EC&ES has been established as a mediating driver of these three drivers.
It needs to be clarified that by using the term emotional stories in this case the authors do not
refer to the Instagram Stories tool, but in general to emotional narrative content.
In light of the above, authenticity (P4) is mediated by both EC&ES and M/VC. Emotional
stories on Instagram were said to improve authenticity (IR1, IR2, IR3, IR5, FR4). IR1 stated
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that having “real persons’ stories behind” the corporate posts on Instagram “makes it also
credible” and “makes it authentic”. Indeed, the portrayal of athletes’ success stories,
especially of Serena Williams’, as well as showcasing bloggers and normal people, had a
positive impact on consumers’ perceptions (IR2, IR5, IR6, IR7, FR1, FR3). Moreover, IR5,
IR6, IR7 and FR2 regarded the consistency, i.e. relatedness of the posts to the accounts’
main topic of sports, as important for the perception of authenticity.
Distinctiveness (P5) is shown by corporate Instagram posts that make the viewers pause
scrolling for a moment because they are catchy, fresh and up-to-date. A distinct company on
Instagram can convey its unique promise and purpose. While the proposition regarding vision
& leadership (P7) had to be declined due to the missing interest of the respondents in the
portrayal of Nike’s and Adidas’ management on Instagram, they were still really interested in
getting to know more about the corporate vision. The authors of this thesis, however, decided
to not establish a separate new driver called vision, but incorporate this factor into the driver
of distinctiveness, which also aims at presenting the company’s unique promise, i.e. its vision
and values. IR2, IR3 and IR4 were all of the opinion that companies can stand out, i.e. be
distinct, on Instagram by communicating their values. Moreover, emotional content was noted
to stick out on the platform as well (IR1, IR2). FR2 stated that distinct posts are the ones,
which convey emotions – which “give you these goose bumps and ‘wow’ feeling” (FR2). This
is why distinctiveness is mediated by EC&ES. Distinctiveness is also mediated through M/VC
because respondents stated that differentiated content that is consistent with the company’s
core message makes them stop scrolling, since they can immediately relate to it (IR1, IR4).
The driver of product & services (P6) has been renamed into product only, since on Nike’s
and Adidas’ Instagram accounts no specific services were displayed. This driver is mediated
especially by the visual consistency and appeal, since plausibly the products on Instagram
should be presented in a visually appealing way. For example, respondents found the
numerous consistently orange-themed product posts about Adidas’ new tight fabric appealing
(IR2, IR4, IR7, IR8). More importantly, however, respondents did not like companies to plainly
present their products on Instagram, like they would do in their online shop or in
advertisements. They found that companies should embed their products on Instagram into
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daily life and emotional stories (IR2, IR4, IR6, FR2, FR3, FR4, FR5). The companies achieve
that by portraying bloggers or athletes wearing their products, or common people in daily life
or during workout (IR1, IR3, IR4, IR6, IR8, IR10, FR1, FR3, FR4). Engaging content is also
offered by individuals, equipped with products of the company, Adidas in this case, showing
workout routines to be imitated by consumers (FR4). This is why product is mediated through
EC&ES on Instagram.
The proposition regarding social responsibility (P8) was only confirmed with reservations.
Social responsibility, especially on Nike’s Instagram account, is shown through its focus on
diversity and equality by portraying different cultures and body types. Regarding Adidas,
respondents liked the #mygirls initiative, which aims at building communities and empowering
females to do sports. These initiatives are not regarded as controversial, which is why
respondents approved them immediately, for example in the focus group. However, when
talking about social responsibility, respondents on the one hand criticised that both
companies do not show more critical social issues, especially environmental sustainability in
regard of their supply chain activities. All of the respondents were interested in getting to
know more about it. On the other hand, it was also doubted if Instagram was the right channel
to show such critical issues, referring back to the focus on lifestyle and consumers’ quick and
rather careless scrolling behaviour, not wanting to be confronted with content, which upsets
them or requires thinking too hard. Indeed, IR10, FR3 and FR4 stated they used the platform
for entertainment and inspiration and do not want to be confronted with serious or negative
topics repeatedly (IR10, FR3, FR4). Still, the authors of this thesis decided to not exclude
social responsibility as a driver, due to the high interest all respondents expressed towards it,
“it’s very important that companies that have, like, the power to change something, actually do
it” (IR8). FR2 stated, “I think it’s super important to give the brand a soul”, and all other focus
group respondents agreed to that. In fact, they found that if social responsibility is mediated
through M/VC, it might lead to a highly favourable external corporate reputation on Instagram.
IR2 stated that “they need to incorporate [social responsibility] well into their Instagram […],
consistency is important, and they should connect it with the brand and it should fit the
profile”, and IR10 pointed out, ““it should be done in a cool way and still be highly connected
to sports”. Hence, social responsibility and critical topics, such as supply chain activities,
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should be incorporated into Instagram, especially for companies like Nike and Adidas, who
suffered from scandals regarding poor employee treatment by their suppliers in the past.
However, companies need to be aware that they must present CSR initiatives in a highly
intuitive and positive way, which fits their overall message and visual feel of the account, so
that such content will not receive a negative backlash from the consumers’ side.
Finally, the driver of innovation (P9) could not fully be confirmed as particularly relevant for
companies like Nike and Adidas. In the sports and lifestyle apparel industry, innovations were
considered not as relevant as in other, more technology-dominated industries. R1, IR5 and
IR7 stated that they would not even perceive a difference in terms of product innovation, e.g.
a new tight fabric in comparison to others, which is why they do not care much about Nike’s
and Adidas’ innovations. IR5 and IR6 referred to the technology industry, where dramatic
innovations are more common and also expected, e.g. for “smartphones” (IR6). Therefore,
the authors of this thesis decided to exclude innovation from the framework. However, it is
important to keep in mind that when investigating another industry, i.e. tech or automotive, it
might still be a highly important driver of external corporate reputation, also on Instagram.
7.2.

Answering the Research Questions

Based on the findings of this study the research questions can be answered. Firstly, the subquestion is addressed, namely “Which corporate reputation drivers on the Instagram profiles
of Nike and Adidas can be recognized by Instagram users, and how do they lead to a
favourable external corporate reputation of the companies?”.
As outlined in the empirical results in Chapter 6, visibility, transparency, authenticity,
distinctiveness, product, social responsibility as well as the mediating drivers of EC&ES and
M/VC on Instagram were found to positively influence Nike’s and Adidas’ high reputation on
the platform. It could be argued that the Instagram reputation management of the
“nikewomen” account may be one of the reasons for the company’s extraordinary high
number of 7,6 million followers (Instagram “nikewomen”, 2018). In this regard, “adidaswomen”
is trailing behind with only 2,9 million followers (Instagram “adidaswomen”, 2018). However,
according to the latest Global RepTrak® 100 study (Reputation Institute, 2018), Adidas
surpasses Nike in terms of the reputation score, i.e. 76,6 versus 75,0, respectively. This may
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be influenced by Adidas producing more content for the platform, i.e. 2.030 posts, compared
to Nike with only 788 posts up to now (Instagram “nikewomen”, 2018; Instagram
“adidaswomen”, 2018).
It needs to be mentioned that is is generally not the final aim of this study to decide which
company is better in regard to the different drivers, but to derive best practices from the
Instagram reputation management of both companies. While both companies showed pros
and cons in regard to the drivers, in summary respondents considered Nike as doing better
than Adidas in several relevant aspects, especially the mediating drivers of EC&ES and
M/VC. For instance, Nike was highly praised for featuring athletes’ success stories, such as
Serena Williams’, and thereby adding to authenticity and distinctiveness, conveying emotions
and addressing important issues like equality and empowerment. Moreover, in all its activities
on Instagram, Nike always keeps a strong focus on the sports topic. While also Adidas tries
integrating EC&ES, for example by focusing on the individual creativity of special characters
in its #MeetTheCreators campaign, respondents were missing the connection to the sports
topic, which led to criticism of the initiative.
By analysing Nike’s and Adidas’ activities on Instagram, potentially resulting in a favourable
external corporate reputation, it was the aim to also answer the overall research question, i.e.
“Which drivers of external corporate reputation matter most for reputation management on
Instagram, and how are they attained by means of the platform?”. During the data collection it
was perceived that several findings were obtained specifically due to the industry Nike and
Adidas belong to, i.e. athletic and sports lifestyle. For example, while respondents were not
highly interested in the companies’ innovations and leadership, leading to a rejection of the
drivers of innovation and [vision &] leadership, they acknowledged that this might be different
in other areas, such as the tech industry. Indeed, companies like Tesla are quite successful in
featuring their inspiring CEOs on the platform (Bujak, 2017). While findings may not be
generalizable to every kind of company being active on Instagram, the authors of this thesis
believe that recommendations can be enunciated to companies belonging to the apparel and
lifestyle industry, as well as the fashion industry in general. Indeed, both Nike and Adidas are
often counted amongst the fashion / apparel industry as well (Statista, 2017c). As of March
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2016, 98% of companies in the fashion industry operated an Instagram account, which is an
exceptionally high use among industries (Statista, 2016). Among the 98% of fashion brands,
Nike occupies the first rank in terms of followers and Adidas Originals the sixth, next to
brands such as Victoria's Secret, Chanel, H&M and Zara (Statista, 2017c).
The findings of this study helped to answer the overall research question: The corporate
reputation drivers of visibility, transparency, authenticity, distinctiveness, product, social
responsibility as well as the mediating drivers of engaging cntent & emotional stories and
message/visual consistency are assumed to improve the Instagram presence and reputation
of companies active in the apparel, lifestyle and related industries. However, there are
indications that the drivers in other industries may be different and thus have to be
investigated separately. Referring to the second part of the overall research question, these
drivers can be attained by a unique combination of Instagram specific approaches, as
described in Chapter 6.
7.3.

Managerial Implications

As stated in the introduction, this study aims at shedding light on corporate reputation
management on Instagram in order to support managers in this area, comprising also digital
marketing and social media communication. From their experience in consulting various
companies in different industries, E1, E2 and E3 have confirmed that companies still have
troubles in figuring out how to make effective use of Instagram in connecting with consumers.
Bill Gates’ famous quote “Content is king” (1996), can easily be applied to Instagram, with the
difference that not textual but visual content is used to convey messages. The sharing of
unique photos and videos is it what makes this platform so inspiring and attractive to
consumers. The visualization is one of the biggest differentiating factors of Instagram
compared to other online media, like Facebook or Twitter. This requires the recruitment of
marketing individuals with skills that fit the Instagram specific look and feel, i.e. both in
messaging and in visual design. Managers need to make efforts to constantly create
engaging content by new, relevant and appealing imagery. Indeed, posting frequently is
important in order to be visible on the platform and positively perceived by consumers in the
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first place. Prominent hashtags and tagging, or being shared by much-followed Instagram
users, i.e. celebrities or influencers, increases a company’s visibility on Instagram.
Since it might be challenging to continually come up with new content, a thorough event plan,
marking specific days when the company could post something in order to visually comment
on current happenings, might be useful to get fresh ideas with topical relevance to be featured
on the platform. The kind of events managers may want to comment on is dependent on the
values the company wants to convey and the aspects it wants to be associated with. Catchy
and up-to-date content, which shows these corporate values to the outside, increases
distinctiveness. However, it is important that such content is also consistent to what the
overall corporate account’s message is. Thus, managers should never forget to match their
posts both content wise, but also visually. The general visual appeal of corporate accounts
was considered as important; therefore managers should take the consistent use of certain
colour schemes and filters into account. Transparency is essential to make clear at first
glance what the company wants to tell by a post, which also implies that further information is
easily accessible, e.g. through links. The company should be responsive by posting as well as
reacting to users in a timely manner, e.g. answering questions users enter below posts.
Distinctive posts are not only created by featuring engaging content, but also emotional
stories around people. The advantage of portraying people on Instagram was also pointed out
by Zarella (2014), who found that faces and busy settings stand out in particular. Moreover,
emotional stories likewise support authenticity. In line with Vendelø (1998), it was found in this
study that storytelling has the potential to improve corporate reputation building. Managers
should try to convey emotions within their Instagram posts, which is facilitated by portraying
real people and their background stories. Not every brand has the monetary means to
cooperate with Serena Williams and tell her success story. However, also the portrayal of
ordinary people, which can share a special story or convey a certain spirit, can possibly lead
to success. Consumers might even identify with such individuals more easily, which makes
them perceive the content as more authentic.
Another way by which companies could enhance their authenticity is to open up towards their
consumers on Instagram and give them a glimpse behind the corporate curtains. This could
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be facilitated by the use of the Instagram Stories tool, with which companies could film their
daily activities from time to time. For example, they could introduce the people behind the
company, who could talk about things that are of relevance to the consumers. They could
share an emotional story, which connects them to the company or the values the company
wants to convey. In addition, designers could introduce special new items, so people have an
actual story and face to the products, as they are perceived as approachable and establish a
certain, more individual connection with the consumers. All in all, companies on Instagram
should try to manage their accounts more like bloggers do, getting more personal and trying
to establish relationships with their followers. Referring to the findings, it could be assumed
that consumers prefer to have the feeling of following a real, authentic person, instead of a big
corporation.
This leads to another important issue, namely that Instagram posts should not resemble
corporate advertisement. While glossy campaign images might still work on Facebook (E4),
products or services presented on Instagram should be embedded into EC&ES. Referring
back to Elliot (1999), as well as the insights obtained from the empirical study, consumers on
Instagram do not want to buy products, they want to buy the symbolic meaning and lifestyle
associated with these products. Indeed, products need to be promoted the ‘Instagram way’.
Thereby, companies should not put too much focus on every detail the product has to offer,
since there are online shops for this purpose. Instagram was found to be especially suited to
convey inspiration, values and emotions, rather than hard facts and figures. Thus, companies
should place their products into visually stunning settings, or let them be worn by high-profile
brand ambassadors, popular influencers, but also special ordinary people, who could be part
of an aspirational group of consumers.
Young consumers use Instagram more and more as a general source of information.
Therefore, managers should try to be more transparent and inform their consumers about
issues such as social responsibility, since younger people are seemingly quite concerned
about sustainability. On the one hand, companies could choose the easy way and avoid
talking about critical issues, while still showing that they contribute to social welfare in various
ways. On the other hand, companies might also try to address more critical issues, like low-
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cost production in third world countries. In this case, however, they should exercise special
caution and always have the platform’s specifics in mind. It can be recommended to adjust
the content to the mediating drivers of EC&ES and M/VC, in order to fit the platform’s
characteristics. While a stronger information seeking behaviour of Instagram users can be
assumed, their primary motivation might still be entertainment, pass time and the avoidance
of negative emotions (Hennig-Thurau et al., 2004). This is why too controversial topics could
backfire and harm the company’s reputation.
7.4.

Theoretical Implications

Besides managerial implications, this thesis also yields theoretical relevance, since light was
shed on the reputation management of a hitherto quite unexplored platform for companies to
influence consumers’ perceptions and feelings. It was the aim of this research to fill an
existing gap in literature by determining which drivers of a favourable external corporate
reputation are relevant on Instagram.
In general, the highly esteemed reputation management frameworks of Fombrun and van Riel
(2004), Fombrun et al., (2000) and Reputation Institute (2005) have never been applied specifically to reputation formation on a social medium. The outcome of this study, which resulted
in a revised conceptual framework with a newly added driver for the perception of users, implies that reputation on Instagram is generated differently than in an offline environment or on
more text-based social media.
As such, the revised new framework advances the theoretical understanding of how corporate
reputation is built through visuals, e.g. on a platform like Instagram, and helps researchers to
particularly understand consumer reasonings and feelings when presented with visuals. This
study extends upon the work of Liebhart and Bernhardt, 2017, confirming an increasing shift
of communication into the “visual web”. This thesis also elaborated the work of Brown et al.
(2006), who studied reputation management as a process of encoding of corporate information in messages sent out by the organization, as well as the decoding of those messages
by the audiences. Here, the encoding and decoding of visual messages was analysed by
means of Nike’s and Adidas’ corporate Instagram accounts as well as their followers’ perceptions of them.
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8. Limitations and Future Outlook
8.1.

Limitations

One of the most obvious limitations for both the focus group and the individual semistructured interviews is the fact that, although all participants use Instagram on a frequent
basis, not all of them followed both companies’ Instagram profiles, “nikewomen” and “adidaswomen”, from the start. Prior to the research, most followed one of them or other accounts
operated by the companies, e.g. “adidasoriginals” or “nike”. Thus, although they familiarized
themselves with the companies’ recent Instagram activities, they were hardly able to comment on the evolvement of the accounts over a longer period of time.
Although the authors tried to direct the respondents’ reflections about the two research case
companies solely towards Instagram, due to both companies’ high brand awareness and
globally high reputation the interview participants were probably biased by having acquired
their knowledge elsewhere than the Instagram accounts. For instance, other touchpoints such
as the media, or offline shopping experiences, may have already influenced their general
preference for one over the other. In fact, a limitation, specifically observable in the focus
group, was the participants’ commonly high knowledge about the companies. This sometimes
led the discussion off-topic, to issues that were not related to external corporate reputation
drivers or the Instagram accounts in question. Still, the authors valued this excursus, as it facilitated to determine topics of importance and gain additional insights about what drivers may
be relevant, i.e. extending the proposed framework. In general, external corporate reputation
formation solely based on Instagram may thus be better investigated via corporate accounts
that are entirely unknown to the research participants. However, such corporate accounts
may be hard to find on Instagram, or not offer enough content yet, to base the research on.
Thus, the authors of this study decided to forego this option and instead chose well-known,
highly reputable companies that are followed by many Instagram users and offer popular
products. As Nike and Adidas are amongst the most followed companies on Instagram, the
authors assumed to enhance the quality and relevance of this study’s findings by discussing
these two companies when assessing how to reach a favourable external corporate reputation on Instagram.
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In addition, given that Adidas is a German company, home-country bias, in terms of preferring
Adidas over Nike, may have crept in as many of the research participants originated from
Germany. However, insights about the perceptions, attitudes and feelings about the “nikewomen” and “adidaswomen” Instagram accounts were also gained from respondents with
culturally different backgrounds, i.e. Italian or South Korean. On the other hand, the respondents were similar in terms of all being open-minded, liberal, and from privileged societies, and
all were in good physical shape – individuals with other backgrounds or physical conditions
were not included in the research.
Regarding the Instagram ethnography research, an observable limitation clearly was the low
response rate. In fact, some participants stopped responding even after stating they would be
willing to answer some questions. As a result, only 18 of the inquired fifty Instagram users
responded at all, of whom only 10 actually answered the authors’ questions. In addition, the
limited English speaking capability of some participants made it difficult to extract their opinions. In such cases, the authors decided to only include the most relevant and clear statements.
Besides the low response rate of the ethnography research, generalizability is generally limited in semi-structured interviews due to the small scope of responses, as well as the lack of
standardization in the interview process (Saunders et al., 2009, p. 159). This is a substantial
limitation, which was overcome – in line with Saunders et al. (2009) – by asking the “right
questions” and then interpreting the obtained answers in a meaningful way (ibid.).
Another limitation was the lack of scientific research and academic literature about Instagram.
In fact, the authors of this thesis sometimes had to resort to studies conducted in other master
theses, which illustrates the novelty of the platform. At this point, the future of Instagram is yet
to show. Indeed, Instagram is popular especially amongst younger users between the ages of
18 and 24 (Statista, 2018a) and one of the leading social media in terms of active users today
(Statista, 2018b). However, it is difficult to forecast if and how much Instagram will be able to
grow its active user base of currently 813 million, e.g. regarding the world’s largest social medium Facebook, counting 2.2 billion active users (ibid.), or whether Instagram’s peak is soon
to come. As most respondents stated that Instagram was the social medium they mainly
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used, with a growing importance as a key information channel, the authors of this thesis believe in the continuing trend in popularity, and regard it as possible that companies make use
of Instagram as much more than an advertising platform in the future.
8.2.

Future Outlook

Given the limited scope of this thesis, the authors of this study decided to collect qualitative
data from a rather small sample of research participants. In doing so, they focused specifically
on ‘niche’ Instagram accounts, namely “nikewomen” and “adidaswomen”, of the companies of
interest, i.e. Nike and Adidas. Therefore, future research could extend insights on a larger
research population by investigating Nike’s and Adidas’ most popular unisex Instagram accounts, i.e. “nike” and “adidasoriginals”, which reach broader audiences of 77.3 million and
25.8 million, respectively (Instagram “nike”, 2018; Instagram “adidasoriginals”, 2018). Thus,
findings could be more valid, implying what drives external corporate reputation on Instagram
from the viewpoints of both men and women.
Moreover, although geographic factors are said not to influence brand preferences (Dawes,
2012), future research could build on diversity of research participants in terms of cultural
backgrounds and body types. Even though some of the Instagram ethnography research participants were from the US or India, inquiring e.g. African-American or Muslim women may
indeed lead to different results than the study at hand, as they might perceive the companies’
posts differently. This may address the ‘think global, act local’ marketing issue (De Mooij,
2013, p.11), providing insights into if companies are able to run global Instagram profiles
without negative influence on their global external corporate reputation, or whether they
should operate specific profiles appealing to different geographic markets instead, like they do
for instance regarding different sports.
Instagram’s constant innovation in terms of improving existing functions as well as developing
additional tools may open up new aspects to be investigated in future research. Even now,
towards the end of the data collection process, Instagram introduced a number of new tools.
In fact, it is now possible to follow not only other users’ accounts but also hashtags and add
Instagram Stories permanently to one’s profile (Instagram Press, 2017b). The most dramatic
change aspect for companies on Instagram, however, is the global introduction of “Instagram
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Shopping” in March 2018 (Campbell, 2018). By tapping on the shop button of products tagged
within Instagram posts, users are able to access information about the exact product name,
price and other specifications, as well as purchase the respective product right away. Thereby, Instagram could be transformed from a social medium, where users solely find inspiration
and companies only create brand awareness, to an online shopping platform where users
take immediate action and purchase goods directly. This opens whole new opportunities for
companies on Instagram, which calls for further research, for instance, about whether this tool
is actually accepted by users and possibly increases the reputation of companies on Instagram.
In order to improve generalizability, which is generally low in qualitative research through
semi-structured interviews, a more quantitative research approach, such as conducting surveys via questionnaires, could be applied (Saunders et al., 2009, p. 144). This allows collecting a large amount of data from a sizeable population in a more standardized manner, and
identifying possible relationships between variables to produce models of these relationships
(ibid.). Although a larger sample could thereby be assessed, there is a limit to the number of
questions that can be asked to the participants in quantitative research. Still, as surveys are
often applied for testing a theoretical or conceptual framework, this approach could be used in
order to test the accuracy of the conceptual framework that resulted from this study.
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9. Conclusion
As stated in this thesis’ introduction, Instagram is the state of the art in terms of social media,
especially among young users, who comprise the consumers of the future. Since the introduction of ‘Instagram Business’, companies of all sizes have been encouraged to grasp the
unique opportunities this highly visual and fast growing mobile app offers for increasing their
brand awareness, as well as utilizing it as an advertising platform and additional channel for
establishing a favourable external corporate reputation. However, due to the novelty and
uniqueness of this social medium, companies are still struggling with Instagram’s implementation into their social media strategies and the question of how to best integrate the versatile
features Instagram provides.
This study aimed at exploring the emotional appeal and cognitive relevance of corporate Instagram profiles from the consumer perspective in terms of identifying drivers contributing to a
favourable external corporate reputation and how they are applied on Instagram. Findings
show that, in accordance with well-established models in existing literature for traditional media, the drivers of visibility, transparency, authenticity and distinctiveness are highly important
also on Instagram. These aspects, together with the general product presentation, need to be
embedded in engaging content and emotional stories, complying both contentually and visually with the corporate Instagram account, i.e. message/visual consistency.
With regard to corporate social responsibility, one topic stands out and was controversially
reflected by the respondents: critical issues, such as sustainability in the supply chain, are
missing from the communicated content on the platform. On the one hand, this is caused by
the general character of Instagram, being an inspirational lifestyle platform. On the other
hand, it leaves open a gap in the transparency of the companies, which was not well perceived by the respondents.
All in all, given the visual concept of Instagram, different from other, more text-based social
media, companies can use the platform as a unique channel for conveying emotional, relevant stories beyond solely advertising their products and services in order to reach consumers.
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Appendix A: Interview Guideline for Expert Interviews
Introduction
1. Could you please introduce yourself, as well as your field of work and position?
Definition of Corporate Reputation
2. How would you define corporate reputation?
Drivers of External Corporate Reputation
3. What do you think are the drivers of corporate reputation?
Drivers of External Corporate Reputation for Social Media
4. Do you think there is a difference between these drivers regarding the online and the
offline world?
5. Related to Question 4, do you think that the drivers of corporate reputation have
changed in light of social media? If yes, how?
Drivers of External Corporate Reputation for Instagram
6. How relevant is Instagram in corporate reputation management? Why?
7. Can you think of an example of a company being active on Instagram and its effects on
the reputation of that company?
8. Do you think there are drivers of reputation that specifically apply to Instagram?
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Appendix B: Expert Interview Transcriptions
Expert Interview 1: Victor Cassiano – E1
Senior Consultant at Reputation Institute, Copenhagen
13.02.2018
24.01 min
I1: Ok, I think it works. So, could you please first introduce yourself and explain your field of work, your position.
E1: Yeah, which is fitting because you don’t know me (referring to I2). My name is Victor Cassiano, I am originally from Mexico but I have been living here in Denmark for the last seven or so years. I am a manager here in
Reputation Institute, my role is related to leading all the research with our clients. My background is also from
market analysis, competitive analysis; I used to work as a lead analyst for Frost & Sullivan, which is mostly an
ICT, communications analysis company back in Mexico. So I have been around technologies for a long while.
Yah, here we do a lot of work, as you know, around reputation and around the impact of it, what drives it, what
hinders it and also, which, in these case, which channels help drive it, which have more impact and I think that’s
what we are gonna be talking about today.
I1: Mhm, yah, great. So, first of all, what’s your definition of corporate reputation?
E1: Corporate reputation? Yah, that’s a… I’ll have to admit that my own definition is very much influenced or
tainted, if you want to put it in those terms, by the place where we work and what we do. Of course it’s, here we
say it’s this emotional bond people have with either a company, or with a country, a politician even, it’s your first
gut reaction to it… To me, there is another element to it. We talk often about brands and reputation and what’s
the difference between one and the other. To me a brand is the image you, as a company, or as a person, you
try to put out. And reputation is the understanding of the outside towards that, that your are trying to convey. So,
to me that’s the basic definition that we can work on, because otherwise we can get very deep in academic exercises and there is many definitions of both. But I think for practical terms we can agree that it’s something in
the middle. Of course in terms of the things that influence reputation, this understanding from the outside, we
have plenty of things, from the way that companies are doing financially to many other things that we take into
account here, for products, innovation, ethics, citizenship, and so on and so forth.
I1: Yah I think we are mainly interested in the outside-in perspective, so in the consumer perspective…
E1: Yah…
I1: So, like how consumers view a company’s reputation, and our next question would be, what you think are the
drivers of reputation? Of corporate reputation?
E1: Yah…
I2: From the consumer side…
E1: Yes, because I think that’s one of the key defining factors, right. When we are talking about business-tobusiness companies, it’s quite different. In my experience it tends to be a lot more product centric. Of course
nowadays, if you are one piece, one cog, in the middle of a big production before it reaches the end costumer,
you will be less accountable or less scrutinized, not accountable, on citizenship and sustainability initiatives and
all that. But more and more people or companies are requested of that but we are not there yet. When it comes
to business-to-consumer, B2C companies, it’s a lot more a, I don’t have that chart with me and I haven’t updated
it for some time, but it was just like a development chart of what were the main drivers of reputation. Product has
always been the first one but in the last few years, citizenship, and governance, ethics were crawling up, maybe
matching sometimes innovation, some of those things… I would say, those soft elements are a lot more important today to the way a company is understood on the outside, especially in developed markets, and I think
that’s also an important distinction to make. This all, who you are, is mattering more and more opposed to what
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you do. Of course depends on the industry, but even, I was talking about this with one of our clients recently,
why is it important, this was a telco company, Swisscom, why is it important for them, and Rockwool as well,
which do insulation, to make a new branding, they were launching a new branding.
I1: Mhm.
E1: If it’s a product, it’s a thing you touch, it’s a cellphone that you have, why is it important for them to have a
new image out there or to care about their reputation. It’s, the quality and the materials and the price, especially
in construction with Rockwool, are always what is gonna define if purchase or not. But if you, if there is ever any
problem with the quality or the pricing, then you need something to fall back on, you need that goodwill from
people to support you, even if you had a problem with a recall, a product recall, or whatever happened to, for
example Volkswagen. So, I would say, yes, product is number one, and I think it is gonna be for a long time depending on the industry, innovation, but more and more some of those other elements, more soft, are crawling
up, and they will be more and more for the consumer-facing brands.
I1: If you would like term it in adjectives, which like define the quality, which leads to a favorable reputation, so if
you say product, so which adjectives would like describe those products or also like the soft dimensions in order
to lead to a favorable reputation?
E1: Yah, it’s hard to tell I think. It depends on the industry and it also depends on the company. We know for
example, with Novo Nordisk, you probably know Novo Nordisk if you live here, they sell insulin, which is a lifesaving product and that’s, you know, one of the very definitions of what the European payers or those who authorize drugs said to insulin. Of course, quality and effectiveness, those are important, but in this specific case of
Novo Nordisk, pricing has been a big issue. Even Bernie Sanders published a thinking piece I think about Novo
Nordisk and how expensive they were, how people were not able to access these drugs. So it also depends on
the company, I think as well on their own specific situation, they have chosen to be a premium brand, and we
don’t care about “Sorry if you can’t buy our products, there is other insulin out there for less price”. So I could
mention words but I think it’s also important to take into account the context of the specific company and where
they chose to position themselves. I don’t know if that makes sense or if you still want to do this exercise, we can
try, I don’t know…
I2: I mean we already have some in mind that would be, I mean, I think it’s something you have to think about
maybe. I don’t know if you have some on the top of your head, but for me this exercise would be hard to come
up with, but…
E1: I mean…
I2: I don’t know if there is some you…
E1: I think Alina knows what I would say. It’s… A lot of the adjectives are in the attributes that we work with very
often. You mentioned you wanted the softer ones, right?
I1: No, in general. In general, if you… Just don’t think too much on like something specific, just in general, like
which adjectives would you state for a company to be, to get a favorable reputation. Just like, easy…
E1: Yah, quality, price, innovative, I would say, transparent, ethic, probably if we go a little bit into the branding
space, things like modern and, if we are talking about big companies, global, are important. But these are two
different things, one has to do with your positioning and your branding and the other are more objective like fair
pricing, good value for money, so I think those I would mention first. It can relate to products, relate to innovation, related to…
I1: This could also be related to “fair”, fair pricing.
E1: Yeah yeah, I think it covers both, and in this example with Novo Nordisk very much so.
I1: Ok, yah. And so, do you think there is, that these drivers have changed or that there is a difference between
these drivers in an offline world and in an online world? You know companies position themselves more and
more online through social media channels and websites, and do you think these influences these drivers, these
drivers of reputation?
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E1: That’s a big question. I’m not sure I have the answer, but it also depends how you wanna look at it, how big
you wanna go with this type of reflection. We have countries with low Internet penetration, let’s say developing
countries, and developed or emerging versus developed…
I1: No I think we are more interested in developed…
E1: And that also affects that offline versus online…
I1: Yes, that true…
E1: …conversation. Right, in my, it’s my personal view that online habits like shopping are very much linked to
income, and they are very much linked to education. So I would say, whatever is coming for the middle class in
North America, Europe it’s probably …
I1: Middle Europe…
E1: …yah, reflect that, to some extent to the higher tiers in China or in India, so they don’t behave similarly. All
the ways that are offline, I would say that they are whole different conversations, so, maybe we can leave them
out.
I1: I think so, because we would like to base our research only to Central Europe, so I think this won’t be an issue for us.
E1: Yah.
I1: Yah.
E1: Yah, no I think they are merging more and more. I mean what would you consider offline, ads on the street
and newspapers? I guess so.
I1: Yah, no I think just, we thought, with companies on social media of course, they like, you can say they open
up more and there is a lot more communication, conversation between customer and company and maybe this
also changes like the drivers of reputation or other things become more important if you are doing communication online, because you communicate a lot more also…
I2: …and it’s this interactive approach where consumers have a say as well suddenly like for a banner ad on the
streets, consumer don’t… You don’t have that immediate reaction.
I1: Yah, it’s just one side, not two-sided. So maybe this changes what drives reputation, like, you know, how a
company is doing, is presenting itself online could change the drivers of reputation and how a favorable reputation is set up.
E1: Yeah, I think that’s a nice thought. I like that theory. I am not sure I agree. I do acknowledge the nature of
having this conversation and that allows companies to course-correct, if something is really really not the right
language or the right message, or something is mistaken, then you can’t reverse it in social media or online let’s
say.
I1: Exactly, and it travels much faster.
E1: It travels faster. But I also believe the lines are very blurred. And let me give an example I can think of quickly. Again this Swiss company, telco company Swisscom, they are primarily German, Germanic, Germanspeaking, I would say it’s 60 to 70 percent of their clients are from the German-speaking part of Switzerland, and
25 French and then you have 5 from the others, right. So they launched this campaign centrally in German and
they translated to French. So what happened: Some of the translations were not correct, they were fully well
made in terms of what was communicated in French. Of course, they got immediate feedback (negative feedback). People were online all the time and it’s also very rare that a campaign is launched only offline and only
online. Of course there is daily initiatives that can be taken on Instagram, or in Facebook or Twitter. But more
and more companies try to go for coherence and for unified messaging. I did a little analysis, and I will show you,
a few years ago on sustainability and how companies that were leading the Dow Jones sustainability index understood that, how they did it and some of the more successful ones were very coherent. In China it was the
same message as in Mexico or in Colombia, as in Singapore.
I2: Yes.
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E1: So I think it’s less common that you’ll find something on the street that is not being vetted by five filters before being out.
I1: …depending on the culture.
E1: Yeah, of course. Or if it’s an international company, by corporate and legal, and many others.
I1: Of course.
E1: It can happen still, like we did with Swisscom, but if it happens and somebody doesn’t like it, you will get the
feedback immediately and I think that’s probably what social media is allowing, this quick reaction.
I2: Mhm.
E1: But I am not sure that there is, at least the way I see it, that there is an inherent difference in the drivers.
Because people, who see something offline will not just say “Well I saw it offline, so I am not gonna do anything”
versus “Ok, this offends me or I like it online, then I am gonna do something”.
I1: Ok, yah.
I2: So with coherence you don’t only mean like globally for example, but also to be coherent via all channels,
no?
E1: Correct, correct. Yes, there are many examples. One is this “Changing Diabetes” for example from Novo
Nordisk, which is the big thing they launched a few years ago. “We are gonna redefine diabetes”, and what it
means to be a diabetes patient, they call it not a sick person, so just to begin with that definition; and how to fight
it, how to lead a healthy lifestyle with it, and many things. They have a list of items that they need to make sure
they talk in this manner online, offline, Twitter, Instagram, Facebook, Snapchat, so it has to comply with these
branding principles before they put it out. So to me it is, I don’t know if there are different driver offline and
online, I don’t think so.
I1, I2: Ok.
E1: …and it’s a sign of the times too.
I1: Ok. So, ahm, we gonna just ask you the question… What do you think…
I2: Can I ask one other question before?
I1: Sure.
E1: Just get off script.
I2: You just mentioned some of the social media channels, which one do you think has most relevance at the
moment?
E1: This is a question that nobody has the answer to (laughing) and quite strong. What I can show you from
some of the research we have been doing is what you probably know. Facebook has more reach than all of the
others right now, is it more relevant? I mean, how do we start defining relevance? Return on investment? It’s
also you know that secret key, that marketers and people in communications they haven’t been able to really
unlock. How do you define, ok, for each dollar, or euro, or krona, that I put into social media, how much am I
getting back? Or what am I getting back? In theory simple equation, is not clear. You can get, you know, how
many likes am I getting per dollar spent? You could get those things, but how do you transform that into the language that shareholders and the finance people want to know? Dollar by dollar? What’s the impact of this? So, I
don’t know, maybe I am going off, around your question. But I don’t know if there is a clear definition of what’s
most relevant or what’s more important. But if you throw one out, I can give you my opinion.
I1: We did some research and we decided to look into the influence of Instagram.
E1: Yeah.
I1: I don’t know if you can tell us something about it, but we are interested in what your opinion is, maybe also in
your relation with clients, how relevant Instagram is in corporate reputation management and why?
E1: Yah, well, what I can tell you is, it’s interesting, because it’s still early days for analyzing Instagram’s impact
or return on investment, despite it being a huge platform. Companies are still kind of fumbling and stumbling,
and they don’t know how to really measure the money they are putting into it. And I think that’s quite interesting
about doing some research about it. Nobody really knows how to measure what you are getting out of it. What I
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can tell you, I think at least two thirds or three fourth of our customers are just happy with us telling them “Yeah,
so this is what’s going on in, through social media channels”. It shows only a couple in the last year or two years
that are starting to demand “Ok, let’s break it down by Facebook, versus Twitter, versus Instagram”, and these
are teams, branding and coms teams, in large multinational companies. Of course, there is other branches of
those companies that deal with marketing, that are very aware of the metrics, but the return on investment gets
lost in between those areas and finance, and nobody has really defined that, which I think is very interesting.
They are not sure what to do with it yet. So it’s early days.
I1: Ok. Yah, ‘cause I think, maybe a lot of companies are not yet aware that, for example Instagram, it continues
offering new tools and opportunities, for example now with Instagram stories, it’s basically storytelling through an
online channel, through videos. And a lot of companies are maybe not even aware. And, yah, that is also why
we decided to look into that. And especially, so we are not interested in how Instagram drivers sales or something, but we are really interested in how Instagram drivers reputation. And so, our last question would be, I don’t
know if you can tell us something about it, if you think that there are special drivers of reputation that specifically
apply to Instagram, to like this really visual platform? Because for example, Instagram is also really different from
Facebook, it’s less about text and stuff but more about like visuals, and… yeah.
E1: Yeah, no no, I agree, and at least in my point of view, social media has a really special place where you can
tell the stories that are not related to your products. Those drivers that are softer drivers, if you will, they can find
a better place in social media than products or pricing, which is almost a “no, no, ok, we don’t wanna hear about
how much you are charging for this, but we wanna know about your supply chain, is it an ethical product, are
you contributing to society, what’s so special about you, why should I buy your insulin and not these other
guys’?” If we try to go beyond the price, ok, we might be Novo Nordisk, selling a premium insulin, but we are
also coming with this idea or this vision of changing what being a diabetic is, and of course they claim this, but
their larger goal of “finding a cure for diabetes”, that’s a very powerful message, it’s very high rhetoric. And that
finds a place in social media. You cannot really do it this effectively through press releases; you could put it on
the newspaper, but it does not have this cotidianity…
I1: Emotional, or, not this like…
E1: Correct. You can go more into storytelling mode throughout these social media channels. I don’t know it
that’s exclusive to Instagram though, but I can’t imagine a company doing that through offline channels. It’s very
difficult, it’s very expensive and people want to feel they are talking to somebody in social media. That’s also part
of that interaction. People, yes, of course it’s a big corporation, but if it’s managed as a person, if there is somebody behind it, there is some affinity that’s created.

Expert Interview 2: Henrik Strøier – E2
Managing Director at Reputation Institute, Copenhagen
15.02.2018
33.29
I2: I would like for you to maybe, please introduce yourself and your field of work and position.
E2: Yes, right. So, I have been with the Institute for the past 10 years. My background is communication, marketing, brand work. I have worked in brand consultancy, advertising and communications businesses for probably
25 years prior to this and then I got started in this line of business. The position that I hold with the company is
managing director, so I am looking after our operations in the Nordic region, so we are looking after Germany,
we are looking after Sweden, Norway and Finland and obviously Denmark. Yeah, so that’s basically the kind of
work that I do but as a managing director, you know, you are doubling, it’s not like a full time job, you know, you
are also driving client engagement, you know, so I work with clients as an advisor on our projects.
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I2: Ok, thank you. And so, to dive right in, how would you define corporate reputation?
E2: How would I define that? That’s interesting. Well, I guess, you know, the shorthand for reputation in my mind
is basically the amount of goodwill that your company enjoys across stakeholders and usually I look at stakeholders in two different fields. I look at stakeholders as either transactional or relational. So, you know, one part
of the stakeholder landscape would be transactional, so these would be the kind of people, you know, where you
would have some sort of a business relationship, you know, there is an exchange of money, services, products,
and so forth. And the other ones that I referred to as relational are more people, who have an opinion on either
topics that you are part of, or lawmakers, journalists, you know, who can basically impact that goodwill pool by
offering their point of view on something, their perspectives or they can sort of, you know, make a statement on
this and that, you know, and then all of a sudden the sentiment around your company changes, you know, so
this is basically what we look at. So obviously corporate reputation differs in the sense, you know, differs form
that of a brand, in our vernacular, because, you know, you can decide not to have a brand, you can decide not to
brand your organization, but you cannot decide not to have a reputation, there will always be a reputation. So for
us it’s more a matter of manipulation, quote-on-quote, you need to work as, you know, it’s a co-created construct
versus that of a brand, which is more designed, you know, there is more deliberate plans, activities and tools
that would help you drive your brand equity, whereas, you know, the reputation is a little bit more out of hand,
you now, a little bit more given-taken, and in that sense, more collaborative.
I2: Mhm, exactly. So what do you think the drivers of corporate reputation are? Specifically?
E2: Ah, I think there is basically three drivers of reputation or three sources. I am not too sure that these are
drivers, but there is basically, you know, we see, when we talk to people around organizations and their perceptions of organizations, we can distinctly tell whether a person has had direct dealings or interactions with a company versus the ones that have only seen communication or been online or have, you know, been downloading
articles, stuff like that, versus the third group, who have only heard about the company by the buzz in the market, you know, peer persons or that, you know. So there is like three different strands of people, you know. And
usually the amount of goodwill created with the people who have direct interactions is usually stronger or at
least, you know, it’s more polarized. So you have people who really understand the organization and its value
proposition, resonate you know its strategy, it seems to be relevant to that group. So they except and they like
and they support that organization versus people who don’t really, you know, don’t think highly of that organization versus the ones that are, you know, are basing their perceptions on something that they have read, heard,
seen or something like that.
I2: Or what their friends think.
E2: It is a little bit more loose, it’s a little bit more, well you know, like any other company, yah. So when you’re
specifically talking about drivers of reputation, you know, we have this methodology that we call RepTrak®, you
know, where we are trying to identify, you know. And in that sense, our way of looking at drivers is basically seven different dimensions, which I am quite sure that Victor also accounted for, so we have these, you know, is it
basically, you can pool them in three different categories. So, does it have to do with the operational excellence
of your organization or how well do you actually produce your services or your products or how well do you innovate or how strong is the organization seen to be able to solve or dive into complex matters and ideas and so
forth, you know. So that would be the operational excellence. Then we have more or less the CSR part of the
business, so what’s the societal impact that you actually seem to deliver. And then the third one it’s the quality of
the management, you know, underneath that headline you would find something like financial sustainability or
performance and also, you know, this idea around professional leadership, good management and so forth. So,
more or less the triple bottom line, you know, and you can basically assign different parts of a corporate reputation to each one of these bottom lines. So we can see that, if you have smart people, if you are able to attract
talent, it does something good for you as a company or if you’re able to demonstrate transparency or communicating on an open, eye-to-eye level, you know, it does something good for you. If you’re able to make money
while you are actually still providing societal impact, and creating new production, it does something really really
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good to you. So, it’s the interaction of these three bottom lines, you know, which I think is the key driver of reputation. And then, you know, you need to figure out how you best or how you could most effectively operate different channels. So, a key driver that it’s not represented in the seven dimensions is what we refer to as familiarity. The more people know about a company, the better its reputation usually is. Unless, you know, you are talking about companies, who, on a daily basis beeps up, you know, so if you’re talking about plant providers, TDC,
if you’re talking about insurance companies, if you’re talking about Ryanair. These are companies, who basically
have a cost advantage, and they don’t care about their reputation. They know, irrespectably of their reputation,
people will still travel with Ryanair, because they are so cheap. So even though they are alternatives, you know,
the alternatives are seen to be less attractive, because of the value for money element. So I think that’s where
it’s sort of, you know, this idea around familiarity, the better you as an organization are able to, or is able to bring
people to a certain level of understanding, of what we are trying to go, where are we going, why are we doing
this, you know, putting stuff into context, the better the reputation in broad strokes.
I2: So it’s also customers that interact, like, with the company directly that have purchased there, and not only
random…
E2: Absolutely. I think that one of the most effective ways of building brands and reputation is activating your
user base. You know, so people navigate by the people who interact with or buy the products, you know, so you
hear this also in many conversations, this idea around affiliation and part of that group. I’m a very classical
Volkswagen driver, I’m, you know, I usually like that kind of an “Italian wine drinker”, I am like bla bla bla bla. So
that shorthand for “I like everything under that umbrella” and I think, you know, for companies, if you can actually
have people offer quote-on-quote advocacy or endorsement on your behalf, it’s way more powerful than what
you can do yourself. If you get, you know, if you get that sort of conversation going between people who know
one another, it’s just way more effective than what you can do in terms of advertising on television or blogs or
whatever. So, yah.
I2: Ok, so we also asked the question to Victor more spontaneously if you could name some of the drivers, like
nouns or adjectives, like transparent you said or advocacy, do you have some other that would pop up in your
head?
E2: I think there is a subset of adjectives, you know, that we usually see attributed to companies that enjoy a
good reputation. So, it would be something like professional, fair, well-balanced, honest obviously, accessible,
which is also important, you know, that people feel that if they were to ask questions they would get an answer
and, you know, there would be some sort of an inroad into the organization. I think also what we tend to see is
that organizations, who are well reputed are to a large degree driven by a sense of purpose. This idea, there is a
bigger need, there is a bigger picture than just making money, than just making, you know… so if you feel that
this company is driven by a real need or deep felt need to do well, it’s usually, it converts into better reputation.
I2: Ok, good. And now, as there’s a lot of reputation building going on online as well, do you think there’s a difference between the drivers that are offline and online?
E2: Yes and no. I think, you know, what we’re seeing is that there is a, in my mind, a somewhat exacurated attention to reputation and sentiment online these days. Because companies don’t really understand the conversations online and they don’t understand the nature of conversations online. I fully conquer with the viewpoint that
shitstorms can develop extremely fast and they can obviously damage to a large degree your real-life or your inreal-life reputation and support, you know. But what we usually see is that real bad sentiment online rarely spills
over into real-life boycotts or real-life dips in revenues and earnings and so forth. So right now what we see is
that the way people talk about, the way people pass judgments on or partake in conversations that are very
emotional online, seems to be an online phenomenon. You know, in most cases it doesn’t really translate well
into what happens in the supermarket or, having said that, I’m absolutely positive that companies need to understand, and also tapping to why this is happening and they need to be very alert because one does, I think, the
migration from an online conversation to real-life conversations hits the companies way harder than what they’ve
seen in the past, because there’s been this relay, so they haven’t done anything to mitigate, you know anything,
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for a piece of time where they basically just stayed silent on they’re like, you know, it’s gonna die off, we don’t
really, we don’t do Instagram, we don’t do Twitter, we don’t do Facebook, you know. And then, once it jumps,
then it seems that the opportunity to actually close everything down is long gone. You should have done that
way earlier, so this sheer progression of time where it flares up very very easily online and it also dies out very
easily, but if it doesn’t, then I think the known toolbox, that most coms people have, is actually somewhat, it’s not
equipped, it’s basically too late, it’s too little too late and then they’re basically just caught by surprise, and then
you know, shit happens, haha.
I2: Ok, so, well related to that, do you think that the drivers have changed in light of social media for example?
E2: I do. I think one of the key drivers, that has really changed, is that idea around accessibility and receptiveness. This idea that, you know, ten years ago, 15 years ago, I think a smart communication strategy would
sometimes be to basically buckle up and shut up, just brace yourself and then it goes away, because the attention of the news media, yeah something new happens tomorrow, there is an earthquake in Australia, there is bla
bla bla bla bla, attention goes elsewhere. I don’t think that’s, that’s not at all a viable strategy anymore, you
know. So a key driver is your agility, receptability and also readiness to discuss and also to discuss at an eye-toeye level. So this idea that, you know, I tell you stuff and then you have to process it. I think, you know, we need
to be conversation partners in companies, which is a totally different way of seeing yourself. You know, because
people in organizations think, that they can form a formal point of view, or a formal response, or a formal statement. You know, people online do not wait for formal responses. They want a response know, they want to understand that there is a real person, who has a point of view, you know, in their own right. They are not looking
for the shiny, glossy signed off version that has sort of you know been pathed through the communication and
then the CEO had to look at it “yes, this is a good statement”, you know. That’s not how people react. So I think,
that sort of ability to react fast and also to actually think on your feet is a new driver and I think it challenges the
way we organize ourselves, it challenges the way we think about what needs to be done and definitely it challenges the entire organizational structure, where we have this idea that, you know, if the matter is important, only
a subset of people within the organization can talk about this. Everybody else will have to say “Oh, you have to
talk to somebody else”, “No comment”. I don’t think that’s a, that’s not gonna cut it in the future.
I2: Ok, so, related to social media. Which ones do you think are at the moment most important for reputation
management, so to say?
E2: Mhm.
I2: For companies?
E2: Yeah, I think it’s a tough questions essentional, that there are probably two worlds out there. There is the
world where Google and Facebook seems to be walking hand in hand, and then there is the part where Google
and Facebook doesn’t exist. So China, you know, obviously doesn’t even know Facebook. So, fine, so I think
there is definitely two different landscapes out there. When we talk about, you know, something like Twitter,
when we talk about Instagram, Snapchat, the newer versions, the newer generations of social media, I think a lot
of companies are still very green in that field, you know, they don’t really know what it is, they haven’t really figured it out, they have only just landed at Facebook. And they think about Facebook the way that we were thinking about a websites ten years ago, you put stuff on Facebook. So I think, you know, that’s where this agility,
nimbleness is being challenged, because they still have a team that goes and posts stuff on Facebook, and
that’s not how people interact and that’s not what people are expecting (snapping his fingers). It’s this and that,
you know, I think Twitter, Instagram, Snapchat and all of these medias will become more and more important. I
don’t think a lot of companies have figured out how to use it. Also, I am sensing that there is a little bit of this,
you know, people are sort of dipping there toes a little bit, but they are also a little bit reluctant, because after a
very long period of deliberation, a lot of marketing money shifted over from traditional media into online media.
And a lot of companies are not really seeing the effectiveness coming out of the investments online, so they are
very disappointed with, you know, “we can’t drive campaigns with the same effectiveness as we used to do on
television”, you know, so “we are not getting the return on our Facebook investments”, “we are not getting our
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return”. So right now it seems a little bit like, you know, because they haven’t figured out the first generation,
they are even more reluctant to try out the second, which makes no sense. Because, you know, you beeped up
here, and now you can’t beep up here too, you know, it’s not like companies are gonna wait until the third generation, you either stay relevant or you don’t. But I sense, you know, that there is this “yeah, yeah, yeah…” because people are as old as I am and they are like “well, you know, this social media, yeah, it’s not really that
important, television is still the shit…” And yah, I think they will get a shock on that one. Sudden awakening.
I2: Good, so, as you already mentioned, Instagram is where we found a gap. As you said many companies are
not too familiar with it as well, yet. So, how do you think, how important is Instagram in specific for reputation
management?
E2: I think that’s probably where most companies struggle, you know. Because I still hear, to most people Instagram is where you post pictures, you know. And for that reason, you know, I don’t think that they really understand what’s going on. Also, I think that there is a preconception or there is this misunderstanding that Instagram
is basically something that, you know, young people do. And there is definitely this limitation of verbalizing, that
is difficult for companies, you know. Companies are full of words. And they feel that this media falls short of, you
know, all of the comfort zone. Yeah, we have these values, we are like this and this and this is our point of view
on that and that, very wordy, very long, sort of winded explanations around this and that and that and that and
that. And that’s not where Instagram has its strength. So I think a lot of companies, unless you are talking fashion, unless you are talking cooking, unless you are talking something really really sort of sensory, tactile, most
companies have a lot of troubles figuring out what to do with that.
I2: Mhm, yah. As it is more visual as well, so yeah. So do you think that there is a specific different driver for that
than on Facebook for example?
E2: I think a little bit yes. And I think, you know, it goes together with, so this is something that you asked just
five minutes ago, and maybe I didn’t think about it. But one of the things that I think, you know, is important if you
wanna stay relevant, is this idea around freshness. You sort of, you know, you’re out there all the time and I
think this is also counterintuitive to most companies, you know. There is this idea around consistency and, you
know, “we don’t do mistakes” and “we have to really think hard in advance of doing this and this”, you know,
there is this “let’s think this through”, “what could happen”, “what’s the risks” and bla bla bla. I think, you know, a
lot of the new media and a lot of the sensation, a lot of the enthusiasm in this media is also about, you know, has
that popcorn sort of feeling (snapping his fingers – short lived and fast paced), it’s like this and this and this and
this. And I think, you know, people also forget what they just saw and also if you actually post something, which
is not totally on your brand space or on your strategy, I think the level of forgiveness is way way way way bigger
then what it is if you see a print ad or a TV scene that is like, “I cant really recognize Nike in this ad”, you know,
“that’s so not Nike”, it’s so much more, what do I know… Whereas I think, you know, Instagram and then a lot of
the new medias is basically (snapping his fingers), it’s about being there for two seconds, and then you are out,
and then the attention moves on, so I think if you shut up, you miss out, and you rather be there and then do
something which is a little bit “hm, I don’t get that”, “that’s weird”, and then people move on, you know. Obviously
we’ve been trained for so many years in marketing schools and college, in universities, you know, that you
shouldn’t be putting something out there that would confuse people. I think actually that this driver of future reputation on social media is simply “be there”, so, yeah, momentum.
I2: Visibility, basically.
E2: Yeah, visibility, but also this idea of, you know, stopping people. You know, in their paths, so they…
I2: Really like getting their, grabbing their attention.
E2: Yeah, so I think this idea that you need to be, I am not talking about only provocative. But there has to be
some sort of a stopping power yeah? So back in the days we talked about sticky links or we talked about something that something would have people wonder a little bit or re-tweet or re-link or whatever. I think, still Instagram is like, you know, so what’s the point of posting something on Instagram? If it doesn’t sort of, you know,
stop people for two seconds and say “ah, that’s, hm, interesting”.
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I2: Yah.
E2: “Hm, funny”, and then they forget about it, you know. But for two seconds you had something, which I think
would sort of, you know, grip into the cob of reputation building and brand building.
I2: Yah, that’s also like the same with viral, if something goes viral, so to say, it’s also mostly things that emotionally, maybe a tag, but also a very funny, for example, or provocative thing.
E2: Exactly.
I2: Otherwise it’s just forgotten basically.
E2: And I think, you know, what we’ve seen is that at least the research on brands seems to be suggesting that,
you know, our understanding of a brand is a little bit more plastic or a little bit more fluid than what it used to be.
You know, where it was all about, you know, we had these brand guides, you know, “we can only use these
colors”, “we can only use this font”, “we can only use this set of words”, and bla bla bla bla. That’s not how it’s
done anymore. And I think this idea around being a little bit more playful is probably a key driver that we are only
just seeing in sort of, you know, the emerging need for that, which is also, you know, every company is so god
damn serious about themselves, and I think, you know, we need to lighten up a little bit.
I2: Yah, I think that still maybe they’re afraid to make mistakes, because still I mean, you can just take a screenshot and it will be there forever.
E2: Yeah, I think that’s it.
I2: So even if you make a mistake, it’s, and you delete the picture, it still will be there. So, yah…
E2: Can I just, I need to text a client two seconds that I will be five, ten minutes late.
I2: Sure! No, we are almost done.
E2: Yes yes, but I will just send him one, you know. Just because I talk a lot.
I2: No, that’s good, it’s very insightful. And it’s interesting because we talked about many of the things also with
Victor. So, about the person behind the…, that that’s very important, that’s what people want to see. I think that
already, yah, helps us a lot to know how to extend our model so to say. So but the last question is basically only,
if you’re familiar with it, maybe if you could think of a company that is using Instagram very well, or…
E2: Yeah, it’s actually a company I am very impressed with. It’s not a big brand and its not one of these multimillion, you know, but I think a small company that has build a great brand and a great reputation on top of Instagram is the company that sells and manufactures Finn Juhl designer furniture in this market. You know, Finn
Juhl is one of the, sort of iconic architects and designers out of the sixties here. So this company called Hansen
& Sorenson, you know hired a young girl some years ago and she basically… So obviously they’re on Facebook
and didn’t really do anything for these guys, and I think within a very very short time frame, she has created a
pool of followers on Instagram, which is like, you know, 10-15.000 people who basically... And they’re all very
visual, it’s all about, you know, furniture design and she’s like, you know, every, because I get the feed, because
I pushed one of them, I thought “oh that’s a very great, great sofa”. And I actually think she’s doing really really
well, so I called them one time and said, you know, “who’s doing this?”, and this was like, you know, I think she
was mid, early twenties, you know, or mid twenties. And the guys that actually have the company, who are like
old geezers like myself, they were like very very doubtful when they hired her and they were like “yeah, I don’t
really believe that”, but they really taken on to this and they’re like “this is great” and they can see that they can
actually invite those people in, you know, for gallery days and all sorts of stuff. I think that’s actually a very nice
case story for smaller companies, who have figured out how to talk in a modern, contemporary way through a
media where a lot of companies don’t know what to do. And to me it’s a bit of a success story that they have
been able to cut through. They would not have the money to do expensive TV scenes, they would not have the
money to do this and that and that and that. And they have actually figured out, you know they’ve, quote-onquote, cracked the code, which I think is really interesting.
I2: Good. So, do you have like a specific factor what worked on Instagram and not on Facebook for example?
E2: No, but I think this idea that, you know, it’s a little bit unfair, but on the other hand it’s this idea around understanding a visual, creating a visual language more or less and be able to express yourself via that. So this idea
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that people look at the phones, they look at Instagram and say “Oh, there is, like…”, and then they move on. And
you know this idea that if you’re trying to pin too much into a picture, it gets, it’s not really there, there’s no magic. So I think they found this sweet spot of this piece of furniture, nothing really offered beyond that, it looks
great, you know. And people are like “whoo, cool!” So in that sense I think they figured out how to talk to an audience, who are interested in that kind of a topic, and they know extremely well how to, how to also toy around
with the visual treatment. Sometimes they do black-and-white, sometimes they do very colorful shots, sometimes
they do a piece of whatever, a table, you know, sitting in the snow, something like that and you’re like “aah, interesting, it’s a great table”. So there is always this stopping power, which I think is good.
I2: Mhm, and playfulness. Yah, and also maybe the simplicity, because you don’t want to read so much. I think
it’s maybe more today about scrolling through because we are all so overloaded with information.
E2: Yah, I think you’re absolutely right. We are trying to sort of cut back on clutter, so everyday you are getting to
work, you open your Outlook and then there is like, you know, these 50 emails that you need to read. And a lot
of them are like just “aah, Jesus Christ”, they are demanding too much attention. So also I am thinking, you
know, sometimes it’s just really really nice when there is basically, there is one task, you look at something and
you make up your mind. You don’t have to sort of formulate a response, you don’t have to sort of interact, you
don’t have to do anything, you just look at it and say “yeah, I like it”, “I don’t like it”. You know what, it’s in that
sense, it’s very also fresh. So, I think it’s a lot to be done.
I2: Yeah, no very good. Thank you, so far I think that’s it for our questions. And I think it was very insightful and I
think we can stop here as well.

Expert Interview 3: Nicla Bartoli – E3
16.02.2018,
22.16 min
I1: Ok, so we can just start and I would ask you to shortly introduce yourself as well as your field of work and
your position, and what are you doing at the moment?
E3: Of course. So first of all I wanted to tell you, Alina, that you wrote, when you write Nicla Bartoli and then my
titles, I am the co-founder of Media & Co. Miami, I am going to write you that.
I1: Ok, great. Ok.
E3: Yes. So, let me introduce myself, as you well know I worked as EMEA Marketing Coordinator for Reputation
Institute for more than 3 years and after that I became part of Media & Co., which is an Italian company that
works for, you know, as a publishing company, but also for some sorts of digital, online and offline communication. And I am in charge of international business development.
I1: Mhm, mhm.
E3: So we created a branch called Media & Co. Miami since we moved here. In terms of my current clients, I
work with, or for different ones and I work for corporate reputation, digital PR, but also social media communication and influencer marketing. So that’s, you know, I think I can provide you some insights hopefully that relate to
corporate reputation but also social media.
I1: Ok, yah. That’s great, that’s perfect. So, ahm, to the second question then, what’s your personal, or how
would you define corporate reputation?
E3: Well, for me, and I come from the Reputation Institute school, so it is how different stakeholders perceive
your company.
I1: Yah.
E3: So you need to first identify your stakeholders, which can be normal people, general public or also, you
know, industry stakeholders or governments and so forth. And then you need to understand how they perceive
you.
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I1: Mhm, mhm. Ok, yes. And now, what do you think are the drivers of corporate reputation? Like, lets say in
terms of adjectives, which adjectives does a company need to have in order to be perceived to have a good
reputation?
E3: Well, again, coming from Reputation Institute, I would focus on the seven dimensions of corporate reputation. So you need to identify first of all which dimensions are the most important for your stakeholders and just
for, you know, everyone’s sake I am going to repeat them. So you have your product and services, then you
have your innovation, you have the workplace and your employees, you have the governance and the citizenship, so how you become a good citizen and a good corporation in your markets. And then you need to focus
also on the leaderships, so your CCO or CEO and your top management, and also slightly about the performances, so how good is perceived your company and in terms of, you know, revenues and how important it is in
that field.
I1: Mhm, so, but if you would not think in terms of the framework from Reputation Institute, because this, like, is
much from an inside-out perspective, from an organization perspective. But we are like more interested in the
consumer perspective.
E3: Of course.
I1: So of course it’s related, but still we like just in broad terms, if you as a consumer, not thinking about the
leadership or the workplace of an organization, but like which adjectives would be important for you, if you see, if
you view a company, in order to, like, form a good perception about it?
E3: Right. So, a good company should be a fair one, it should care, take care about its employees in terms not
only about, you know, salary, but also benefits or how much employees create the company as a whole, so decision-making vice, career paths and so on. Or its structure, so if it’s well organized or not, and what is the longterm plan for that company. So let’s say that if I am a normal citizen and I am looking at a company that, you
know, I can either go to work with or for, or I want to invest in and so forth, I want to see if this company is going
to last for long, and how is going to evolve and innovate itself.
I1: So this could relate to like consistency for example.
E3: Yes.
I1: Ok. Yah, ok, and do you think that there is a difference between these drivers regarding online and offline?
So, do you think these drivers may have changed now, like other things became more important because companies are online, are always there, are on social media, always interacting with their consumers. Do you think
these drivers might have changed?
E3: Well what I think is that the, you know, the basic values that we think of a company when thinking about their
reputation didn’t necessarily change.
I1: Ok.
E3: What I think is that a company should change the way it communicates towards the consumers and customers. And then, so in my opinion the first thing companies should do is to divide and decide which type of communication suits best in an online world and suits best the offline world. So it is a matter of identifying how you
want to promote which message and where. And also in the online there are so many ways, so for example, as
you well know, promoting a message on your corporate website is completely different than promoting a message on Instagram. So you really need to also segment within the online world and the offline world every type of
channel you want to use.
I1: Yes. Mhm, that’s interesting. That leads me directly to the next question, which is: What do you think how
relevant is Instagram in corporate reputation management and why?
E3: I think you skipped one other question.
I1: Oh yes, no, it’s like, it was like inside the other question… If you think the drivers have changed because
companies are on social media.
E3: Mhm. Can I a little add something then?
I1: Yeah, of course, of course.
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E3: I think social media work way best for B2C companies, of course.
I1: Ok.
E3: B2B, they have a type of stakeholder, that doesn’t necessarily look into social media, let’s say that I am a
B2B, so I am within the industrial field or pharma field or any field. So I wouldn’t suggest, as also an influencer
and social marketing expert, that this company should necessarily push a lot of efforts towards social media.
What I would suggest is that, if they want to go online, that’s perfect, but they might have to choose a different
social media for example a LinkedIn one or their corporate website or digital PR.
I1: Ok, so you would say social media is like more relevant for B2C companies, which seems like reasonable.
E3: Exactly, B2C.
I1: And, now back to the drivers, so, would you, maybe does something come to your mind, if the drivers of reputation changed because of social media? Or are there new things, could there be new things important in the
development of a good reputation?
E3: I would think that every social media has its own specifics. So if we take a look at the top three that come to
mind in my opinion when, you know, its words and message, so I am going to leave out YouTube for example or
Snapchat. I am going to focus on LinkedIn, Facebook and Instagram. In my opinion, LinkedIn works best for B2B
and mostly, so the drivers there, a company should promote mostly who they are, what they do, there employees, there corporate activities, their CSR maybe. While, if you go into Facebook, which Facebook allows you the
possibility to implement an article or redirect the people on a certain page of your corporate website, what you
wanna do is to make sure that you promote a message that leads to some other resource. While on Instagram
is, I would say, mostly promoting your products.
I1: Ok. Yes.
E3: So, I would say this.
I1: Ok, because Instagram, like, it’s more, a lot more visual of course than Facebook…
E3: Exactly.
I1: So you think it can, like, you can show products maybe. Would you say it’s a rather, would you say Instagram
is more like emotional or more like cognitive?
E3: Well, what I would say is that, let’s say Instagram right now and again, I am working with a lot of companies
in any type of industry but mostly B2C. So I am focusing on fashion and beauty and travel. What they are really
looking for is to step up the game when it comes to Instagram. Because now it is the social media of the moment
and what they are actually going to do in Instagram is mostly to promote their products, more than their values,
corporate wise. And they are doing so by first creating a content that is, you know, good looking, as you said,
Instagram is really about images and the quality of the images and the content. But the first things I am facing
with companies is how to create content marketing that is relevant for this social media. And second of all, what
they’re really doing is to find ambassadors on Instagram and in this case, most of them are influencers. So Instagram is relevant when it comes to corporate reputation for sure, but mostly towards consumers.
I1: And, just to summarize, you said like, the attractiveness of the profile is, maybe could be a driver of reputation, but also like in terms of ambassadors, what could it be in terms of ambassadors, maybe the trustfulness or
how authentic the ambassador is?
E3: Exactly. So what I say all the time is that, on Instagram, if the company wants to pursue an influencer marketing activity, it’s just because you don’t want to promote a product and that’s it. So what you want to do is of
course increase your corporate reputation but mostly increase the go-to-store, the go-to-commerce of your
products. But you don’t want to use is as another type of advertising, like you can see that on television or in a
magazine. What you wanna do is through influencers or through ambassadors, you want to have your product
perceived as something that is really worth buying, because the influencer or the ambassador is someone that
knows your industry well, so lets say that if you’re a fashion brand, you’re going to pick mostly influencers that
speak to your target, so, and they know about fashion. And if you want to promote your products, you want them
to be your ambassador and say “Hey, above all the other brands, actually, this company is doing something that
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is really, you know, qualitative or it has a good pricing” or whatever you want to advertise. So it’s a sort of keep
authenticity, yes, but mostly about products.
I1: Ok. Hmm.
E3: Another thing related to question 6, I think, when I think of an example of a campaign being active on Instagram, another thing that Instagram is used for, is when you want to innovate the perception of the company.
I1: Ok, which is also reputation, because perception is somehow the reputation, so…
E3: Exactly.
I1: …you think Instagram can be used to innovate a company’s perception and reputation?
E3: For sure, for sure. So every company that is deciding to allocate more and more budget and efforts towards
online communication, social media communication and, you know, choosing Instagram, they can actually
change the perception of the company maybe from a more traditional standpoint to some, something that is
more, not only innovative, but also the way of communicating in Instagram is completely different than a normal
press release.
I1: Of course.
E3: So let’s say that a company goes on Instagram, they need to change first the way they craft their message,
the way they craft their content marketing on Instagram, so in this way they can have effects for sure when it
comes to have another kind of voice, another way to dealing with, you know, engaging with consumers and another way to be perceived as, you know, younger or fresh or something like that. So yes, definitely can change
the perception. Let’s say, Louis Vuitton and Supreme and all the other campaigns that went out, so, you know, if
you ask my grandmother or any other person above 40, Louis Vuitton is considered for them, is perceived from
them, you know, quite a traditional fashion brand.
I1: Yes.
E3: Its not innovative. But you know, when Louis Vuitton or the Gucci itself, someone that is being in the business for many many years, go on Instagram or create partnerships on Instagram, or use influencers, or disruptors on Instagram, they are perceived by another type of target, which is going to be, you know, the consumers
of the next future as, you know, more and more young, younger, or fresher.
I1: Yeah, and that’s also the target group, its another one, because Facebook for example has, like the target
group is getting older, but in terms of Instagram, the target group is still younger and…
E3: Exactly.
I1: Yah, yah, yah. So, you think another characteristic of a company doing advertising on Instagram should also
be like, to be innovative and at the pulse of the time, so to say?
E3: Yes, so what I am saying is that, when I talk with a lot of companies, what they are doing is that, they have
their core consumers already, right? And usually, when you are talking about brands and companies that have a
product that is quite expensive, right now, their consumers have a certain age. But, a company needs to look
into 5 five years from now, 10 years from now, what are going to be their consumers of the future. And in this
way they need to find the channels where these young people go to and trust, you know, and the ambassadors
they trust most. And in this way Instagram is becoming the channel for excellence, because you have, as we
said, a target that is way younger than the Facebook one or the LinkedIn one. It’s completely different segments.
So a company that goes on Instagram is actually trying to find their next future consumers. But they need to
create the environment in order to be successful. You cannot implement the same type of communicating your
message that you already use on your corporate website or LinkedIn. You cannot use the same crafted message or the same way to communicate on a social media like Instagram. You need to reshape your content into
a different type of, you know, in terms of words and also the use of images, for example. So I often say “hey,
listen, in your bio or in your description, like you need to use some images or some hashtags”, something that
they really onboard on.
I1: Yah, yah, yah.
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E3: So it needs to be a shift of strategy and most of the time, companies don’t really fully understand the potential.
I1: Mhm. Yah. Exactly, because you, of course, know about the new feature now, the Instagram Stories. Do you
think companies can also use Instagram Stories to change the perception of their target group and what do you
think in which ways and what would be important, like which characteristics a company should have in order to
do that successfully? Because of course the Stories open up a lot more, like, if you do a video in your office for
example?
E3: Sure. Sure. So there are pros and cons for the Stories. The first thing to say is that, as any other user, what
users are using the stories for. It’s just even if you are a celebrity and you post on Instagram a normal post, you
want your followers to look at your routine, at your daily life or what really happens around you, right? So if I am
a follower of Beyoncé or someone else, some other influencers, looking at their story, I feel like I’m a little bit
closer to them. The companies, if they understand this, they can actually leverage it and say, “ok, behind the
scenes“ or “let met introduce you to who we are exactly and what we do, daily” and they can actually use the
Stories and leverage their workplaces, if they are doing an event, some initiatives and everything. The bad side
of doing Stories is that, as you know, they last only 24 hours. That’s really tricky to have companies think on a
time frame that is so short. So let’s say that they really implement Instagram Stories as, you know, an evolution
of how to use Instagram. So, they need to have first someone that takes those stories or someone that finds the
Stories. Because it doesn’t have to be boring, if you want to do it, it needs to be something it’s worth talking
about. But than, you know, it’s an effort that is going to last so short in time. It’s really tricky to get them to understand that first they need to have a follower base that is strong, passionate and engaged. And in order to do so,
so the step that, just to summarize, because really, I am working with a lot of companies... The first step is to
create an account that’s, you know, has stories within it. So good content, good quality of the image, open questions, showcasing different things and not just still lifes, you want really to step off the game there. Once you do
that, you need to be proactive and maybe find ambassadors and influencers that help you driving, you know,
followers and users towards your Instagram page, but also towards something else, which can be going to the
store or going to the commerce or do some sort of action, right? The third thing, once everything is in place, is
really to go from good to great, and start doing maybe Instagram Stories. But you need first to have a fair
amount of followers, because if not it’s going to be seen the story by only 5 people. And second of all, they need
to be engaged, but the stories, if, you know, if you have all these things in place, you can actually use Stories
also to make, to have your stakeholders, your consumers being decision makers. Let’s say for example, you
know the different questionnaires, the questionnaires that influencers are using, like “Should I wear this jacket or
the other one?”, yes, no, and you can vote. Actually, this is a futuristic idea or something that is really really difficult for companies to do. But in a perfect world, and in a perfect digitalized world, if a company isn’t sure about,
you know, something, let’s say capsule collections, titles or colors or whatever, they can actually ask the consumers beforehand.
I1: It’s like immediately and it’s such a new way of interaction, it’s like, I ask now, I get the answer in a minute, or
in two seconds.
E3: Exactly.
I1: Yah, that’s the real revolution.
E3: But this can be really how it can be the future for companies. So let’s say that instead of spending, and again
this works mostly for B2C companies, right? But let’s say that Zara or a beauty company, L’Oréal, is coming up
with a new collection, in one year from now, and you know, it’s unsure about two shades or red, or two other
things of the collection or something like that, they can actually save money and time by asking directly the consumer, what they would like to purchase.
I1: Yah.
E3: …instead of, you know, trying.
I1: Yah, ok, I think you have already given me really nice insights to build our model.
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E3: Thank you.

Expert Interview 4: Carolin Kaymak – E4
Senior PR Manager Highstreet Fashion, K-MB Agentur für Markenkommunikation
21.02.2018
16.08
Interview Summary translated from German into English:
• Carolin Kaymak
• K-MB, Senior PR Manager
• Accounts: Amazon Fashion, Watercult
• PR-support, influencer relations, campaign management, press events etc.
• Corporate reputation as the perception consumers form about an organization from the outside, image
perspective
• What are the drivers of corporate reputation?
It depends on the area of activity of the company. But in general, the appearance towards the outside is
really important, all the channels the company serves, both the own corporate website, brochures, billboards and posters, hence, all the means by which a company presents itself. These have to fit the
brand and need to be consistent, because this is what the consumer perceives most.
Another important aspect are brand ambassadors, testimonials or spokespersons of a brand, i.e. who
communicates with the consumers (can be internal, like CEO or a spokesperson, but also external, like
testimonials or campaign models etc.).
• Are the drivers of corporate reputation different in the online world?
A really important factor that comes along with a company being online is authenticity. In the past people
liked companies, which implemented huge campaigns with beautiful models, where everything look
looked shiny and perfect. However today, honest and authentic companies are sometimes even more
popular and esteemed by the public. This authenticity can of course be represented even better through
social media and specifically Instagram.
• Social media and 24/7 presence of the company – what do companies need to be more aware and what
are specific drivers of reputation in social media?
Transparency and authenticity are most important. People, who follow companies on the different channels, want to see the true self of the company. They don’t want the company to hide behind messages,
they want to see how the company really is, which people work there and how does it look behind the
scenes. This requires a completely different approach from companies. They should not put their focus
on building a glossy image, but on honest, transparent and authentic communication. They should not
just launch big campaigns, and hide behind those campaigns, but they should also offer information from
the daily life of the company.
• Example of daily life information of a company
BVG, Berlin public transport operator; they had a really conservative image, it was a really conservative
company. They were always considered as rather tough and stuffy. But since they are on social media,
they do a lot on Instagram, Facebook and Twitter, with a younger social media agency, they completely
changed their image. They are authentic and funny, they don’t take themselves too seriously and for examples make jokes about a traffic route that is always delayed etc. I think the have almost 50.000 followers on Instagram and even more on Facebook. Through social media, they have really managed to
give the company a completely new image, which is perceived by the customers.
• What are the most relevant social media for companies at the moment?
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•

•

•

•

It depends on the company. Especially in the area of fashion I would say Instagram is the most important, because there it’s also about seeing the products on real life people, whom costumers can identify themselves with, and not only see the clothing in big campaigns. If it is a company that needs to
share a lot of information about the products and explain a lot, Facebook is probably more suitable. Instagram is more about inspiration and that you can see what companies offer and how that looks on
other people. If I need to share a lot of detailed information, Facebook is the social media to go with.
Is Instagram more emotional or more cognitive?
Definitely emotional; Instagram is a lot more about emotions than Facebook. It is about addressing the
people. Instagram is about interaction; users should interact with the company, like the company’s posts,
maybe also share them and thereby find inspiration for themselves.
Is Instagram relevant for reputation management?
A company can definitely improve its reputation through Instagram. Referring back to the example with
the BVG, they definitely improved their image through Instagram. This also applies to fashion companies, where Instagram is really important for reputation management. A fashion company, which is not
active on Instagram nowadays, is hardly going to be perceived by the target groups. Maybe it still works
if a company has a target group above 40 or 50 years old, which does not at all address younger consumers. But especially if a company wants to communicate with younger consumers, Instagram is essential. Thereby, the right influencers and testimonials are important, which represent the brand. I think
especially for fashion companies and in the lifestyle section, this is imperative.
Instagram Stories tool: Can you name an example of a company that successfully uses this tool and do
you think that there are again implications on corporate reputation building?
Stories definitely have an impact on corporate reputation building, because they are an even more authentic mean than normal posts on Instagram. But you need a lot of content for these Stories. And I think
companies also need to pay attention not to overwhelm the customers by their stories. As a company, I
wouldn’t like post 15 stories every day. It is better to post highlights, maybe when there is a press event
or a launch or something interesting, where only a small group of persons can take part, the company
can make it accessible to customers by Instagram Stories.
Comparing Facebook and Instagram: What is even more important on Instagram, compared to Facebook?
The visual part, the attractiveness and quality of the pictures, is important on both platforms. On Facebook, normal campaign pictures, which are shot with models, still work. However on Instagram, consumers prefer to see real people, people they can identify with. We notice that also with our clients;
things that come directly from the company, like campaign or look-book pictures, don’t perform that well
on Instagram. On Instagram, mood pictures or pictures of influencers presenting the products work way
better. I believe that on Instagram, also compared to Facebook, authenticity is even more important.

150

Appendix C: Latest Posts on “nikewomen” at the Time of Data Collection

(Instagram “nikewomen”, 2018)
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Appendix D: Latest Posts on “adidaswomen” at the Time of Data Collection

(Instagram “adidaswomen”, 2018)
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Appendix E: Interview Guideline for Semi-Structured and Focus Group Interviews
Introduction
• What is your name?
• Where are you from and what is your current residence?
• How old are you?
• What is your occupation?
Instagram Behaviour
• How does your Instagram behaviour look like?
• Do you like, comment or share (photos, videos, Stories) a lot or use the platform rather
passively only?
• Do you also follow companies, i.e. interact with content from companies?
Nike and Adidas
Short introductioE3: sportswear, streetwear and sport lifestyle fashion
Spend 5 to 10 minutes to let respondents become familiar with the companies’ latest posts on
“nikewomen” and “adidaswomen” on laptops/phones
Drivers of External Corporate Instagram Reputation
(1)
•
•
•

Visibility
Do you think the company is visible on Instagram? Why/why not?
How present do you find the company on Instagram? Why?
How familiar are you with the company? How come? Does Instagram increase your familiarity? Why/why not?
• Do you think the company posts frequently enough on Instagram? Why/why not?
• How frequently do you notice stories the company uploads? Do you watch them? Do you
like that they do that? Would you wish more of it?
• How important is the visibility of a company on Instagram? And is it feasible to convey it
via the platform?
To what extent does the visibility of the company influence your perception and feeling towards it?
Which company do you find more appealing because of that?
(2) Transparency
• Do you perceive the company transparent and open about itself on Instagram (e.g., does it
disclose a lot of information about itself proactively)? Why/why not?
• Does the company answer questions of the consumers on Instagram? Does the company
do so in a timely manner? Is that important to you? Why/why not?
• Do you think the company provides information about its ethical or fair behaviour and initiatives on Instagram? Is that important to you? Why/why not?
• How difficult or easy is it to find out more about an issue at hand and access related content? Is it clear and transparent what the company wants to tell you?
• How important is the transparency of a company on Instagram to you? And is it feasible to
convey it via the platform?

153

To what extent does the transparency of the company influence your feeling towards it? Which
company do you find more appealing because of that?
(3)
•
•
•

Consistency
Is the company’s Instagram feed consistent for you? Why/why not?
What features of the profile do you think contribute to the profile’s consistency?
Do you think the company is consistent in its actions and communications (e.g. are the
company’s messages in line with its claims and values)? Why/why not?
• Does the company also present itself visually coherent on Instagram? Why/why not?
• Can you easily identify the company based on its posts or Instagram profile? Why/why
not?
• How important is the consistency of a company on Instagram? And is it feasible to convey
it via the platform?
To what extent does the consistency of the company influence your feeling towards it? Do you
find the company more appealing because of that?
(4) Authenticity
• Is the company on Instagram authentic to you, i.e. is it credible in terms of what it posts;
does it seem honest? Why/why not?
• How professional does the corporate Instagram feed seem to you? Does professionality
support the company’s authenticity or not? Why/why not?
• Do you have the impression that there is a real person behind, e.g. is it spontaneous and
genuine, or does the posted content seem very controlled by the company, e.g. guided by
certain marketing rules? Is there content you find staged or manipulative?
• How important is the authenticity of a company on Instagram? And is it feasible to convey
it via the platform?
To what extent does the authenticity of the company influence your feeling towards it? Do you find
the company more appealing because of that?
(5) Distinctiveness
• What is the first thought that comes to your mind when you think of the company?
• What kind of content the company posted caught your attention and still sticks in your
head? Why?
• What kind of content made you stop scrolling? Why?
• Does the company pursue a distinct and unique promise/purpose /bigger need compared
to other companies on Instagram? If yes, what is it? How does the company communicate
its unique promise/purpose to its consumers via Instagram? Is that important to you?
• How important is the distinctiveness of a company on Instagram? And is it feasible to convey it via the platform?
To what extent does the distinctiveness of the company influence your feeling towards it? Do you
find the company more appealing because of that?
(6) Product & Services
• Which product posts or videos caught your eyes in particular and why?
• Can you get an idea of the products’ quality?
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Can you get an idea of the products’ innovativeness?
Can you get an idea of the products’ practicability?
How important is product presentation on Instagram? How should the company present its
products and services in order to be appealing to you?
• Is Instagram the right platform to show it?
To what extent does the product presentation influence your feeling towards the company? Do
you find it more appealing because of that?
•
•
•

(7) Vision & Leadership
• Did you get an idea of the company’s vision from its Instagram posts, captions or
hashtags?
• How important is it for you to know about the company’s vision?
• Have you realized any posts of the company’s leaders on Instagram?
• Would you be interested in finding out more about the company’s leadership?
• Would the presentation of charismatic leaders improve your perception about the company?
• How important is the presentation of vision & leadership of a company on Instagram?
• How should the company present it in order to be appealing to you? Is Instagram the right
platform to show it?
To what extent does the presentation of the company’s vision and leadership influence your feeling towards it? Do you find it more appealing because of that?
(8) Social Responsibility
• Can you identify posts regarding social responsibility on the feed? If yes, please give some
examples and express your feelings and opinions about it.
• Do you perceive the company to support good causes/contribute to social welfare?
• How important is the presentation of social responsibility of a company on Instagram? How
should they present it in order to be appealing to you? Is it the right platform to show it?
To what extent does the presentation of the company’s social responsibility influence your feeling
towards it? Do you find it more appealing because of that?
(9) Innovation
• Do you think the company conveys its innovativeness on Instagram? Why/why not?
• Is the company always at the pulse of the time with its innovations? Why/why not? Is that
important to you?
• How important is the presentation of the company’s innovations on Instagram? How
should they present it in order to be appealing to you (e.g. do you prefer photos or videos)? Is it the right platform to show it?
To what extent does the presentation of the company’s innovation influence your feelings towards
it? Do you find the company more appealing because of that?
Conclusion
• Do you think the company has a good reputation?
• Do you have a good perception of the company? Does the company emotionally appeal to
you? Do you trust, admire, respect and esteem the company? Why/why not?
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•

Which elements on Instagram do particularly influence your formation of a favourable reputation? What would you wish to see/see more?
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Appendix F: Example Posts of “nikewomen” and “adidaswomen” for Interviews
Product & Services – Nike

(Instagram “nikewomen”, 2018)
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Product & Services – Adidas

(Instagram “adidaswomen”, 2018)
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Social Initiatives – Nike

(Instagram “nikewomen”, 2018)
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Social Initiatives – Adidas

(Instagram “adidaswomen”, 2018)

160

Innovation – Nike

(Instagram “nikewomen”, 2018)
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Innovation – Adidas

(Instagram “adidaswomen”, 2018)
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Consistency – Nike

(Instagram “nikewomen”, 2018)

163

Consistency – Adidas

Instagram

“adidaswomen”,

2018)
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Appendix G: Transcription of the Focus Group Interview
29.03.2018
01.18.34
FR1: Julie
FR2: Sophia
FR3: Seo Young
FR4: Svenja
FR5: Nayoung
I2: Okay. So let’s just start this here. Let’s just do a quick introduction round, so what your name is, where are
you from and how old are you? What is your occupation?
FR1: Okay, my name is Julie. I am from Denmark and I am 24 years old. And I am a CEMS double degree student in my last semester.
FR2: I am Sophia. I am 24 years old, I am from Germany and I just quit my job, so don’t have an occupation
anymore.
I2: But you are also a student full time?
FR2: Yes, I am a student at CBS in my last semester.
FR3: My name is Seo Young and I am 26, I am German and I am also here doing CEMS double degree on my
last semester.
FR4: Hi, my name is Svenja, I am also German, I am a CEMS double degree student in my last semester. I am
22.
FR5: I am Nayoung, I am 25, I am from Korea but studying in Finland. And I am exchange student from Aalto
University.
I2: Okay, perfect. I think it should be fine with the recording. Okay, so, if you could quickly describe your Instagram behavior. Do you comment, like, share and post a lot? Or are you rather on the platform really passively?
FR3: I think I would consider myself active, although there are probably more people that are doing more things
than I do, but I would not say I am passive. But for example I like food, that’s why I also like to share my food
pictures whenever it looks nice and it was good. So my friends can see and they mostly ask me, “oh where was
that? How was it?” and they actually usually end up going there as well. So that’s why I kind of started this as a
hobby, so whenever I go somewhere to eat I do it and now I also got to know how to do Stories on Instagram.
So I am really new at Instagram, I just started in Stockholm like last semester. So, yah, I am doing basically
those things.
I2: Okay.
FR1: I use it quite a lot. Not so much, like I follow some other also companies and other stuff, but mainly I use it
to follow my friends. I also don’t really follow many famous people. Mostly I use it to catch up with friends because I have a lot of friends that live in different countries. So it is like a way to stay in touch and also show what
I do.
FR4: Yes, I would say I post maybe every two weeks, or every three weeks and just if a cute picture came
around. I like and comment but it’s mostly my friends’ pictures, but also some companies’.
FR5: Me too, I use it for friendship. And I keep my account private, so it’s not open to everyone.
I2: Does everybody have a private account?
All, except for FR2: Yes.
FR2: No, I don’t.
FR5: And I like Instagram, because it doesn’t have a lot of like ads and very unknown stuff, like Facebook. So I
use Instagram more than Facebook.
FR2: Yah, I use Instagram more than Facebook as well, but I feel like when you just talk about ads, I feel like it
comes more and more. And I find that annoying.
All: Agree.
FR2: And I use it for sure daily, sometimes I have phases where I like a lot and comment a lot and sometimes I
am just annoyed by it, because it is too much input. And same with the posting as well, sometimes I post a lot
and sometimes I don’t rather care. And I don’t have a private profile.
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I2: But everybody uses it more than Facebook?
All agree.
BFR1: But that kind of developed within the last year I think. That I use Instagram more.
All agree.
I2: Okay. Maybe before like when you start saying something, just say your name briefly, that makes it easier for
us later. That would be good.
All agree.
I2: Okay. Great. So you have had some time to look into the profiles of nikewomen and adidaswomen, who are
sportswear companies but also do streetwear and like the whole sport-lifestyle fashion kind of. So, we want to
talk about some dimensions, I will just give you definitions and then we will see what you think. So in terms of
visibility, we defined it as being frequent, like frequently communicating and making information widely available,
so to increase prominence and familiarity. So, how do you think that is on Instagram? Like of these two brands?
How would you kind of compare them in terms of visibility?
FR2: Well, first of all, Nike has I think almost three times as many followers I think. So clearly they have a higher
impact and a higher visibility. And in terms of maybe their images, I feel like Nike focuses more on maybe street
styles, and everything seems more urban. Whereas Adidas is more focused on sports.
FR3: And also more fashionable, a bit, I think.
FR5: Yeah, Nike.
FR3: No actually I think Adidas has like more colorful products, so in that sense it focuses more to make it look
pretty, especially for women. Because I feel like Nike is, I mean, the things I have seen on Instagram were like
more of the basic colors you wear for sports. But Adidas, like if you also look at the shoes for example, the pictures they had, were like super like those typical rainbow colors. So I mean, just for the style, but I actually did
not recognize that much in terms of visibility, just that I feel like they actually as we said earlier, they communicate frequently, they post pictures and videos…
I2: Both of them?
FR3: Yeah, that was my feeling.
I2: Okay and which brand, is there one you feel more familiar with maybe?
FR5: Nikewomen.
FR4: Nikewomen as well.
I2: Okay, because of Instagram, or like what you see on there?
FR5: No, for example when I shop in Zalando for example, like there are more and more stops like named nikewomen. But in Adidas there is not many stops like named adidaswomen. So I think within Nike, nikewomen is
kind of a brand, and not just a category of products. So I think nikewomen is more familiar for me.
I2: Okay.
FR4: Yah for me, I think it’s also because a lot of the athletes I follow are Nike-sponsored. So Serena Williams is
one of the main ones and she posts a lot about Nike. And like other, I mean also I think I have more Nike
clothes. So like in total I think Nike is just a lot more prominent in my life.
FR1: I would say, in the sense that, I think Adidas is more approachable, that it is more, like it is not that much,
there is not so many famous people and stuff like that, so in that sense it is a little bit more approachable, because obviously you never going to play tennis like Serena Williams. But I just feel like that Adidas Instagram
profile is way more focused on sport, so Nike, there is more street wear, there is more casual wear, especially in
the Nordics, we wear sneakers to everything and stuff like that. So I think in a sense Nike, it is easier to relate to
and also feel more interest in the products, because I connect like Adidas more with professional sportswear.
I2: So Nike is for you more visible?
FR1: Yah.
I2: Okay. So we are three for Nike, that like is more appealing to you because of visibility, what would you say?
FR2: I have to say that I have more Nike clothes as well, than Adidas. But I don’t know why, but I feel more connected to Adidas for some reason and I find the brand a little bit more likeable in a way. So that’s just a feel that I
have.
FR5: Is it because it’s German?
All: (laughing)
FR2: Ah, that actually, maybe yes, because yah, you know, the soccer team is sponsored and everything. Yah
maybe it is due to that, I am not sure. But maybe it is due to that, yah.
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FR3: I would actually say that, although we have more visibility of Adidas, like the brand in Germany, I would
also say that I am more a Nike person. And I mean not because only I have more Nike clothes, but I don’t know
why, but I think Adidas or Puma in general, that company had a super deep down, when Nike was going up. So I
think in that face I got super interested in like just sports, just normal casual wear, like those comfortable shoes
and in Nike, so I don’t know. Although Adidas is doing great right now, with all the design, I kind of, like when
Nike was doing really, really well, I just got into this with Nike, you know. So that’s why I see myself with Nike
also. Also if you look at the brand as you said, they use more of the famous persons, like they kind of try to inspire you, like with those people. Whereas Adidas is just like, they maybe take a famous blogger or somebody
that looks pretty in those clothes or has a super nice body in that, you know, whereas for Nike it was just the
person and not the body or the face or whatever. So that made it also more sympathetic in a way. (Authenticity?)
FR1: But I would say, even though I have more Nike clothes and it is also probably, yah I am more Nike, I think
my opinion about Adidas is actually changing within the last, because I feel Nike is becoming very mainstream,
in the sense that is not really that special anymore and they have so many different price ranges. And also they
have started to dip into these super, super expensive kind of sneakers, which is all about the hype and when I
see those shoes I am like, yah they look great, but I feel like it is more like a thing of having a special item, and it
doesn’t have such a cool brand value, like now there is just Nike on everything. So I think Adidas for me is the
more special type of clothing like to wear, while Nike is just the most obvious and, yah.
I2: Okay, but how can a company be more visible on Instagram?
FR1: Well, of course the more they post, the better, so if they are not present on the platform, they are just not in
my mind then.
FR3: Yes and of course I see them on the streets, but still, I think they miss out a lot if they are not present on
such an important platform for young people. I kind of get most of my information there.
I2: And would this visibility on Instagram also improve the perception you form of the company in a positive way?
All: Agreeing.
FR4: I mean, I like it if I see that a company makes an effort to post regularly. Of course also the content should
be appealing, visibility on Instagram with nice posts would definitely improve my perception of the company.
All agreeing (nodding their heads).
I2: Okay. So in terms of transparency on Instagram, we define it as the company that is proactively sharing information about itself, so also about its ethical and fair activities and also that touches upon critical issues and
topics of importance to consumers. So that is very agile and open and also communicates in a timely manner
with its consumers and is responsive towards them. Is one company maybe more responsive?
FR4: Well, I think Adidas is responding more to comments of the users on their posts.
FR2: Yeah, I realized that too. They are kind of responding sometimes, even though you just wrote like “wow,
that’s inspiring” or something. I think that’s nice, you feel like being in a dialogue with the company.
All: Nodding their heads.
FR1: Nike is doing that less I think.
I2: And on which profile is it easier to know what the posts are about? How come?
FR1: I can’t see a big difference there. They both have captions, hashtags, if you want to know who the people
in the pictures are, you can look them up, since they are tagged.
FR3: Well, but I think it’s better with Nike, since it puts products names there. Adidas just writes “bra”, no model
or anything. It’s harder to find it on the online shop, if you want to buy it.
FR2: One thing I didn’t get at all was this strange campaign Adidas has put up lately. It was something about
creators, but so unrelated to sports. I still haven’t understood what it is about.
FR5: I liked that one! It is kind of about different characters following their own creativity, in whatever way. But
you are right, it is not that much about sports.
I2: Okay. So responding to comments adds to transparency and also captions and hashtags that make clear
what the post is about. But where do you think, so what factors do you think contribute as well to the transparency on Instagram and what company do you find does that maybe better?
FR4: Nike, I think they are bigger in diversity, so just in terms of transparency I feel like they include a lot more
diverse people, whereas Adidas is very mainstream and maybe they have some tanned people, but mostly white
people and all are really skinny. But I mean in terms of like supply chain sustainability or anything, I don’t think
Instagram has any info regarding that. On both accounts I don’t see anything.
FR5: Agreeing.
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FR3: I also agree with that. Because I am also into sustainability and I am super into seeing what’s happening in
supply chains, especially Nike and Adidas they had super, like really bad scandals in the past, but they have
like, that is where I think the sweatshop scandal came from, I think from Nike. So I also wish sometimes that, I
mean of course I am still buying it, because sometimes it’s on sales or sometimes it looks good, so I just buy
without thinking about it. But then if I just think about the brand itself, then I kind of wish that they were more
transparent, and communicating more like openly about the sustainable issues, so for example where they
source the products from. And how they source it, how they treat their labor and stuff, so that would be a bit
more of the interesting thing. But I also agree that Nike does more for diversity as well, because it was also the
first company that produced this first hijab for Muslim women, so I think in that sense Nike is doing better than
Adidas.
FR2: Yah also for Serena Williams, what we talked about before, they were also stating that, you know, she was
too black to wear her tennis whites, which also supports what you just said.
FR1: I think it’s just more obvious that Nike has a more global presence. You can see that they put a lot of
thought into how they are perceived to fit into every single market. Whereas Adidas probably doesn’t have the
same type of reach and is therefore focusing on their main area, which is probably Europe.
I2: So you would find that Nike is more open and transparent on what they disclose on Instagram?
FR4: I feel like on Instagram neither the companies are very transparent.
All: Agreeing.
FR4: I mean, it’s about putting up an image, right? They try to make their Instagram look colorful, inform about
their products, empower, have a little bit of content, but I don’t think they are very focused on transparency.
I2: But is there one that you find more appealing in terms of transparency or do you find both of them equally not
transparent?
FR2: I didn’t even think of transparency when I looked at their profile.
FR4: The diversity issues is more apparent, but nothing about the product.
FR3: But I also have to admit, I think Instagram is a channel for like entertaining people, and for example, just
imagine you scroll down and you see only like fancy pictures of your friends and also from other companies, and
then you have like maybe one pictures of a factory. Like it will make you think about it, and then I can’t imagine
that people are not happy, but I don’t think that they would be, how do you say, like ok to see those kind of pictures that make them think, because it’s all about scrolling and just looking at pictures, liking it and not to make
me think. So I can imagine that Instagram is also maybe the wrong channel to do so. Although it is the best also
to reach people. But on the other hand, it makes people think and kind of feel also maybe miserable in a way,
which like people try to avoid all the time. So I think, I can also imagine that’s why maybe they don’t do it.
FR4: Yah, exactly.
FR1: Also because they are both part of the fast fashion. Even though how many initiatives they are making to
do like change their supply chain, I don’t think they can ever make a great post, where you think, wow, they are
really focusing on sustainability. Because it is just not part of their business model.
FR2: Yah, yah. There is also an app, if you are interested in it, where you can check their sustainability status. I
forgot the name of the app, but I think H&M is the only big company that has the yellow, and not a red one. So a
red standard, so I would have to check it again. But I agree with everything the girls said before.
I2: Okay that’s interesting, because in terms of distinctiveness, we defined it as showing a distinct purpose and a
unique promise to consumers. So also to grab the viewers’ attention, and thereby make them form unique company associations. So also something that kind of makes you stop in your scrolling, and think about it. So you
would prefer that to rather not happen, in terms of something negative? I mean, obviously companies don’t want
to disclose negative information about themselves. But is there some content that stuck in your mind, that you
noticed? On Instagram? What is the first thing that comes to your mind when you think of nikewomen or adidaswomen? Is there something you remember?
FR4: Nikewomen empowers. I think that is really strongly the purpose. I think the purpose is pretty clear for nikewomen. They want to empower and inspire to do more sports for every athlete. Adidas I don’t think is that
clear on their Instagram, just defining it from their Instagram.
FR5: I think at Adidas there is a message of creativity. So the #MeetTheCreator, that campaign hashtag is ongoing. And like when you scroll down there is like creativity related to the posts and there are a lot of creativity
posts. And that is also related to the Adidas Original, the brand. So I think, yah, for me Adidas is like creativity
and also like original, so unique. But Nike is more about like, I also agree to like power and “can do” spirit.
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FR1: I think, just when I think about Nike, I always see a Nike woman or women in front of me. I don’t feel like I
can associate Adidas like with a certain type of person. I think it’s more like a loose picture of who wears Adidas
and in what context you use Adidas.
FR4: True.
I2: Okay. So, in how far does the distinctiveness influence your feelings towards the companies? Like, do you
find one company more appealing in terms of distinctiveness?
FR4: Yeah, I find Nike more appealing, just because I feel the purpose kind of closer to my heart, I guess, or it
speaks more directly to my values that they have all these ‘empower’ campaigns and ‘do sports’ and empower
like diverse backgrounds of women in every campaign.
FR1: Yeah, I think also, I think, just in terms of also how they not necessarily brand themselves, but I feel like
most people know their slogan, right? “Just do it”, so it’s not so much…can I say bullshit…it’s more direct to the
point of everyone, as you say speaks to empowerment, everyone have the chance to do something regarding
sports or, like, whatever you want to do in life. I think it’s just more relatable in that sense.
FR5: Yeah, that’s true.
FR1: I have no idea what the slogan is for Adidas.
FR2: Well yeah, that’s a good question.
FR4: Do they have a slogan?
FR1: Hmm…original.
FR4: ‘Original’ yeah right…
All laugh and agree.
FR1: But again, that says something completely opposite, right? ‘You want to be original?’
All agree.
FR1: Which is for me kind of, of course yeah, you’re more yourself and stuff but in my head it’s also more average.
FR3: Yeah that’s true. As I said before about the creativity, I think that it is cool but it kind of makes people think
distant from that people, like creative people, so I think for me I feel more familiar with Nike because it’s like, just
daily friends, like that I can relate myself to that.
I2: Ok, so in terms of authenticity. It’s about being credible and genuine, like not pretend and staged and manipulative. So, presenting the true selves so to say, and having a personal story that is truthful, honest, and not
too guided maybe, also on Instagram. So where do you find that better? Maybe. On what profile?
FR2: I didn’t know if it is influenced by the studies that we were doing, Brand and Communications management,
but I honestly don’t really see a big difference between the intend of the two brands. I mean yes, you know Nike
uses empowerment and Adidas uses, ahm, the creativity and the originality, but to be honest, I don’t really…I
feel like both brands always try to manipulate you and always try to influence that you are thinking so I don’t
really, yeah, catch up on that. Because I just don’t want to fall for it, so to say.
I2: But do you not think than that they communicate their values like we said, empowerment, do you think that is
authentic in the pictures? Even if the pictures are staged, which is on Instagram probably very common. Is the
message authentic in terms of the message they want to bring to the consumers?
FR2: Yeah…I think so, yeah, I think it is authentic. Also, just one thing that I stumbled upon on the Adidas one is
that they also had a post about a female cook. And I was a little bit confused why they would include a cook. You
know because it is not really related to sports. I thought maybe about clean diet, but…
FR5: Yeah, I think it’s about creativity.
FR2: Yes, exactly. So that kind of made sense, but it’s something that stuck in my head, so I think they do have
posts that underline the overall message for sure.
FR4: But with regards to that, I think in order like just for Instagram, I think following Adidas has more content
value, because they do like these cooks, or they do nutrition, how to eat clean, give some nutritional tips, or also
they do these workouts right. So, you can copy their workout routines. Whereas Nike is really more about the
brand and, like, getting the brand image across and informing about the products. So just in terms of that I think
Adidas has more valuable content on their Instagram.
FR3: But then if it comes to personal stories, I think Nike has more to offer, because I mean it is about athletes
and really do their thing and how they started their sports and what they are doing right now with wearing Nike
clothes, so they also show their personal experiences, you know, with the pictures, so I think in terms of authenticity, none of the brands are really outstanding, but I can imagine that Nike maybe has a bit more to offer.
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FR4: Agree.
I2: But you find like there’s a real person behind the profiles? Do you see that or is it very guided by the companies?
FR3: Who posts the pictures or who’s one the pictures?
I2: Yes, does it have a personal touch kind of? Like the pictures maybe not like the ones but to you feel like it’s
very guided and restricted by the company or do you feel like there’s a single person behind the posts?
FR3: I do not feel any personal attachment to this profile, I really feel like it’s probably several people, like a
whole team sitting behind it and uploading whatever they are told or whatever they think is nice as a team maybe but there is not a person I think behind it.
FR5: Agree.
FR1: I think also in that sense Nike is a bit more confusing in a sense because they are really mixing all kinds of
like feels. They’re trying to reach the everyday person that wants to just have good sportswear, then it’s the
hard-core athlete where you look up to people that want to do proper sports and be professional and then they
also do streetwear. So I feel like everything looks great but you can’t relate to everything, whereas Adidas
seems more specialized to the everyday type of women who work out.
FR4: But in regard to that, in regards to authenticity, one thing that makes me wonder a little was that Adidas
uses more models I think. Of course, Nike uses models too to take pictures of their clothes, but Adidas also
brands with the models, which, I think, gives them less authenticity just for me, because I don’t know, Nike and
Adidas I associate with athletes. So I think it’s more authentic that Nike uses Serena Williams and other athletes
in order to bring their brand image across, and not models like Bella Hadid and, I think, like Kylie Boss…who did
they use? Adidas?
I2: Karlie Kloss. Ok that’s what you mean with high-profile models?
FR4: Yes, exactly, because they’re not athletes.
FR2: Actually, as far as I know, Bella Hadid was in the Olympic team for horse riding in the US, before she got
her sickness, so she is actually a really competitive athlete. And I thought maybe that’s the reason why they
include these models as well. I don’t know about Karlie Kloss though…
FR1: Yeah, she does a lot of stuff as well.
I2: I think she is a dancer.
FR2: So maybe that’s the reason behind that they are not just models but athletes as well.
FR4: But then they should let us know, right.
FR1: Exactly.
I2: So the pictures of the everyday, like, if they do group sports or whatever that’s not what you mean for the
commercials.
FR4: Yeah, no but for the commercials they use more models whereas Nike uses more athletes.
FR1: I think also, it looks like whenever looking at the profile, Adidas is so shape their products to like on the
models, right, so it’s always has to look on someone that looks good whereas Nike has more pictures of also just
the products. So in that sense it’s also more relatable, because it’s just a shoe that could fit anyone. So it could
fit me, it could fit them, so you can more see yourself and it not always have to look good on the model but maybe how it would also look good on me and on my skin tone, in that sense.
I2: So you prefer that also, concerning to what you said before, with the Adidas everyday girl and Nike all different sorts of streetwear and sportive, very sportive, like what do you prefer?
FR1: Exactly. Still Nike because I feel the brand seems more average in that sense, but I think it also hits like a
broader target than Adidas.
I2: Ok. In how far does authenticity of the companies…or would you rather see more so to say unprofessional
and relatable content, or do you like the very high-profile like perfect, glossy pictures that they have.
FR3: I think a mix, because on the one hand I want to do sports so one day I can look like the models who are
wearing these clothes, but on the other hand I also want to identify myself, you know with the product and everything, so if I know that this product looks like this on a model and on me does not look like it I would also feel a
bit depressed or you know, not really motivated to buy the product. So I think it’s mixed, like how you are as a
person, because if you have that motivation then I would of course go for it but then on the other hand I also
wish that they would also just use normal people doing it. I don’t know what campaign it was, but I think there
was one campaign in Germany, where they used like all different kinds of different colored people, different
shapes and sizes, so just to like show you…
I2: Dove.
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FR3: Oh, it was Dove, yeah right. So just to show you how you can identify like ‘this brand is for everybody’ and
maybe that kind of like touch is needed for both of the companies. Because like we said they use just super fit,
nice looking models, and I don’t think that every girl has a six pack or legs like this.
FR2: But I also think it wouldn’t suit their brand message to use the everyday person. I mean that is not, you
know, their inherent message that they have. So I think it would be a very fine line for them to do that actually.
FR3: Mhm.
FR1: I think Nike is doing it quite alright though. I think sometimes in-between their posts, I don’t know how often,
but there is something that looks like average people. Or also that’s probably how they combine their street style
quite nice that it looks less posed, it looks less professional in that sense, but of course they still need to fit in
with the rest of the profile. But I think they definitely do more than Adidas to make it look like you don’t always
have to do professional sports, but you can also, it fit’s everyone in that sense.
FR5: But I use Instagram normally for enjoying good images and finding very good photos. But I think Adidas is
better than Nike because it has more edited photos and more edited videos. So I like Adidas, looking at Adidas
on Instagram more than Nike, like it’s a bit out of the topic but personally the purpose of using Instagram is, of
course I like to see the normal people, the photos of normal people, but on Instagram I like to see something
like…just very good photos.
I2: Ok, so you define the women on Adidas less relatable, because there’s also a lot of content where they do
group workouts and just smiley people.
FR5: Yes, it’s less relatable but I can enjoy it more.
FR4: I feel opposite. For me Adidas is more about community, and also their Instagram comes across more like
a community, there are all these different communities. The creator community, the workout community, ‘join me
for this’, I feel like they are more collaborative and try to create a community, whereas Nike is more focused on
these amazing athletes, like ‘look at Serena Williams and let her inspire you to do sports’ and in Adidas they are
more ‘come do sports with me, with everyday people’.
I2: But do you still find Nike more appealing in terms of that?
FR4: Yes, I do.
I2: So you want to have the person to look up to and not to relate to. So what about other people, do you want
the people to look up to or to relate to?
FR1: Maybe it’s related that I don’t do a lot of sports or in the sense, related to what kind of sports I do, I do a lot
of yoga, so in that sense I like Adidas’ approach more and I actually also like the community feeling and especially because I like that better. I think just Nike has a stronger brand presence and also because I use normally
those two brands for everyday wear and not necessarily as sportswear then you see more the product in that
sense in Nike I think. Their street style is I think not as cool, I think Adidas has cooler street style, but they just
have a broader range and better variety than Adidas.
FR4: Really? I think for me Adidas is way more street than Nike.
FR1: Yes, exactly it is more street wear, but they just don’t have such a broad range, I just know Nike better. But
I agree, Adidas is for sure stronger towards that.
FR5: Agree.
FR2: For me it is just, I really like the message of Nike and I really think that sometimes, you know, the ads that
they do with this empowerment and for instance, with Olympia as well, and stuff, it really gives you these goose
bumps, and ‘wooow’ feeling, ‘so great’. But for me, I’m thinking, I will never be that person. Ever. So it kind of
always, you know it’s really cool and really nice and probably motivates you to a certain degree, but on the other
hand I know that it’s not really realistic.
I2: Do you then have a preference for one of them?
FR2: No, not really. This is just, like I said, I really like the empowerment message and I think it’s super important
and I support it, but you know, there’s then always this little voice saying ‘yeah, but it’s not you’.
All laugh.
FR4: But so, is then not the community more relatable for you instead of the athlete? Are you not more enticed
to go running with a community of people?
FR2: I mean I am not a runner, but prefer workouts, but…
I2: Yes, but they also show the workouts in a group.
FR2: That’s true.
I2: So in general, do you think perceived authenticity on the profiles improve your perception of the company?
FR3: Yes, I would say so.
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All agree (nodding heads).
I2: So yes, this all also kind of leads to consistency, which is defined as showing or communicating in line with
their claims and their values and also that you can identify them rather easily, like even if you would not know
who posted it, so also that they have very coherent pictures and that they are clear in their messages. So where
do you find that better or more appealing?
FR2: Can you say that again?
I2: In terms of consistency, it’s first that they like post content that is in line with what they claim but also I think
on Instagram, which is very visual, that it is also very consistent when you scroll through maybe. So what did you
notice?
FR1: I think that for both they are quite coherent with their posting, what I just thought was interesting, since we
talked about – and I also believe that – Adidas is stronger in street wear, I thought it was quite interesting that
the “adidaswomen” didn’t use that.
FR5: Mhm.
FR1: Because that one is mainly just focused on sports, so in that sense it’s super consistent, because all you
see is all about working out and having that community feeling, whereas for me Adidas would also be more focused on supercool street wear, but they kind of have that under their “adidasoriginals” instead. So they are
definitely more consistent in Adidas, whereas in Nike they have mixes, women, street styles, sports, and stuff
like that.
FR4: What I noticed is the color scheme in Adidas is a little more consistent. They have a better full-profile posting scheme, I feel like it looks more coherent than Nike’s.
All agree.
I2: You also prefer that? That it is consistent in that sense?
FR4: Yes. It looks like the pictures belong there.
FR1: Yes, especially when you have that many posts, you hardly just look as one picture by one as an Instagram user, because that would just take too long, so it’s nice to have a nice overview.
I2: Ok any other comments? Because otherwise I can just quickly show you what Nike and Adidas do. So there’s
also the commercials with Stella McCartney, and that’s also where they use a lot of models, and they also have
some other co-operations, for example with Jeremey Scott.
(PICS)
And then what is interesting, maybe just to know your opinion, regarding what FR1 said about the street style.
Actually Adidas in the beginning tried to also use some influencers or street style bloggers, which they don’t do
anymore, so maybe is that something you said that is missing? But would you prefer to have that in as well?
FR1: I would definitely be more interested in seeing the street style. But again, I don’t know if it would fit to their
profile because the “adidaswomen” is so specific and they want to have their street style under “adidasoriginals”.
And also if I would buy their clothing, I would buy them from Adidas Originals in a sports shop. I would rarely go
look for Adidas clothes in general. I would go to Urban Outfitters or so to get Originals pieces. So in that sense I
would rather follow the “adidasoriginals” profile than the “adidaswomen” because it speaks to me more.
I2: Ok, and in that sense would you like to see maybe influencers or more street style content, or do you prefer
the focus on only sports products?
FR4: I personally think it’s good that they split it, because I do think that is two different categories that you shop
for. If I follow “nikewoman” I don’t think I would want to see their street style. Because then I would want to have
more nutrition content and workout content and the new products. So I thinks it’s good that they separate it.
FR1: And that’s probably also why they have a clearer overview cause it’s way more focused in Adidas than
“nikewoman”, which tries to cover everything.
FR2: I just thought about how they need to change the way they post pictures, but on the other hand that’s what
the influencers are for, they give the context and that’s what we follow them for. So the company itself might
distinguish itself by having its corporate profile and then having these blogger co-operations in order to give us
the context, the stories to have this personal connection to the brand. I recognized that if I see stuff on influencers I find it so cool and be then alluded to a brand. So that’s for me the difference. The actual influencing and the
actual context giving is done by influencer marketing.
I2: But you wouldn’t want to see it on the corporate profile?
FR2: No, I don’t think they should do that on their profiles, but I agree that they should move away from their too
advertising actions on Instagram.
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FR3: That’s actually so true, because if you follow an influencer you really like and see them wearing for example Adidas shoes, you would think “oh, that looks so good, where can I find them, maybe I can get the same
ones”, because it looks good on that person, and it is a normal person.
FR1: Exactly, because it’s not some unreachable person like this supermodel Karlie Kloss, it’s completely normal
people wearing it and they incorporate the products in their everyday lives, that’s why it is more authentic.
FR3: Exactly, so it indirectly influences you, and you think about how to get it.
FR1: People just like to follow influencers because they are more relatable and people feel like they know them.
They’re the ones today that sit front row in the fashion shows, because that’s whose pictures are going to be
shown. It’s also more believable to see them wearing street style stuff like that.
FR3: But then, just out of curiousity, “adidasoriginals” has both right, like men and women, like street style but
men and women.
FR1: Yah, its maily, there is a lot of unisex stuff.
I2: So, because Nike and Adidas also did the #ootd stuff for a while, which both stopped again.
FR1: Yes, that doesn’t speak to me at all.
FR2: I think in the beginning of Instagram those kinds of pictures you saw a lot. Like a lot! And you don’t see
them so much anymore.
FR1: Yes, it’s not relatable and also when you look at the products or clothes I can’t imagine how that would look
on me.
FR5: Exactly.
I2: Ok.
FR3: But actually, now I see a lot from H&M for example, that they also do pictures like this where they have a
bag, shoes, and they try to coordinate it. But actually, for H&M, I don’t know why, for normal clothing like fashion,
I don’t even mind having this, but if I look at sportswear I kind of want to know how it looks on me. I don’t know
why I have that, but I’m just saying that other brands do this as well and still do it.
I2: Ok, good. So and in terms of consistency do you, well I already asked if you find one better than the other. So
who’s team Adidas?
All show their hands.
FR4: In consistency – yes.
I2: And so in terms of products, do you feel like you can see the product quality in the posts of the two companies?
FR5: Not really.
I2: Or maybe the practicability?
FR5: But there is some information about the products, but I cannot see that through the visuals.
FR2: And especially since we all know that all pictures are always photo shopped you know you don’t really
know if the pants are see-through in the end or stuff like that.
FR5: Yeah.
FR1: I still think that both brands are so well-known, and I have stuff from both of them that I quite rely on their
quality because the price is still in a range where you would expect a certain quality from the products, so I’ve
never had that experience with the products in that sense.
FR4: I think, to me, Nike just from the Instagram, and I know that’s probably super sub-consciously I think Nike
has better quality. Just from how the pictures are portrayed. And I think I know why, maybe it’s like the videos of
the athletes using them make me more convinced. I just don’t like the Adidas model-thingy because you know
the models only wear them for two seconds and take them off again, and the athletes wear them and do their
sports, you know they are active in them and that’s subconsciously that just portrays a little more trust in the
product quality.
FR1: That’s true, Serena Williams wouldn’t use a half/bad quality sports shirt for example.
FR4: Exactly.
FR1: I think that’s very true.
FR3: And I remember in Nike on Instagram there is a photo of a women’s marathon champion and she is wearing the Nike shoes so you kind of deliver the message that the shoes contribute to the win.
I2: Ok, yes so I know you guys are Tennis fans (directed at FR4) and Adidas basically the same thing with Caroline Wozniacki, so…
FR4: Yes, true. But I like Serena better.
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All laugh.
FR1: Yes, being from Denmark, I know that she is a person that doesn’t have a strong brand value at all. There’s
a lot of Danish people who don’t like her.
FR2: I don’t even know her.
FR5: Yeah, me too.
FR1: Yes, she’s not very relatable and she had some negative local press.
FR4: She’s also not as popular in general right.
I2: Ok, but in how far though does the product presentation influence your feeling towards the company? Is that
something that is very important to you on Instagram? That the product presentation, how they do it, also if they
do it for example in a video, so you can kind of better see the quality.
FR4: I think it’s nicer if they, I don’t know, on Instagram I don’t want to see their products plain on a picture. I
think though, both are doing that, I think that was a little negative, because I think it’s better if they focus on their
brand and on their story, because I’m not going to go on their profiles and buy something on Instagram. So they
should just focus on the story and the brand more and just use the products in the videos. Then I’d be more enticed to follow the profile, because it is a cool message. I don’t want to have shoes on the pictures of my news
feed.
I2: So there is too much product focus?
FR4: Yes, it’s too much product. Because you are not buying on Instagram.
FR3: I totally agree, you don’t really shop on Instagram, but I also agree with FR5 that you actually just want to
have nice pictures on Instagram, not only to get inspiration but to see nice things, you know. So I think in that
sense both are doing a great job, I mean there’s no story behind it I agree, but if I’d be just bored, let’s say, I’d
just scroll down the pictures and see how they do it, for example what landscapes and in what setting, then I
think they are doing a really good job. I mean sometimes they have somebody do yoga on a surfboard you are
like “wow, how is that even possible”! So I think in that sense how they present the pictures and what pictures
they are, both are doing a great job.

I2: But then just out of curiosity (directed to FR1), do you think Nike is a little bit ‘just shoes only’ but nobody
wearing it, so you could feel like you’re wearing it, as mentioned before, is that then not the opposite…
FR1: Yeah, it is the opposite but for me it doesn’t annoy me but it’s just, I think it’s just easier when you see the
product in movement in general. I think you can also see lately they have way more videos of how they use and
also Nike they have some of the pictures, and there is even a little icon on the bottom, where you can go directly
to shop.
FR2: Yeah, I saw that.
FR1: I think it’s a new feature. So I think Instagram is also changing. Because it goes from showing you the
product, which I think is good to see the product and see how it would fit on everyone, but I think it would make
more sense if it was in the store. Here (showing in the app) you can see the picture and you can see the price
and then you can go down and be redirected to buy the product.
I2: I see. Yes, that’s brand-new.
FR1: Yes, this is actually the first post, one day ago.
FR2: You can also see instead of the little camera icon they have a little shopping bag icon.
Everybody “aaah”.
FR2: And I also think it makes sense that you put the products that you have into specific situations, put it into
stories, because that is what you’d want to see. You don’t want to see another product banner. And also what I
noticed in Adidas is that they say for instance “do yoga with our brand new sports bra” and then again it’s the
same thing you don’t want to hear or read that. You want to know more about the product or the setting or what
she’s doing in the moment, you know, that’s what Instagram is about.
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FR4: Exactly, I think they need to provide content. And that’s where Adidas is a little bit stronger, because they
have these workout routines and stuff like that. So I feel like they give a little more value for followers because
you’re not going to follow a company for ads. I don’t want them to make me look at shoes and convince me to
buy them, but for content and value, tell me something about a person that I am interested in, or ethics, tell me a
little bit more not just about the brand but in general I think.
FR1: Totally, and I guess when we see too many products we get overwhelmed and feel like “ok, we’re being
used to buy this new product”.
FR3: I think overwhelmed is such a good word, because we are! It’s like tiring almost.
FR5: Agree.
FR1: Yes, it’s just constantly. You follow that channel, and you know you will receive all these ads, and all these
social media are already so well connected and have the algorithms.
FR4: There is this clothing brand “goop” on Instagram, and as you see here (showing on Instagram), it’s not just
product placements, a lot of inspirational quotes, recipes, like a lifestyle blog, right, but they do sell clothes but
it’s not about clothes, it’s so much about healthy living and portraying the women that are wearing their clothes,
and it’s really just snuck in there. And I think this is what it has to be. But they sell lifestyle more, it’s like a lifestyle blog.
FR1: That’s for example why “adidasoriginals” is interesting, because it’ for a niche for people who are interested
in style, there is a lot of vintage, it feels like there is personality behind it. Otherwise it’s just another corporate
website.
FR4: Exactly, but see, this feels more like ads (shows Nike account), it’s too much product for me, too much
about shoes. I don’t want to have ads on my Instagram. They don’t give me anything extra, it’s too much information about their products.
FR3: But I can imagine all these bloggers and people that are super, super interested in styling, that they would
rather have those pictures on their feed.
FR5: Yes, I follow Gucci, for example and the reason is that they have very good images, not because of the
products obviously. And that is also the reason why I like Adidas better than Nike, because they have better
images and are more stylish.
I2: So but in terms of these products, do you think Adidas with the sports bra that was shown very closely in the
video, like from different perspective, and also in motion, is that then something you would like to have on Instagram or you said you rather don’t?
FR2: In general I think it’s always nice to have videos because I think videos are getting more and more popular,
and I don’t know, yes of course you can have videos where you can show the products now, but as we said it
shouldn’t be only the products, it should be, you know, “I’m doing this and that and I’m wearing this because it
doesn’t cut into my breasts or stuff like that” and I think the really focused video should be in the online shop.
FR5: Yes, agree.
I2: So also if it’s something new and very innovative? I think for example, Nike had this new shoe sole, I think
they had it only in their Stories though, as a video, but you prefer not to have that on your Instagram?
FR5: If it’s really innovative and really interesting, it would be really interesting to see it, but it’s not, for example
in Adidas this kind of thing is, I cannot see the quality, what is this? So what?

FR1: I would never even finish the video.
FR5: But this video is using the same product but already this video is more appealing.
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FR4: Agree.
I2: The one where the woman is doing sports in the orange outfit.
FR5: But the technology is really like innovative and state of the art, and maybe it would be more interesting to
see it, but if not, it would be not worth to post it.
FR4: I think also for customers both for Nike and Adidas, the technology is taken for granted, so I think it is not
really convincing customers anymore, since at least for me that is what I expect from both of them, that they
have a state-of-the-art technology and that they keep innovating superior materials and stuff like that, so that’s
not where they are going to convince me to buy something.
FR3: But actually, also the videos, I never really look at videos on Instagram actually. On Facebook, they play
automatically when you scroll through, so sometimes you get stuck, but it’s not like I go into the video and look at
it. So even if they have this product video showing the woman working out I would never really watch it.
I2: Because Adidas does it like crazy, like it’s too much?
FR5: Yes, it’s all over.
FR3: I mean if it’s a content video showing me how to exercise and how to cook different stuff, maybe low carb,
or whatever, maybe it would be something different than just the product display. Then I may really go into it and
see, “okay, what is the woman doing. Maybe I can do it as well”, but if she just like, works out with kettlebells and
the video just zooms in and out on the product it is not interesting. Then I wouldn’t even bother.
FR1: But then it really depends if you are following it already or if you just go in to get the overview. Because if I
just want to get the overview of the feed I wouldn’t go into the videos except if I find the product looking interesting, then I would want to see what it is and then I would want to see it closer, but if it’s someone that I already
follow, then I would watch those videos I think. But again, not fabric-wise or technology-wise, because again, I
would also just expect that they would have the best of the best because they are putting out new products the
whole time so why wouldn’t they always put out the best stuff for me to buy. It’s not because the price is super
cheap like H&M, so you also expect from the product that you pay for.
I2: So in term of innovation it is more about also the content maybe if they touch upon very up-to-date issues
and not so much about product innovation because you expect that kind of innovation.
FR1: Yes, probably.
FR4: Yes.
FR1: But then again it’s also easier like for example women, it is easier to talk about diversity on their platform,
ahm, but then they have to cover everything where I think in Adidas Originals it’s easier to talk about such issues
because it goes way beyond, you know, also with gender and different stuff.
I2: Ok, so but in terms of social responsibility, in terms of female empowerment for example, did you notice
something there? What they do?
FR5: Both?
I2: Yes.
FR4: I think that’s really big for both of them right? I mean it’s obviously even bigger since it is the purpose of
their being. Regarding women it’s all about empowerment, but then it is as well, I feel they are both really strong
on that message.
FR3: But Nike, especially, because they are using these real people with real stories behind it where you can
say maybe identify with or relate to. So in that sense Nike is much, much stronger.
I2: Ok, so most of you have probably not seen their initiatives. Here is Nike’s social initiatives on Instagram.
They’re about the running club, and then they have the training club.
(PICS)
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FR1: But they have a special Nike Running Club, no? A special profile.
I2: Yes, and then Adidas has for example this #mygirls campaigns where they support women to do sports together and they also sponsor the Women’s World Cup in football, so they always have the football.
(PICS)
FR1: Ok, I would like to see more of that though. That is not what I saw so far.
I2: Yes, it is not very recent. They did that a while ago. But that is the question, because we talked about the
sweatshops no, which is not really positive, but if something like this would be featured more what would you,
would you want to know more about that, what they do for initiatives?
All: yes.
FR2: I think it’s super important to give the brand a soul.
All: mhm.
FR2: To back it up, to back their stories up. Because you need to have proof of the statements that they make.
FR1: And also sometimes it feels like they just throw products in your face.
All: Yeah.
FR1: So this is a nice break and it goes beyond just women and female empowerment, it goes beyond to also
people who are struggling in different parts of the world and also equal rights for example. So it hits broader than
just this women club.
I2: So it would heighten your opinion of the company.
FR4: Especially in fast fashion it is difficult to get the fine line. Because especially on social media you make
yourself very vulnerable really quickly so I think for Adidas with the social initiatives that is a good thing and I
think that is really interesting, I think what Nike does with the sustainability, but it’s also social right?
I2: It’s more about bringing women together to work out, but they have the training clubs, but there was nothing
more social, so no initiatives.
FR4: Yes, I think those things are good, but we talked about CSR right, like supply chain and stuff. We said it
would be good to have that on social media, but I don’t think so, I think as a brand you make yourself extremely
vulnerable. And as companies don’t have a face, people will just comment. I think you start a really bad feedback loop if you start about CSR, especially on social media. So I think those social initiatives are good, but I
don’t think they should start talking about how sustainable they are in their supply chain. That would also be
really difficult.
FR3: And also because I want to know but I don’t know if Instagram is the right channel, especially for all the
CSR you need such as big description to explain what product you are doing, why and for what and what purpose that has and you kind of aim for, but then you only have like 2 sentences of description maybe max, some
hashtag and that’s it and it may also be misunderstood, and people think it’s just PR even though there may be a
really big meaning behind it. So I really think it’s great that they do it but I am not sure Instagram is the right
channel to communicate this.
I2: Yes, I think also, if you think about it, it’s quite clear why Nike is not doing more, because they were in such a
trouble last time. That’s how it started, no? They wanted to inform about their supply chain and the people started digging into it and that’s when it really went bad. So I think if you need social initiatives you shouldn’t do CSR
and supply chain, but you should think like the money you spent on clothes is then benefitting other parts. Because trying to convince that other people get higher labor paid, I don’t think that is very believable.
FR4: Yes, agree.
I2: Ok, but initiatives like this where everybody can participate and post pictures, e.g. saying #mygirls, is ok?
FR4: No, I think that’s good.
I2: It’s not controversial.
FR3: It’s just for the community, right? It’s not that they are changing the world with that but it is at least a feeling
of bonding in that sense.
I2: But you find that Adidas is basically doing that better, because they are sharing things that are important but
not to controversial.
I2: So talking about vision and leadership, do you have an idea of the vision, but maybe also do you find something about leadership in there?
FR2: Do you mean on Instagram? No, I only know stuff because I know stuff. I have a few acquaintances that
work at the Adidas headquarter and I know that Adidas really cares for that all the management and everyone
who starts working there actually is a very sporty person. So they, for instance, one of the girls who started there
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was a competitive swimmer in the German championships, so they only, or they really focus on having active
people working there so they can actually relate to the products, but on the channels themselves I haven’t seen
anything about “ok, we really care about our employees that they have a nice community.” That’s not what they
are doing.
I2: Ok, but would you want that, for example, on the stories that they kind of let you a little bit more behind the
corporate curtains so to say and show who is working there and maybe also about leadership. For example,
when you think about other companies that are very strong leaders that are also in public. Do you think that is
relevant? Would that be relevant to know who is behind the company?
FR4: Yah, especially because we are business student, we think that’s interesting, we think the company culture
is interesting. But for normal people that buy clothes they couldn’t care less about who is running the company,
who their management is comprised of. It is about the products, the quality of the products and kind of the message it conveys and not about the CEOs.
FR3: Because it’s also just about products, right, if you think about it, a piece of clothing you’re buying. So if you
connect it to Steve Jobs, he is this inspiring leader, you also thought that because of him these products are so
innovative. That’s another story. But if you think about Nike, it’s just a piece of clothing, then you don’t want to
know if the leader of the company is inspiring or not right, you just buying it.
I2: So you say it depends on the product and the industry.
FR3: Yeah, exactly. And how much of this innovation thing is needed or how much I get inspired by it. But I
would say just clothing or retail itself is not really…
FR1: Fast fashion. It’s just to fast for people to really care.
I2: So this would not really change your opinion if you knew more?
FR3: No, especially not on Instagram.
FR5: Too much information.
FR3: Exactly.
All laugh.
FR4: Actually, I think it might even hurt them. It might put up of a corporate image, which they don’t want to do
right. It would conflict with the other messages of empowering the individuals, and empowering the single athletes, and not “hey were huge multinational conglomerate and this is our CEO and he’s the boss of I don’t know
how many thousands of people.”
FR2: And actually leaders are mostly male.
FR4: Yes, so it might hurt more that it does good.
I2: True that is a good point. Ok, so do you think in general Nike and Adidas first of all have a good reputation,
also who may have a better reputation?
FR2: I do think they do have a good reputation, because you know even we know about the sweatshops and
everything people don’t really care.
FR4: Enough, yeah.
FR2: Yeah, they don’t care, so that doesn’t matter. And I think the quality proves every time you buy something.
FR1: Yeah, because when you get the product you don’t immediately associate it with this sad person in the
sweatshop, because the quality is still good so you’re kind of you just forget about the point of where it actually
comes from.
FR3: Yes, and as we said before, it is fast fashion. It is not possible to have it that sustainable and to have in an
ethical way. You know even if you just buy normal clothes from Zara and H&M you know already like something
was you know is not good. Was probably illegal in a way.
FR5: Yes.
FR3: But I also have to say that both brands are super mainstream now. So I also try to look for other smaller
brands now, for example like other big brands like Rebook and New Balance, for example in Korea, not that I
buy it but there are so many options. So if I want to buy sport shoes I would not only go into Nike and Adidas, I
would also just go through other stuff and try other brands as well. Because it’s super mainstream now, everybody has the same design now just in different colors, and I hate that. So I always try to find something else.
FR1: But then for me it is also more about personal style. So this is why Adidas Originals speaks to me more, it’s
not as mainstream but I don’t look at other brands because I think that they have a better supply chain.
FR3: No no, it’s not about the supply chain.
FR1: It’s only about style only about product.
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FR2: And also now that you mentioned all the other brands it depends on what you are actually doing and what
you are actually looking for, so if you are doing CrossFit, you would definitely check out Reebok, because it is
the CrossFit brand, or if you play basketball you’d go for Nike. So it depends really on what sports you do and
what your interests are. What your peer group influences you on.
I2: But in general, you trust and admire, respect, esteem the companies?
FR4: No.
FR3: I don’t think respect or admire is the right word for it. It’s just one of the options you have, and you consider
it, but I wouldn’t say I admire Adidas.
FR1: No, I do. And I hate to admit it. It’s such a kind of guilty pleasure. I love the stuff they come out with, I think
it’s fascinating, they totally catch me, I’m so stereotype “ohhh, it’s so pretty, it’s so colorful”, I mean the Instagram
looks amazing and I hate myself for it but I get sucked into it. But I know it’s not sustainable. But a lot of my life is
not sustainable. I think that’s why if I even look at the clothes that I like, how much they actually cost to produce,
who produced it, and also everything around it, so also the environment, if you keep thinking about everything
we use like that. So that’s why I think Instagram just makes you forget about it and that’s why we don’t want to
know about the supply chain, we don’t want to know where it comes from, it’s too depressing. But the brand
culture is so strong.
I2: That’s a great last point.
FR4: I actually respect them for the brand they built, and I respect them for the designs they have and what they
have done. It’s just respect for the industry as a whole and I think that also why, they are the leaders of the industry, Nike especially, and Adidas is second, so I think those are the ones that should do change and that is
probably a bit lacking in management right now, that they are not doing anything. So I think they need to change
something right now if they want to stay the leaders. And they’re not doing it, so I think in 5-10 years it’s going to
be bad for them.
FR1: Yes, because that’s the trend right now, again the sustainable, that’s the trend of our generation. I think
though it’s just super important to figure out how our generation uses Instagram. We just don’t know how to do it
and that’s why again they need to be the leaders in that sense to do something. But then again we admire them
because we are business students and they do everything in the book right, like how to operationalize and how
to internationalize.
FR4: But business wise it is not sustainable to not do anything. They should be the ones driving the change in
the industry.
I2: And then also communicate it on Instagram that they do it?
FR4: No, not particularly on Instagram. I don’t think Instagram is the channel, because on Instagram you want to
have happy thoughts.
FR1: But again, there is also a change on Instagram, because there is also a huge trend on Instagram to follow
people who live minimalistic. So I think when the shift comes, which may not start on Instagram, at some point it
will definitely be necessary to brand and communicate that on Instagram.
I2: Ok, so thanks for coming and the interesting conversation.
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Appendix H: Transcriptions of the Individual Semi-Structured Interviews
Individual Semi-Structured Interview 1: Verena S. – IR1
27.03.2018
01.07.14
I1: Hey, so please could you introduce yourself, what’s your name, where are you from, where do you live, how
old you are, what your occupation is.
IR1: My name is Verena, I am from Italy. I am 22 years old and I am currently living in Milan and I am doing my
Bachelor there at Bocconi.
I1: Mhm. Okay. How would you describe your social media usage in general?
IR1: Oh I think I am quite, I am almost addicted. So I check Instagram every hour, and I really like it, I post a lot
and yes. I am on the platform a lot. I have to admit I am almost not anymore on Facebook, but I mostly use Instagram. Also for inspiration and yeah.
I1: Ok, that’s great. So, you already said something about your Instagram usage. How does your behavior look
like? So you said you post, you comment a lot. So, do you like, comment and share a lot of posts? Or do you
use it rather passively?
IR1: Yeah, I post a lot as I said. I also do Stories and I use it, I use the platform for inspiration, follow of course
my friends but also companies. And if I post my outfit of the day, then I also tag companies and the labels that I
wear. And I watch also the companies’ Stories. Sometimes I even comment. Yeah, I would say I interact both
with private users but also companies on Instagram.
I1: Ok. So, good. Then I don’t need to ask the next question. So now that you scrolled through the feed of both
Adidas and Nike, how do you define visibility on Instagram?
IR1: I would say, if a company is visible on Instagram, it’s always present, I don’t have to look for it. The posts
are often, if I open Instagram, the post is there, a Story is just within the first three Stories in the line, and I think
that’s more the case for Adidas. I think Adidas is more visible, because they post a lot more than Nike I have the
impression. But still Nike is visible because a lot of bloggers I follow tag it on their profiles if they wear Nike, of
course also Adidas, but I think Nike is even a bit more popular among bloggers and also stars. So they tag it and
they also use the hashtag #nike and #nikeapparel, so yah, they are both like visible, but I think Adidas is doing a
lot more for it.
I1: So in how far do you think you are familiar with Adidas for example? Do you know what it does, what it stands
for? What it pursues?
IR1: Yeah, I think I am quite familiar with Adidas. Of course, from the apparel, but also from their feed, like I said
they post a lot, they have a lot of initiatives, like they also post trainings on Instagram and I often click on the
trainings and then I follow the link to the YouTube channel and I do the workouts at home.
I1: Ok, that’s good. And what about Nike, in how far do you think you are familiar with that company? What this
company stands for in particular, what it pursues, what it does?
IR1: Yeah, I think Nike has more, I am not quite sure, but I think Nike has a bit more, of course it’s similar, it also
sells sports apparel and also equipment I think, also footballs and, I don’t know, but I think it’s also involved a lot
in sports, I think tennis. So, I think they have something with Serena Williams. So, can you ask the question
again? How familiar I am with Nike?
I1: Yeah, in how far are you familiar with the company? What it does and what it stands for.
IR1: Yeah I think I am familiar with both of them. I think they are pretty the same, I don’t think they are much
different, but yah.
I1: Ok, good. Do you think that Nike for example, if we stay with that one, communicates frequently with its consumers? Does it post content frequently enough?
IR1: Nike not so much I would say. I would like to have a little more I think. I think the company is rather unapproachable. So, I don’t think they do so much. Of course they have their campaigns, but I think they are rather
far away.
I1: What, like regarding the female account…
IR1: Exactly, so I am following nikewomen.
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I1: And what about Adidas? adidaswomen? Do you think it communicates frequently enough?
IR1: Hmm, yah I think a little more. And they have a lot of videos. And they also have Stories sometimes, so I
think that’s good.
I1: So you find there is enough information on adidaswomen?
IR1: Yah I think there is more information, as I said, they cover a lot. So of course they present the products, but
they also present training videos, which I really like. And you can get a really good impression of their products,
and they also have different initiatives, like the #MeetTheCreators. And, yah, I think what they do less, they have
a lot about yoga, but what they do less is like featuring sports athletes. So I think Nike is doing that more.
I1: Ok, mhm, cool. So we already talked about it a little bit, how frequently you notice Stories of Nike and Adidas
on Instagram and do you also watch them?
IR1: I think Adias is posting Stories sometimes, I like that. But Nike not really. Actually not at all I think. Maybe I
am not even often enough on Instagram, but I don’t really, yeah, I miss that a bit from nikewomen.
I1: So in general, how far does the visibility of the companies influence your feeling towards them? And do you
find one of the companies more appealing because they are more visible?
IR1: Yes, I would say Adidas, as I said is more visible, and I think in this regard I like it better and I get the better
impression of it. It’s nice that it’s more visible, but still I think both companies are cool, Nike maybe even a little
cooler. But Nike should be more like Adidas in terms of visibility.
I1: Mhm. So, let’s move on to transparency. How would you define transparency on Instagram?
ID: I think transparency is if a company, like, makes transparent what it does. If, you know, if they make clear
what they do. And I am missing this for Adidas a bit, because they, as I said, they are visible, but I think the
transparency is a little missing because sometimes I think it’s quite hard to know what this campaign is about.
Maybe they should add better captions or better, or something like a text in the picture, but I think it’s quite hard
sometimes to know what this campaign is about. I often don’t really get it. That’s different for Nike I think, I think
it’s more transparent what they do. And, yes.
I1: Mhm. So how are the companies doing in the aim of carrying out their initiatives transparently? Can you
make more exmamples?
IR1: I think Adidas communicates a lot about their initiatives, but sometimes I think it’s also a little unrelated. So I
didn’t really get in the beginning the #MeetTheCreators. I think it should be like empowerment of women, and
also empowerment in general, follow your passion, creativity, but they kind of post it… Like, some women in the
initiative were cooks, and in the beginning I couldn’t really relate what that has to do with sports. Maybe it’s
about a healthy nutrition, I didn’t really know and sometimes I found it a little bit unrelated.
I1: Mhm, ok. What about Nike’s initiatives? Do you think there is enough content on Instagram about it?
IR1: I think Nike’s initiatives are mainly like supporting athletes like Serena Williams for example. And that’s quite
transparent, so I really like the picture about Serena Williams with the headline, the text which says “you told a
little girl she was to black for the tennis whites, and she grew up to be Serena Williams”, so that I found really
nice. It’s really, yah, it moved me a bit in a sense. And as I said, they have a lot more this, for example, there is
this woman running the New York City marathon, and I am quite inspired by her, I think it’s cool.

I1: So you perceive Nike as being more transparent than Adidas, that they are more open about who they are,
what they do and why they do it. What regarding that?
IR1: I think their feed is a little more clear to me, so I would say they are more transparent, yes. So I understand
their feed better, it’s clearer.
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I1: Do you also think that Nike is agile and responds to consumers in a timely manner?
IR1: I don’t know. I haven’t really ever tried to contact the company. I don’t know if there is enough interaction to
be honest. Of course the pictures all have a lot of comments, but I haven’t really realized that the company is
answering or participating in the comments, or like, texting with the consumers. And that’s both for Adidas and
Nike. So, there is a lot of interaction from the consumers’ side, they comment a lot for both of the companies.
But for example, on one picture, a person directly addressed a question to adidaswomen “where can I find these
shoes please”, of course you can look for it yourself, but of course Adidas… Oh actually Adidas did answer!!
“Those are the new ultraboost by Adidas Running, you can find them on Adidas.com”. Ok, so maybe, oh that
surprises me, because I didn’t see that before. Maybe Adidas in this regard is like more responsive.
I1: Ok. So Adidas you find discloses a lot of information about itself and engages in direct, open dialogue? Like
this example?
IR1: Well, which kind of information do you mean?
I1: Just like anything, so what they do, who they really are.
IR1: I think it’s enough. Sometimes, as I said it’s maybe a bit confusing and you don’t really get what this initiative stands for and they could explain it better.
I1: So you prefer Nike in this regard? It’s a little clearer you said?
IR1: Yah, it’s clearer. But they don’t answer to posts that much I think.
I1: And do you perceive Nike’s action as credible, fair and ethical in the way it presents itself?
IR1: Just a sec, I just saw that nikewomen is actually also commenting in the posts. So maybe it’s also quite
responsive. So what was your question?
I1: Just if you perceive Nike’s action, for example, also as credible and fair and ethical? In the way it presents
itself?
IR1: Yah, I think so. Because they also post pictures about diversity and different body types and different cultures. So I think they take, it’s important for them, I have the feeling it’s important. I also like the boxing lady, the
Muslim boxing lady with the had, so, yah I think they raise awareness for that.

I1: What about Adidas? Do you think it’s fair and ethical in the way it presents itself?
IR1: I think so. I think it’s basically the same. So they also have different cultures and they, like this initiative
#MeetTheCreators, I think they want to raise awareness for “be who you are” and empowerment and yah, I think
so.
I1: So you think that both companies actually are quite willing to discuss such issues openly and that they are
receptive?
IR1: Yah I think so.
I1: Ok. And how difficult or easy do you think it is to find out more about certain initiatives for example? Like related to content, to what they post?
IR1: You mean information about initiatives they have?
I1: Yes, like if you see a post and then you think like, for example, for the creators, you were confused. So do
you think it’s easy to then find more information, to have a link or have a tag? Something like, that leads you to
more information on it?
IR1: Yeah I think for Adidas, I don’t know, of course you can click though the links and then you will find out what
it is about. But I am not always willing to go on Youtube to get what this is about for example. With this cooks on
their page, so I am not like interested enough to go to their YouTube channel, and it’s not even a direct link, so I
would have to open YouTube.
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So, yah, for Nike maybe also their campaigns are a little easier, they have for example this “Cortez” with Bella
Hadid. I think it’s a sneakers brand inspired by powerful women and it features Bella Hadid and I really like Bella
Hadid. I think it’s a bit easier to find it out for Nike. Maybe also because the initiatives are more related to the
company.

I1: So for the creators initiative for example, there would also not be a direct like to find out more?
IR1: No, not really, it’s just the like or the tag to the person featured.
I1: On the post you mean?
IR1: Yeah, on the post. And, I don’t know, I didn’t really find out in the beginning what it was about.
I1: Ok, mhm. Yah because I think they only have the link to more information, to the recent post in their description, profile description. But then, if the post is older…
ID: Yah well they have, they have a link there, but it’s a workout. So, it’s not related to #MeetTheCreators, to the
campaign.
I1: Ok. That’s interesting. So, in how far do you think transparency of Nike and Adidas influences your feeling
towards them? Do you find the companies more appealing because of that? Or one of them?
IR1: I would say the more transparent the better, of course. So, it can get annoying if it’s not transparent, so of
course my feeling is better if the company is more transparent and I immediately get what it’s about.
I1: So, do you find one company more appealing because of that?
IR1: Yes, I would say in this regard Nike is a bit more appealing at the moment to me.
I1: Ok, mhm. So, we already touched a little bit upon it. Regarding consistency, how would you define consistency on Instagram?
IR1: Consistency I think it’s about, like that the posts are, like the vibe is like the same. Yah, but maybe sometimes it’s also cool if something interrupts the vibe. So, consistency is nice but it can also be boring. I wouldn’t
always say it’s just a good thing. But it depends on how you define consistency.
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I1: Well, we define it as Instagram communication being in line with the companies’ claims and values. And that
the company can be identified also rather easily since they convey a coherent picture in both the visuals but also
the messages. Do you think that Nike’s Instagram feed is consistent?
IR1: Yeah I think so.
I1: Why, how come?
IR1: Well, it’s always a little bit the same. There is Serena Williams, than there are shoes, than there are women
of different body types. Then there are again athletes, fashion. So, yeah I think it’s rather consistent. I think there
are a lot of like, colored people. It just comes to my mind if I scroll down the feed. But yah, also in terms of the
colors and of the filters used, I think it’s consistent. Yes.
I1: Okay. And what about Adidas?
IR1: I think for Adidas, the feed is a little brighter and more colorful. But I think it’s also consistent, definitely.
I1: Okay, and why so? Because of the colors more or is there some other kind of consistency as well?
IR1: The themes, there is a lot of yoga and, yah it appear consistent to me, definitely.
I1: So also in the actions it communicates and the messages it conveys to you it’s also consistent you think?
IR1: I think so, it’s always like women doing sports, being like healthy and, yah, strong, happy women. That’s the
case for both I think. But Nike’s women kind of seem more determined, than carelessly happy.
I1: For both, okay. Mhm. So, can you also easily identify the company on its Instagram profile, if you for example
would not see that it’s like Nike in the first place? Do you think you would be able to identify that it’s Nike?
IR1: I think so, because there is always the logo somewhere. So I think it’s easy to identify. That’s not that much
so for Adidas. I think the logo is less perceivable. Because with Nike, the swoosh logo, it’s really easy to see. For
Adidas, I think a little less. There is sometimes sports pictures where you don’t really get this is Adidas at the first
moment.
I1: Mhm. So it’s more about the logo in order to identify…
IR1: Yah, for me yes I would say.
I1: Ok. So what features, we already talked a little bit about that, on the profile to you think contribute to the consistency of the profile?
IR1: Yah I think I already said that. So it’s like the pictures, which come up, it’s like, it’s a flow. It’s a certain vibe.
I1: Mhm. So it’s more about the vibe of the photos.
IR1: I think so. Or what they convey. It’s always like power and, yah, maybe on Nike there is more like power in
the sense of fighters and fight and like “just do it”, and for Adidas it’s more like sport, it’s about having fun, it’s I
think more relaxed in a sense. It’s like often women smiling while doing yoga and women smile more, it’s like a
little more cheerful.
I1: Okay. And do you think that, like we talked about initiatives already before. Do you think that the companies
actually act on what they communicate and what they claim? So, Adidas for example?
IR1: I think so, yes. I think this is related to the question also if they stand behind their, yah, I think they, I kind of
trust them, yes.
I1: Both of them?
IR1: Yah I would say so.
I1: Okay, so, in how far in general does the consistency of the companies’ profiles influence your feeling towards
them?
IR1: Yah I kind of feel at home. So, I think it’s good, like, it’s good that it’s consistent. But as I said, it can also be
a bit boring. So sometimes it’s also nice to have something catching, yes.
I1: Okay, so it’s also kind of familiar to you? You are already kind of familiar with the profile? And that is for both
of them? Do you find one company maybe more appealing because it is more consistent?
IR1: Yeah, I think I find Nike a bit more appealing. Because, as I said, it’s a little more clear to me.
I1: Mhm, ok. Great. So if we talk about authenticity. How would you define that on Instagram?
IR1: Yah, I think authenticity is that the company stands behind its values and it’s, what it tries to convey. So I
don’t really know what the slogan for Adidas is to be honest. But for Nike of course it’s “just do it” and you see it’s
kind of motivating I think.
I1: Okay. So, is Nike for example on Instagram authentic to you? Does it act in line to what it stands for, no, like
the “just do it” for example? And towards its values?
IR1: Yah. I think it is. I think Nike, it seems quite authentic to me, yes.
I1: Mhm. Okay, in this regard. And what about Adidas?
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IR1: Adidas, authentic… I think it’s the same actually. Yeah I think also Adidas is authentic.
I1: So you have, like, what is your gut feeling when you think of Adidas for example?
IR1: Mmh, yeah, I think it’s a lot about yoga and that sports should be about fun, whereas Nike is more like “you
have to work hard for, to get a body like the models there.”
I1: So, but does Adidas for example seem credible to you? And honest and sincere?
IR1: Yah, definitely. I think so. I also, like, they have a section where there is not only yoga but also a lot about
running and they have this first female marathon runner and the videos are really nice and, like she changed
really the running for women, she created running for women in a sense. Yah, I think that makes it also credible
if you have real persons’ stories behind. That makes it authentic.

I1: Ah, okay. And also for Nike? Does Nike seem honest to you?
IR1: Yah, I think so, because of Serena Williams. She is a black woman and she got so successful, so, it’s nice
to have stories behind the profiles and the pictures.
I1: And how professional does for example Nike’s feed seem to you?
IR1: Really professional. But that’s for both. Of course they are big corporations and they are really professional.
I1: So, but does this professionality so to say support the authenticity of the companies?
IR1: Yah but sometimes I would say for both of the companies I would like sometimes to have a story about a
normal, casual employee working there and telling something about their daily life and, yah, I don’t think you get
so much like the look behind the facade. So that could be a bit more but maybe it’s also because it’s such a big
company, that you cant get that. But, like startups do it, you know, it’s nice if you have these little stories from
their daily lives, what are the people behind. And you don’t really get that from these companies.
I1: So even from a well-established, big company, you would also wish to be like a little less this big corporation,
no?
IR1:Yeah, exactly, that you feel that it’s about people as well, you know. And it’s not all planned. It’s a little, like,
easy. That is a little missing maybe.
I1: Okay, okay. So do you have the impression that there is a real person behind the feed? Like, for example
Nike, do you think it’s genuine? Or do you think it seems very controlled?
IR1: It’s so controlled. I don’t feel there is a person like you and me behind this profile, not really. And maybe for
Adidas a little more, because it’s a little more cheerful. So it appears that, yah, this could be a friend of mine who
posted that picture. So I think Adidas in this regard is a little more, maybe even a little more authentic.
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I1: Okay. But do you find this, maybe you can think of something, like content that seems staged or manipulative? Do you find that there is some content like that on the profiles?
IR1: Yah of course they are all staged I guess, but not manipulative. That is too much to say. Because when I
say for Nike, the picture of the marathon runner, if I see here, like crying almost because she did it, this Shalane
Flanagan, I think this is not staged. Of course it’s all a lot deliberately planned, but not really staged or manipulative, not at all.

I1: So you said you don’t really get an idea of how the company operates in real life, like what kind of people
work there and what they do on a daily basis, you said that is missing a little bit, right?
IR1: Yah I think, of course you can imagine it, but they don’t really show it. They don’t really give you an insight
into their company.
I1: But do you think that would like change your feeling or your perception of this company?
IR1: I think it would be nice, yes, I think I would feel closer to the company, yes. Definitely.
I1: So you don’t think you would maybe even be disappointed if… because they are such a big established company?
IR1: No, I think it would create empathy I think.
I1: Okay. So, also the same question here. In how fair does authenticity of the companies’ profiles influence your
feeling towards them?
IR1: A lot I would say. It’s really important. Because, yah, I think they are authentic but they both could do more,
like to get more personal, and that also means more authentic even. Not just like, the big corporation you cannot
get close to.
I1: Do you find one of the companies more appealing because they are more authentic?
IR1: No, I think they are both, like as I said, Adidas is a little more cheerful and maybe that is why it seems a bit
more, like, it’s a bit nicer and not just about “just do it”, power… But yah, both don’t really post stories or something about behind the scenes.
I1: So about the distinctiveness, how would you define distinctiveness on Instagram in general?
IR1: I think distinctiveness is to stand out, to do something special, not always the same. I would define it like
that, like also pictures sometimes that are not related. For example for Monki, the fashion brand, once they had
an initiative where they posted like people or, like a sex scene, it was not that bad, it was like a cartoon, and they
like raised awareness for female orgasm and stuff, and I was just “what does that have to do with Monki??” So,
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but kind of it raised, it like waked me up, it made me stop, it made me think, and think like “What the fuck”, but it
kind of was good for the company because I was thinking about Monki and I was telling others, so.
I1: So kind of like Adidas’ creators campaign, which also kind of confused you?
IR1: But the creators campaign doesn’t really make me stop, it’s not like, it’s just like pictures of normal people…
I1: You were just wondering what it has to do with the company?
IR1: Yah, but I wouldn’t, these pictures wouldn’t make me stop. And in general I think the feeds, of course they
are nice, but they are also kind of always the same a bit. I like it that Adidas also has these videos about, like,
they have videos like with cartoons. And yah, again I don’t get so much what it is about. It’s like, you can see
that there is this black and white cartoon. Well, it’s a little different because it stands out a bit, it’s not a picture or
a photograph. But, yah, I don’t think that these companies have so many features that make the pictures stand
out a lot.
I1: But still I mean, what is the first thought that comes to your mind when you think of Adidas for example?
IR1: Yoga, sports. The shoes.
I1: And for Nike? What is the first thing that comes to your mind?
IR1: For Nike it’s like nice ambassadors, like Serena Williams and Bella Hadid and diversity, power, yah, “just do
it”.
I1: Of course. And does Nike also appear unique to you compared to for example Adidas?
IR1: I don’t think they are so different. So I don’t think they have this huge distinctiveness to, I don’t know, I think
it’s kind of related and maybe Nike is using the swoosh logo and in general the logo a little better. But also the
Adidas logo, like, makes it stand out or you know it at least.
I1: Okay. You think, in a way, like, how it differs it’s more like what you said before, no, like, the yoga thing for
example or the tennis. Is that what you think are the differentiating factors then on Instagram? How they presented themselves?
IR1: Hm, maybe the differentiating factor is that Adidas, as I said is brighter, it’s more cheerful, it’s more like, it’s
a lot about creativity. And Nike is more about getting there, being strong and work out hard. And more this, the
people are tough.
I1: So for the published content, is there something that stuck into your mind? So what the company posted? Is
there something unusual? You said like the creators campaign for example stuck into you mind? But also something funny or something that made you think? That you can still remember?
IR1: No I think it’s basically a lot, well, maybe for Nike I like the picture with the marathon runner, because, as I
said, it’s not that staged, it’s like more natural or also like, there is a, I think it’s the UK football league, there is a
woman, like… I like the pictures where sport athletes are like in, they don’t pose, they are just in their element, it
conveys a lot of emotions, yes.

I1: Okay. So, what do you think is the distinct promise or purpose that they communicate on Instagram?
IR1: The promise I think it’s that they not only sell sports wear, but they also try to motivate you. And that’s for
both. Maybe for Nike that’s more, like, the sports in the gym and freeletics kind of stuff, and Nike training club.
For Adidas it’s more like the yoga part and do sports with your friends.
I1: Okay. So we already kind of talked about what content caught your attention, no. So that is also where you
stopped scrolling, right? And really got into the pictures?
IR1: I think it’s really the emotional content that makes you stop. Or of course fashion if I really like something
they wear. Or if there is an influencer I like and she wears something I like, yah.
I1: And out of curiosity because Adidas also has tennis players featured in a lot of their post, Caroline Wozniacki.
IR1: I didn’t realize that.
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I1: You didn’t notice? Ok.
IR1: No.
I1: And you realized the thing about Serena Williams because she is very prominent, no?
IR1: Yeah, I knew here, so I think for me she is more prominent.
I1: Okay. Cool. So in how far does distinctiveness of the companies influence your feelings towards them?
IR1: Of course distinctiveness makes a company stand out and if it’s distinctive in a good way, then… If you
have the feeling that there is something behind, it’s not just about selling, then of course it’s good. So I think it’s
really good that they have this thing about motivation and they, I think it’s really good that they even do Instagram.
I1: Okay. So do you find one company more appealing, because it’s more distinct?
IR1: I think it’s hard to say. I don’t know if I prefer one of them. I think it’s similar and maybe they should sometimes even have, like in between, a picture that is a little more capturing, like it’s not so consistent, it stands out.
I1: Mhm, mhm. You think they should do that?
IR1: Something that surprises you.
I1: So when we talk about products and services now. Which products, product posts or videos caught your eyes
in particular, for example, if you have one of the companies where you can remember most?
IR1: Yah, I really like the fashion posts, so I don’t like it so much so to buy sportswear, so I like the Nike shoes
and for example the rose colored ones, because I could wear them like everyday.

It’s also about taste. I like that more than these running shoes, even if the quality of the running shoes is for sure
better. Yah, and you can see all the features and for example, Adidas has five or four posts about this specific
fabric and how it’s like a second skin. I don’t know, for me, you can really see, this is a good quality, but for me
it’s not that important because I can also run in a cotton t-shirt. But of course, people that are sportier than me,
for them it’s more important.
I1: Mhm, so you look more in terms of products, you look more into fashion.
IR1: Yah, I think so, that’s why I also pay more attention to the influencers, if they have like models or something, like I said, for Nike Bella Hadid or Karlie Kloss for Adidas. So I think, yah, that’s more interesting for me. I
also prefer to watch fashion shows than to watch football games, you know.
I1: Yah. Of course. Okay. That’s interesting. So but you do get the quality, an idea of the product’s quality?
IR1: Yah, I think so. Yah.
I1: Do you think that’s for both of them?
IR1: Yes, maybe even more for Adidas, because they even have videos showing the fabric and yah, in general
they have more videos, I think that’s good. You get a deeper idea.
I1: Okay, so you also watch the videos?
IR1: Yah I do sometimes, if I am interested.
I1: Mhm, okay. And, like you said, there is a lot of content on the new textile or product parts. Does that give you
also an idea of the innovativeness?
IR1: Of course, this new product is for sure really innovative. But, yah, as I said, it’s not that important for me, but
still it’s quite interesting, what is new there, yah.
I1: And do you think also Nike communicates it’s innovativeness in terms of products and services?
IR1: Maybe a little less I think for Nike. I have the impression that it’s always a little, it’s always a little the same.
Maybe it caught my eyes because Adidas used the videos for this new fabric. That is maybe because at the
moment my impression is that Adidas products are a little more innovative.
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I1: Because it’s very recent that you saw that, right?
IR1: Yes. Well but there is also a video on Nike where there is a shoe jumping around and, yah. I think they have
both innovative products and good products. It’s hard to say which one is better.

I1: Okay. And you also get an idea of the practicability of the products? And how you can use it in your daily life?
IR1: Yes, a lot. For the fashion content, when bloggers wear them and tag the company, than of course, a lot
yes I would say.
I1: Okay, cool. In how far does the presentation of the products and services of the companies influence your
feeling towards them?
IR1: I think, like, it informs me quite well and it informs me much better from pictures than it would through texts.
So I think Instagram is really a good location for that.
I1: So for that, pictures are very important.
IR1: Yes.
I1: And the videos like you said, both of them have videos that kind of show the products.
IR1: Yeah but Adidas more.
I1: Do you think that’s important as well, that you have a video on it as well where you can see how it is from a
360 point of view?
IR1: Yes, I think that’s nice to have.
I1: So that’s better than a picture actually?
IR1: Yes, I think so. If you are interested in the product it’s definitely better to have a video.
I1: Ok, mhm, where you can see it from different angles. Yes. Okay, cool. So do you then find one company
maybe more appealing because it presents the products better? Or do you think it’s quite equal?
IR1: They are both so good, they are both doing really good. But I think Adidas presents the products a little
better.
I1: Why is that so?
IR1: Because of the videos as I said.
I1: Okay, so you prefer the videos a little better.
IR1: Yes, the product videos yes. They show it really well.
I1: Okay, cool. So, regarding vision and leadership, which is an interesting topic. Did you get an idea of the companies’ vision and mission on their Instagram feeds? From also maybe form captions or hashtags?
IR1: Yes, vision and mission for sure. So, Adidas (meant Nike) it’s as I said about empowerment, it’s about motivating you and also equality and yes, I would say so, that you get an impression about the mission and the vision. So, yeah.
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I1: Also from Nike?
IR1: Yah, I meant Nike, sorry! Then for Adidas, yes I think they both convey their mission and vision well, so we
all know what the company is about and they also try to raise awareness as I said for different, for like diversity
and yah.
I1: And how important is it to you to know about these things? To know about what their vision and mission, so
their purpose basically is?
IR1: It’s nice to know.
I1: But it doesn’t kind of change your opinion about them?
IR1: Yes I think so, but, you know they are in the business for a long time, so it’s not like, that I, it’s normal that
it’s there. You know.
I1: Okay. So you would expect it in the first place?
IR1: Yes I think so.
I1: Okay. And, so have you realized any posts of the companies’ leaders on Instagram?
IR1: Actually no. They don’t do that at all. So, if I think about, I don’t know, but if I think about other companies,
like, well, Steve Jobs is not around anymore, but I think he was a lot more present. So, well, I think, yah, they
don’t do a lot.
I1: Would you be interested in finding out more about how the companies are led and who their, for example,
CEO is?
IR1: I don’t even know who their CEO is, to be honest. And well, I didn’t really miss it but I have to admit that I
like it how other companies did it, that you know a lot about Amazon’s Jeff Bezos, that you know about Steve
Jobs or also the Tesla guy, I cant remember his name. But they play with them in their social media as well. And
I think it’s nice if you have a person to relate to.
I1: Mhm, but, I mean, the others you mentioned they are very powerful leaders. Like, leaders that really stand in
public.
IR1: Yah, maybe these companies don’t have a leader like that.
I1: Yeah, but would you still be interested in knowing them?
IR1: Yah, I think so, as I said, it’s interesting to know them in the other companies, so why not.
I1: Okay, so it would just be about finding out something about their competence and reliability then, that you
have like a face to the company. So you would be interested in that.
IR1: Yes, I think so.
I1: Okay. So it would change your perception about the company as well?
IR1: Yeah, I think so. If it’s a good leader, yes. If they like, display it in a nice way, for example, for Amazon, I
don’t know, I think Jeff Bezos looks so, like a bad guy more, so… But if they have a nice leader, then they
should like, post it.
I1: So but in terms of that, you don’t really find one company more appealing, because you said…
IR1: No both don’t do it, so, no.
I1: Okay. So then, in terms of social responsibility. Can you identify posts regarding social responsibility in specific? On the companies’ feeds?
IR1: Which kind of social responsibility, is it about environment?
I1: Could be anything, yeah, environment, or social, like people, like communities…
IR1: Is it again the thing with the equality?
I1: Could be, yah. Like, whatever comes to your mind, yah. If you came across something like that. Could also
be other initiatives, for example for the people, like for communities, I don’t know if you came across something
like that.
IR1: I think by scrolling through the feed, I didn’t really get across a CSR initiative. Maybe I didn’t recognize it,
maybe then they should like make it a bit more clear. But, I didn’t really recognize the CSR initiatives, if there are
some. So, like, of course there is the whole equality thing is of course always there but I don’t know if this is, or
also like women which are, yah, of a different body type and stuff, and also different colors. But like, CSR in
terms of environment or something, or that they do good, I didn’t really identify something about that.
I1: Okay, but still, do you perceive like if the companies support good causes and contribute to for example social things…
IR1: I think on Instagram I didn’t really see it, it’s always about their sports, but it’s not so much about, I didn’t
really recognize it, no.
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I1: Okay.
IR1: You know a marathon and stuff, it’s not really like that they do something good for the society.
I1: Mhm. It is just interesting, because there are some. But do you think in general that the companies address
critical issues? And topics of public importance on their Instagram as well?
IR1: I would say only the stuff about equality. I didn’t realize anything else to be honest, like body types and also
body colors and of course the whole women thing, women empowerment and women equality, of course, that a
lot, a lot. And that also shows that they have especially these accounts nikewomen and adidaswomen. That’s a
critical issues I think. But, yah.
I1: Okay, but does the presentation of such social responsibility and such, like pointing out issues influence your
feeling towards the companies?
IR1: Yah, I think it makes the company, I like that company more if they do it.
I1: So it is actually important to you that they do it?
IR1: It is! But maybe they could also show, if they do something, they could show it a bit better, yah. Because
you always just see these, these sports people pictures, basically.
I1: Did you find some distinction between the companies, do you find one more appealing because they do more
CSR?
IR1: No not really, I didn’t really get it from both of them. Maybe they should sign it a little better than. Because
it’s always nice to know, you know.
I1: Okay. So you would be interested in knowing more about it.
IR1: I think so, yes.
I1: Ok, cool. And then, in terms of innovation. Do you think that Adidas for example is innovative as a whole?
IR1: Yah I think so. You know, this new kind of fabric, I think they always try to be innovative, to have new stuff
out there, and yah.
I1: And they also showcase that well?
IR1: Yes, like these new initiatives, I think they try hard. Maybe a little more than Nike, because Nike, I think in
terms of followers Nike seems more popular, or like more successful. So maybe that’s way Adidas is trying a
little harder. But I think Nike of course it’s also innovative, they have so much money, they have like, they can
innovate. And, in terms of innovativeness of their feed, as I said, it’s maybe the same like regarding to, it’s really
consistent, which can be good, but then there could be something a little more innovative once in a while, maybe
they could also like have sometimes a new collaboration, maybe with an artist or something, who paints the
shoes, or, I don’t know, well they try but they…
I1: They could show more of what they do also, yah. But do you think that Nike is fresh and modern, still?
IR1: Yah, still, I would say yes. They are fresh and modern, but innovative is a big word. And I am sure they are
innovative, but they could picture it a little better on their Instagram.
I1: Mhm, okay yah. And Adidas? Do you think they are also fresh and modern?
IR1: Yes, as well, as well. And in terms of innovativeness maybe a little better than Nike, yah.
I1: So do you think both of them are basically on the pulse of time?
IR1: Yes, I think so, yes. They are young and they are fresh I would say, yes.
I1: Okay. And do you think also that for example Adidas addresses future oriented or very up-to-date topics?
And takes also maybe action as a pioneer in certain fields? Can you think of an example maybe?
IR1: Yeah, let’s say, with this #MeetTheCreators thing, we found out that it’s about food, so maybe Adidas is
trying to talk about the issue about obesity and that you should like, that you should… So I think with this presenting like cooks, it can be addressing current issues. Because people think so much about what they eat. So I
think it’s a really current topic. I kind of like that they did, but as I said, they should explain it a little better what
it’s about, because in the beginning I didn’t get it, but then, looking at it more often, then I realized, it’s like, they
say, this cook, they discuss the transformative power of colorful, creative, balanced food. So, it’s a really good
topic for the moment I think, so, I like that. I think that’s innovative. I didn’t realize something like that from Nike
to be honest. It’s like really that Adidas is trying a little harder, because they are smaller.
I1: Okay. So they try to kind of be more diverse and address other topics as well than sports.
IR1: Yah, maybe they are a little more innovative in their Instagram feed.
I1: But in how far does the presentation of innovativeness and innovation influence your feelings towards the
companies? Is it important to you?
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IR1: It’s a good thing I think. Well, it’s always the thing, you don’t know if you would miss it if it’s not there, you
don’t know that. But know in the direct comparison, seeing that Adidas is doing it and Nike not, then of course I
prefer Adidas in this regard.
I1: Yah, ok, cool.
IR1: But still I think they could even do more, they could post like, also, maybe it’s leading to far, but I would like
it if they would post recipes or healthy food recipes, like maybe it’s to much away from their core, but it’s still
Instagram, you know, it’s about inspiration.
I1: So would you want to see like a whole post on it or just like maybe a link in the bio?
IR1: It could also be a post, why not. Like I saw it before on one of the feeds, that they posted pancakes, I don’t
really remember, and I think, yah, sports is also about nutrition, so that could be a nice thing, why not.
I1: Okay. Cool. And so, in general, do you think Adidas has a good reputation?
IR1: Yeah, I think so. I think both companies have a really good reputation. So, what people think about them it’s
I think, they have so many fans. So, yeah, I think both. And I think this is also the reason because they do good,
it’s minor things they can do better, and you know, it can always get better. Reputation can always get even
better, so, it’s worth improving and trying I think, yah.
I1: But do they also emotionally appeal to you?
IR1: Yah, I think so, I think that is reputation. If a company emotionally appeals to me, than I also think it has a
good reputation, I also assign it a good reputation, yes, I would say.
I1: Ok, so do you like trust and admire them?
IR1: Admire is a big word, like, I am not 14 anymore, maybe a 14-year old girl admires them for sure. But I would
say yes I trust them, I respect them for what they do. I would say so, yes.
I1: Okay. Cool. And why is that so though? Can you give like, one last final sentence? Why do you trust and
respect them?
IR1: Well I think for the whole reasons we just talked about. Because they seem authentic to me and they never
had negative publicity like Nestle, like ruining the rain forest, so they…
I1: Well Nike did… Nike had a thing with the sweatshirts. I mean, it’s already very like, far in the past.
IR1: Well I forgot about it, so for me they both have a really good image, so I have a good image about them in
my head, so I think they have a good reputation, yes.
I1: Okay, perfect, thank you very much.

Individual Semi-Structured Interview 2: Victoria B. – IR2
27.03.2018
00.57.39
I1: So please introduce yourself, what’s your name, where are you from and where do you live at the moment,
how old are you and what do you work at the moment? Or what are you doing at the moment?
IR2: My name is Victoria. I am a student, 24 years old and also writing my Master thesis at CBS. At the moment I
am living in Munich.
I1: Where are you from?
IR2: I am from Münster in Germany.
I1: How would you describe your social media behavior in general? How often do you use it? Especially Instagram, how often do you use it? Do you use it a lot? Do you like, comment or share? Or do you use the platform
more passively?
IR2: I would say I use it a bit more passively. I use it every day, but I don’t post that much, approximately one
post every second week. And I don’t really share.
I1: And do you also follow companies on Instagram?
IR2: Yes I do.
I1: And do you also interact with those companies?
IR2: No, I rather look at their pictures and at their posts.
I1: So no commenting, but do you like?
IR2: Yes I like as well, but in general no commenting or sharing.

192

I1: So let’s move on to our companies, Nike and Adidas. You told us before that you are already following them.
So let’s talk about visibility. Considering Adidas’ feed and also Nike’s, how would you define visibility on Instagram? What makes a company visible on Instagram?
IR2: Well, visibility is a relatively broad term. What do you mean by it exactly? I think when a company is on Instagram it is automatically also visible.
I1: Exactly. So the company can be visible because it posts a lot, also frequently, maybe also using hashtags to
be more visible. They might also use collaborations for example. How familiar are you with the company, how
prominent is it in your mind? What do you think, how can you achieve this through Instagram, to be visible as a
company?
IR2: I think the company needs to follow a consistent line. The pictures they post or the hashtags they use, they
need to have recognition value in a certain sense. For example if I think of Nike or Adidas, I would immediately
relate it to sports shoes, so I would expect that there is something like that on their profile or that they consistently use the same colors or that they always picture groups or only one person, it should be consistent and you
should have this recognition value. Thereby, the focus does not always need to lie on the product, it can also be
something else, but I would say that the recognition value is especially important especially for companies,
which are active on Instagram, like Adidas and Nike.
I1: Does the company, Adidas, communicate often and frequently with consumers? Do you think they post frequently enough?
IR2: Yes I think so, they post quite frequently in order to be present in consumers’ minds. That’s the same for
Adidas and Nike.
I1: Do you think initiatives, collaborations or sponsorships are made visible through Instagram? Can you recognize them? For Adidas?
IR2: Regarding sponsorships, I don’t think that much, in comparison to Nike, which posted pictures about a marathon or football. There is a difference I think. And what was the other thing you asked?
I1: For Nike, do you think those initiatives, like sponsorship, collaborations etc. are communicated and made
visible enough on the platform?
IR2: Yes, because also the collaborations are always tagged and linked under the pictures. I think both do that.
I1: Okay, so through the link you think it is visible enough?
IR2: Well, there I have the opportunity to click on the link and inform myself about it if I have time and if I want to.
I1: Okay. In how far does this visibility improve your feeling towards the company? Do you find the company
more appealing because of that? Does it influence your perception of the company in a positive way?
IR2: I think especially due to these collaborations, which Adidas has for example, this cook for example, it offers
a totally new view of the company. I would have associated it with Adidas at the first moment. I think thereby they try to change the view on their company. Or also the cooperation with the tennis player, I think they try
to show their image to the outside and that has an influence on me, yes.
I1: Positive or negative?
IR2: Positive. Because what Nike does for example, with the woman with the burka, I wouldn’t have thought they
would do something like that before. So you don’t know that, but if you see they post a picture like that, that exerts a really positive influence.
I1: Okay. So let’s move to transparency. How would you define transparency on Instagram? How does a company get transparent on Instagram? What is important for you in order to say, ok, that’s a transparent company?
Can you think of something?
IR2: Transparency, I think it difficult to describe it on Instagram. Transparency for me is if the company publishes
both positive, but also sometimes negative aspects, which display them in a better light. The company should be
accountable and stand by the fact if it is criticized. This is transparency for me. I think its difficult to relate it to
Instagram, because the pictures they post of course are only things that make them appear in a good light. So
maybe transparency is difficult on Instagram.
I1: We define transparency on Instagram as a company that is open about itself, shows what they do, what it
stands for and also why. Do the companies transparently show what they do? What they stand for? And what
their purpose is?
IR2: You mean in the industry?
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I1: Yah, I mean on Instagram and in general. So if you look at their feeds. For Adidas for example, what does the
company stand for?
IR2: Well, I would say that you can see a lot of strong women on the pictures, who present their strength also to
the outside. So I think it’s about empowerment I would say, seeing all these pictures…
I1: And how about Nike?
IR2: I think on Nike’s profile there are more products in the foreground. I think Adidas shows more the women
themselves, not that much the products. There are a lot of women in motion, so the pictures are not static. For
Nike, it is more easily perceivable, “ok, this is Nike”, it’s about the shoes. There is also a lot of movement and
there are also a lot of women, but I think the product is more in the front, compared to Adidas.
I1: Okay. Do you think they offer enough information about the company on Instagram? In comparison, Nike and
Adidas?
IR2: About the company itself? Or in general? Or what I think about the companies?
I1: About the company? Do they offer enough information about themselves?
IR2: No, I don’t think so. Of course, they want to convey something through the pictures they post, that means
they want to show their image through the pictures. They also want to position and present themselves in a certain way. But regarding the company itself… About the shoes for example, I think you get to know more at Nike’s
page than at Adidas’, because there are also videos about the shoes for example. You get to know a lot about
the products, but not about the company itself, same for Nike and Adidas.
I1: Do you miss that? Would you like to know more also about the company itself, that it gets more transparent?
IR2: To be honest, no. I don’t miss that. Because if you follow a company on Instagram, you generally also know
it or have a certain knowledge about the company. So I don’t think I would need any additional information about
the company.
I1: So which message does Nike for example convey to you on its Instagram profile?
IR2: Of course it is conveyed that they are anti-racism, if they post something like they did with Serena Williams.
They definitely express what they stand for and what they do not support. So I would say they are transparent
because of that.
I1: Do you think the company is agile and that it also reacts to its consumers? Also in a timely manner, like responding to comments?
IR2: Yes they respond to comments, I have seen that quite often under their pictures. So they directly address
the people who commented under the pictures. They tag them and give their answer or reaction in the comments section. So I have the impression that they show an interest in the comments of the users.
I1: So is there a direct and open dialogue?
IR2: I would say yes. Of course it is also somehow limited, if there are 1000 comments, it’s a matter of time then
if you want to answer every comment. But I have the feeling that they both try to react and cater to the users.
I1: Is the company for you fair and ethical? Through it’s Instagram representation in particular?
IR2: I think they do seem ethical, especially Nike, because they try to combine different people, different cultures
and backgrounds. So there are not only posts about people form the USA, there are really different skin colors
and cultures among the posts. So ethical they are for sure.
I1: Okay, how about Adidas? Does it appear ethical and fair?
Ethical and fair, well, also Adidas has posts with people form different cultures, so they are also ethical. But I
think this is better perceivably on Nike’s profile.
I1: In general, can you tell which company is more transparent? And does it have a positive effect on your perception of the company?
IR2: I have to admit, I like both companies. I think Nike’s message is conveyed more clearly, than Adidas’. So I
would say Nike is more transparent. So of course Adidas portrays normal people or like different people with not
really a connection to the sport, but more because they are special in what they do and how they live their lives.
Nike focuses more on the ethics topic, by portraying the different cultures.
I1: Okay. But is transparency something positive then?
IR2: Yes, for sure. Because thereby you also get to know the company in another way and you can see what
they attach value to.
I1: Okay. So many things you mentioned are also connected to authenticity I think. How would you define authenticity on Instagram?
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IR2: Authenticity at Adidas’ profile is for sure that they integrate those other people and these other stories like in
the #MeetTheCreators campaign. Like, people that are not directly related to sports. That appears authentic to
me, because it does not seem staged at all. Because in general, everything on Instagram is staged. And therefore I think what they did with this campaign is really really authentic. And of course, compared to Nike, it is also
authentic if they sponsor athletes, because it relates to the company, but it is something else. I think Adidas is
focusing much more on emotional content in this regard, which always supports authenticity.
I1: So do you also think the companies are credible?
IR2: Credible has also something to do with consistency, if they live their values also beyond their social media
channel. In my opinion, credibility is hard to assess through Instagram, because the pictures are always staged.
Of course, if Nike posts pictures in motion, than it’s maybe again something else I think, but the pictures are
always staged.
I1: Ok, and if you compare it to Adidas?
IR2: I think Adidas are even a bit more credible than Nike. Because as I said regarding authenticity, they also
portray people like this cook, from another background. Thereby is seems more authentic I think, especially because there is not this direct connection to the company and the sporting goods. I think thereby they try to convey a certain message, they use people out of the real life, which increases the credibility.
I1: Okay. What is your gut feeling if you think of the two companies? Do you think they are honest and credible?
Which company is more authentic?
IR2: I think both are credible, Adidas is more authentic to me. Because it focuses more on the individuals themselves and what they think and do, their personal stories.
I1: How professional do you think their profile is? Do you think this professionalism supports the authenticity or
not so much?
IR2: I think both companies are professional, for sure. Also like how the photographs are made. All pictures are
beautiful.
I1: Do you have the impression that there is a real person, like you and me, behind those profiles? Or is everything really staged?
IR2: Adidas is more staged in this regard. For example, the lady with the sports bra they want to sell. You can
see this sports bra a hundred times form different views. Or also how the lady who wears the bra looks, I think
this is really staged. For Nike, of course it is also staged, but the people are also pictures from further away, so
the focus is more on the overall picture and not only on the product. I think because Nike pictures the whole
person it is also more authentic, for Adidas it appears as if they would just like to market their products, and this
is what I don’t like.
I1: Through the profile, do you get an impression on how the company operates in real life? The life behind the
curtains?
IR2: I don’t really think you can see that. Because these are all athletes who are pictured. And I don’t think that
only athletes work for Nike and Adidas. I don’t really think you get an impression about how the company behind
is and how the people who work there are.
I1: Does authenticity support you perception of the company?
IR2: Absolutely.
I1: Okay. Which company is overall more authentic?
IR2: I think they both have their pros and cons. But regarding taste, I would say Nike, that’s just my feeling. Of
course Adidas has the #MeetTheCreators campaing, which I think is authentic, but I would still say in overall it’s
Nike.
I1: Let’s move to consistency. How would you define consistency on Instagram? What is a consistent profile?
IR2: You need to see the red thread, a common theme among the posts. Adidas has this new campaign at the
moment, where the posts are all orange and it is about sportswear. I think they always try to post pictures that
are relatively similar, that have a recognition value. For example, there is an entire row of posts about these
sports bras. Then there are two pictures in the snow, and then there are strong shots of women who look
straight into the camera. This shows consistency at Adidas’ profile, that they always have like a collection of
posts with the same theme in a row. For Nike, I would say that’s similar. They also try occasionally to prioritize
the shoe. So regularly the shoe comes up again and is in the focus, so not only sportswear or a group of women.
That is also consistent for me then. Also the filters are important in terms of consistency, because it influences
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how the pictures then come across. The pictures always have the same vibe if they use the same filter, or similar
ones. The filters and the colors also support the recognition effect, but also what there is portrayed on the pictures, if the product is in the focus, or a group of women. It is just important to see the common thread.
I1: Would you recognize the companies on Instagram, even if you would not directly see the name of the account? Which one is more recognizable?
IR2: I think Nike is more recognizable, because they regularly portray their shoes and you can really see the
logo in every post. For Adidas sometimes it’s harder, you can see the logo rather seldom, you rather need to
look for it. I would always link Adidas to sportswear, but also to shoes, and I think they don’t attach importance to
that at all. They are more into sportswear on their Instagram channel.
I1: So you associate Adidas with shoes, but they don’t really communicate that, right? Do you think this is not so
consistent then?
IR2: Well, Adidas started with shoes, with shoes and the logo, so it should be their hallmark. But maybe they try
to push forward more now into this sportswear area, that could be. And that’s why they post more sportswear
now and put the focus on that, less than on the shoe. So of course their Instagram channel is for marketing, but
maybe also for conveying emotions and feelings. So they want to show that Adidas is more than a sporting
goods manufacturer, so this might also be a reason for the cooperation with those people who are not really
connected to sports.
I1: Do you think the companies are consistent in their communication and the messages they convey through
their Instagram profile?
IR2: I think the messages are well consistent. So also the messages that belong together are always somehow
clustered on the profile, so also the viewer can better sort it. I think both companies are doing well in this regard
and both follow a common thread. Also how they take the pictures of the people, also who they portray, the different nationalities, their particularities, I think it’s really consistent for both.
I1: Do you think consistency supports the perception you have of a company?
IR2: If it is consistent, then yes.
I1: Do you think Adidas or Nike are better in terms of consistency?
IR2: I would say Nike is more consistent in terms of their messages. Maybe Adidas is better in terms of color
patterns and the visual consistency.
I1: Ok. So let’s move on to distinctiveness, so standing out from the crowd. How would you define distinctiveness on Instagram? How can a company stand out?
IR2: I think I would expect that on Instagram a company shares posts not only for marketing and sales purposes,
but in order to change or influence the perception they have among the consumers. So they should show who
they are and what they stand for, what their values are. I think this is so important. For Adidas I have the impression that it’s only marketing, they just want to sell their new products, which they want to sell. I think Instagram is
not a mere marketing and sales platform, I think there you can also communicate other topics, maybe more
emotional ones, like values and so on.
I1: What is the first thing that comes to your mind when you think of Nike?
IR2: The shoe.
I1: Okay. And Adidas?
IR2: For Nike it is the shoes in daily life, not staged. For Adidas, the product is much more prioritized on the profile. Nike portrays it much more subtle, which is better I think. It is not that “in your face”, not so staged, it is much
more authentic.
I1: Do you think the companies convey a certain promise through Instagram? Do they follow a bigger need?
IR2: I think so. But this is more for Nike I think. Because through the campaign with Serena Williams they show
that they actively take action against racism, because there is also this text in her picture “You told a little girl she
was too black for her tennis whites. And she grew up to be Serena Williams.” And also the models they portrayed, I think that appears so credible, they show their promise and the bigger need they pursue very much.
Well, both promote diversity, this is similar. But Nike does it better, it stresses it more, they put it in the focus,
also through their models, for example they portrayed the model with the two skin colors.
I1: Winnie Harlow?
IR2: Exactly! With the pigment disorder. I think that’s also a good example.
I1: Would you say Nike appears unique? Does it stand out from the crowd through its actions on Instagram?
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IR2: I think it does, because the pictures appear like as if they were from daily life. Of course they are also
staged. But for example the marathon runner or the soccer player, that does not seem staged, not like models
who were told to stand somewhere and then pictures were taken. On Adidas profile for example, I think the
#MeetTheCreators campaign is not that staged, the cook for example, but otherwise the pictures are really
staged I think.
I1: While scrolling through the feed, was there a picture for Adidas, which really caught your attention and
stopped you in the scrolling?
IR2: Yes, I think it was this picture, where she looks really straight into the camera. Because, I don’t know, I think
it’s catchy because an emotion is conveyed.

For example all those pictures where they promote the sports bra, they would never catch my attention. Those
are not pictures where I would think “wow, this is a cool picture”, I would never stop scrolling. I think colors are
also catchy, like the women with the yellow background. She is also a strong personality, which stands out.
Something like that catches the viewer’s attention.

Group pictures also don’t really catch my attention. I think portraits do, of women with strong expressions, again,
there is an emotion conveyed.
I1: And for Nike?
IR2: For Nike, I think this picture, because she is really special. And also the shoes are really crazy.

Also the picture with the burka stood out a lot. I didn’t know that Nike was producing something like that, or that
this even exists.

197

Moreover, the model with the pigment disorder. Or if I saw shoes I liked of course, than I clicked on it. But in
general, pictures with the focus on individuals, who convey an emotion or who are somehow special, that is what
stands out on Instagram, like this here.

Not just this like pictures with a mass of people, and then I don’t know what it is about, there I would never stop
my scrolling.
I1: And this standing out, this distinctiveness, does that support you perception of the company on Instagram?
IR2: Yes, for sure, that’s really positive. Because I think if companies do something like that, of course the pictures are always staged, the people are models, but the company put thought in how they present it, like which
model they take and in which pose. So they thought about how they do it and which message they want to convey with it.
I1: Okay. Great. So let’s move on to the presentation of the product. Which product pictures and videos caught
your attention?
IR2: At Nike’s page the shoes. There is also a video, where the shoe jumps, like aiming to describe the product.

I1: Do you perceive the quality, innovativeness and also practicability of the product with a post like this one?
Does Nike present its products well?
IR2: Yes, I think so. Clearly, it’s always the question if you can really picture quality and innovativeness, but if
there is a new product on the market, and they show the advantages of the new product in a small video, like the
springy shoe, that has of course an influence on the viewer. I think Nike is conveying that really well. But there
are not that many videos.
I1: And in comparison with Adidas?
IR2: I think they put a lot of focus on the quality of the fabric, like with those new orange posts of the sports tight.
They emphasize this a lot, so it also seems a bit more innovative even. Even if at the beginning you don’t really
know what it is. But also with the captions they have you get an understanding quite quickly.
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I1: Do you get a good impression of the product when watching the video?
IR2: When I first saw it, I didn’t know what it is about in the first moment. It is just a fabric, and you first don’t
really know if it’s a pant or what it is. You don’t see that much of the product itself, but it is also presented in a
beautiful, sensually appealing way. It shows how elastic it is and how comfortable. But I think it’s not that good
as Nike, because Nike is closer to the product, it is more tangible and concrete and therefore also easier to
comprehend. You can see the shoe, you can associate the jumping with the springy and soft shoe, it’s easy. So
you immediately get what it is about, and that’s important especially on Instagram, since it is so overcrowded
with content and fast moving.
I1: Do you prefer a video or a picture for the product presentation?
IR2: I think you cannot really say that, it depends. For the springy shoe it’s better to portray it in a video. Because there you can see it. But for other things it’s not really needed.
I1: In general, does the product presentation have a positive or negative influence on your picture of the company? So who does it better on Instagram?
IR2: I think it has a positive influence. Because if you are on Instagram you of course also want to collect new
insights of a company, that they are innovative and develop new things. And if they portray that well, it has a
really good influence on my perception of the company, and Nike does it better. It is too staged for Adidas and
the product focus is just too much there, so “salesy”.
I1: Okay. Let’s move on to vision and leadership. Do you have an idea about Nike’s vision?
IR2: Vision is for both the diversity and the anti-racism, also women empowerment.
I1: Okay. And do they portray their leaders? Do you know who the leaders are?
IR2: No. No idea.
I1: Do you miss that? Would you like them to portray their leaders, if they had like charismatic ones? So if you
think of other companies that put their leaders also in the focus of their communication?
IR2: I mean, you would maybe get to know more about the company per se. If they would for example post pictures of certain personages of the company, for example the CEO with a nice caption. The company would get
more transparent I think, because if you have a certain, positive picture of a person in your mind, then you associate the whole company with this person. Because you know, okay, the people within the company are like this,
than it also makes the company more transparent.
I1: Would you perceive the company as being more reliable and competent then?
IR2: Yes, but I think if they would portray their leaders, they might not be able to pursue the image they have
right now with their Instagram channel in the eye of the consumer. Because the CEOs might maybe not even be
sporty. And Adidas and Nike is about sport, they want to motivate you and show you that there are many sporty
people out there, and that is why consumers need their products. But maybe the CEO does not really belong to
Instagram then.
I1: So you think Instagram is not the right place for that?
IR2: No. But it depends. They could look for people in their company, who are also sporty. Because if that’s not
the case, then it’s not consistent anymore. They should always involve people, who you can associate with the
brand and also with the being sportive. I think they could do it, but it should be really well thought through, it has
to fit and be consistent.
I1: But does the presentation of their vision support your perception of the company?
IR2: Yes, the vision is really important. Nothing can work out without a vision behind, and it should also be recognizable by the outside, because that is the goal you are pursuing as a company. Regarding leadership, as I
said, it’s not that easy. It might improve the transparency, but it could also have a negative effect, because it
might just not fit the channel.
I1: Can you tell me what the vision of Nike and Adidas is?
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IR2: I think it’s diversity and tolerance and also empowerment. Especially for Nike, because it is conveyed much
more clearly. For Adidas, I am always disturbed by the whole obvious product advertising pictures. But in general also Adidas is about strong women. But more groups are portrayed, I think empowerment is not conveyed
that clearly. In general, the vision is a bit more inconclusive for Adidas. For Nike it is more clear.
I1: So let’s move on to social responsibility. Do the profiles convey any social responsibility matters? Do they
follow a good purpose and enhance social welfare?
IR2: It is not that clear. Of course, there are people in groups and there are different cultures, so tolerance is
portrayed. But they don’t have anything environmental for example, like that they would have a sustainable production for example. Both companies don’t really show something like that. Adidas shows more people doing
sports outside in the nature. But I don’t really see any corporate social responsibility initiatives for both of the
companies.
I1: Would that support you perception of the company? Should they do that?
IR2: I think it would be good if they did a little more in this regard. There where these scandals, with production
but also with the FIFA, where Nike and Adidas were involved. I think the negative publicity they ones had for a
short while is forgotten, I don’t suppose people still think about it. But in case the would have a scandal in the
future, it would be good if they had portrayed their social responsibility a bit more. I don’t really miss it on Instagram. But it would also not harm if they would for example show a woman on a cotton plantation in Africa, and
the woman feels good and is treated well by the company, that would of course have a positive influence on me.
But again, consistency is important and they should connect it with the brand and it should fit the profile. CSR
always has a positive influence, but they need to incorporate it well into their Instagram.
I1: So you don’t miss it but it would support your view of the company? And if they would address critical topics
like FIFA scandal or sustainable production for example?
IR2: They would not have to address negative topics, but they could count more on what they do already. Because I know that Nike for example is doing a lot in terms of environmental sustainability, but I only know it because I wrote a paper about the company. But if people would know, and maybe get to know about it also
through Instagram, that would change the perception people have of the brand I think. For example, there are
recyclable shoes, and I miss that, that they don’t tell anything about it. That would totally help the company and
improve people’s perception about it.
I1: Okay. Great. So the last point is innovation. Do you think Nike is an innovative company in general? So not
only in it’s production? Is it at the pulse of the time?
IR2: Yes, I think so. Because they also address critical issues, like racism, or the burka thing, they react to it.
They try to use it for their advantage, but in a good way. But of course also their products appear really innovative and always up-to-date. They kind of think ahead.
I1: Would you say Nike is a pioneer?
IR2: Well, a pioneer is more someone, who did something the really first time. I think that’s maybe too much, I
would have to compare it to other sport companies, if others maybe started doing something cool before Nike
did.
I1: And in comparison with Adidas? Are they future oriented?
IR2: They also address the diversity issue. But it doesn’t appear really future oriented for Adidas. I think Nike
deals with the topics in another way, they for example also portray overweight models. At the moment, Nike is
more up-to-date and more long-sighted, because they really address current issues. For Adidas, the whole message of the Instagram account is different. They don’t deal with current issues like racism that visible as Nike. Of
course maybe through their models, but the issue is not that visible and in the foreground.
I1: In general, the presentation of innovativeness, to always be on the pulse of the time, would that influence you
perception of the company in a positive or in a negative way?
IR2: Positive for sure. If a company tries to be on the pulse of time it also means that it can always react, it is
capable of cater to their consumers and their environment. And the more innovative this is perceived by the
viewer, the better. So the influence is really positive, so the more future oriented the company is, the better.
I1: Okay. As a concluding question. Do the companies have a good reputation? Are they emotionally appealing?
Do you trust the companies, do you respect and esteem them?
IR2: Yes I think both companies have a good reputation, again by now.
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I1: How come?
IR2: There is no more negative publicity in the media. There were scandals, but time is a great healer, right?
And what comes to my mind regarding Adidas, which ones had a really bad standing, they started cooperations
and brought out new shoes, at once they did so well again. So you really see that they have put a lot of thought
in it, they adapted to the consumer, they considered what the consumer wants. Nike in contrast, of course they
may have also had some smaller or larger slumps, but I think they never had something extreme. I would say I
trust both companies and I think all in all they both have a good reputation.
I1: Can you tell if one has the better reputation?
IR2: On the basis of the Instagram accounts?
I1: Exactly.
IR2: Nike does emotionally appeal more to me. Because I think it’s annoying that Adidas only prioritize their
products, especially lately in the newer posts. So I think Nike is doing better.
I1: And which factor or factors we just talked about are most important for building a good reputation through
Instagram you think?
IR2: I think authenticity, but consistency is the key. Everything they do need to fit, that is the most important thing
in my opinion. So consistency comprises all the other aspects.
I1: Okay, good. Thank you.

Individual Semi-Structured Interview 3: Kristina A. – IR3
28.03.2018
34.51
I2: Okay great. If you could shortly introduce yourself, what your name is and where are you from, how old you
are and what your occupation is.
IR3: So my name is Kristina, I am 23 years old, I am originally from Germany and at the moment I am studying
at CBS. I am studying brand and communication management. And I am in my first year masters.
I2: Okay, great. And how you describe your Instagram behavior in general? Do you like, comment and share a
lot or are you rather passive?
IR3: I have become more active, not in terms of sharing so much myself, I am sometimes sharing pictures, but I
am more liking other posts and going through Instagram checking what’s new out there and commenting quite a
bit as well, but more checking other users’ content and postings I would say.
I2: And do you also follow companies or interact with content from companies?
IR3: Yes, some of them, but I mostly follow private people.
I2: How would you define visibility of companies on Instagram?
IR3: Visibility on Instagram, I would say that’s, like once I go on my feed, that, I am not that much a person that
scrolls a lot, so, I would say that I know if it’s really in their power to influence the visibility, since there is this
algorithm. But they should definitely be on the feed and that requires frequent posting I guess and a lot of interaction as well with the customers. So yah, frequent posting and interactions.
I2: Exactly, that’s also how we defined it, frequent communication and widely available information. So as we are
talking about Nike and Adidas today, how familiar would you say are you with the two companies?
IR3: I am like roughly familiar with them. I am not like a sports shoe fanatic, or a fanatic of their brand, but I do
know both. And I am quite aware of their products I would say and also a big fan of it, so I like them, they are
nice.
I2: Okay. And do you think that they communicate frequently enough on Instagram for example?
IR3: Well, I think that Adidas communicates pretty frequently. Definitely more than Nike.
I2: Okay. And in how far does visibility in general influence your feeling towards a company? Like if there is
much content?
IR3: Well if there is much content you feel I guess closer to the brand, you feel as if you are up-to-date, as if you
know what is happening in the company, if there are new products in there, some releases coming out soon.
And if it’s greatly communicated then you feel a better connection towards a company of course than if some
brand is like not saying anything at all and kind of gone from the stage.
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I2: So do you then have like a better feeling, or is one company more appealing to you?
IR3: Yeah, I would say that Adidas is more appealing to me, I like the content that they post, I like the pictures. I
think they are really nice, like colorful and high quality. And they, as we said, they post more frequently and they
seem to be more interactive with their customers.
I2: Okay, great. And how would you define transparency on Instagram?
IR3: Well, transparency in that sense probably is keeping the customer updated about what is happening, about
new releases coming up, what they are currently doing and what they are planning to do. And I think that transparency also comes kind of with frequent postings, so that you feel like you are on the track.
I2: Exactly, so we also said that it’s about sharing a lot of information about themselves, and also maybe about
ethical and fair activities they do, and also getting back to consumers in a timely manner. So, do you think then
that the companies are transparent about themselves?
IR3: Well, Adidas seems pretty transparent to me. I am not that highly familiar with the content of each post, but
it seems as if they are sharing their values a lot and sharing their projects. And compared to Nike it’s a bit more,
yah, I think that Adidas is doing a bit better on that.
I2: And do you think there is enough information on the companies as well?
IR3: Well, about the company, I am not really sure. When I check both of the accounts, I see that there is like a
bit of a different focus actually. I have the feeling that Adidas is focusing more on lifestyle and like, what people
do by using their brand, whereas Nike seems to be a bit more product oriented, but I do think that there are not
really telling a lot about the company themselves, because I assume that people know already what the company is, so it’s fine.
I2: Did you notice some information about ethical and fair behavior as well?
IR3: Well, okay, that’s for example here, for Nike, with the Muslim lady with the burka. And also for sports and
women sports, like playing soccer. And I think that here it’s pretty in the focus, the ethical part. And for Adidas, a
bit less I think.
I2: So in how far does transparency of the companies influence your feeling towards them? If they like openly
disclose their practices, who they are, what they do?
IR3: Well obviously it creates a much better connection to the company. If you feel like they are acting transparently, they involve their customers and their followers, then I think that there is much more easily a emotional
bond that can be created with this company, especially if you are really a customer as well.
I2: Do you find one more appealing than the other because of that?
IR3: Well, spontaneously I would have said that I find Adidas somehow more appealing, it’s really like they are
posting more, I like the fact that they are actually interacting with their customers. And form what I see they really
reply often, which I think is really important. And also in terms if someone is complaining or saying something
bad, then I guess they are trying to figure things out. So this is an important point for me, which I don’t think that
Nike is doing as much. So, yeah, regarding this aspect and like the nice quality of the pictures and the focus on
lifestyle and activity, I would say that Adidas is a bit more appealing to me. Nike looks great to but I think they
should become a little bit more active.
I2: Okay. And so when we talk about consistency, which we define as the communication that is in line with what
the company claims and its values and that it is identified rather easily by external people. So it is coherent in its
pictures and messages. So do you think that the companies’ feeds are consistent to you?
IR3: I do think so, so if the company is for example putting a greater emphasis on ethical standards and like
keeping it very international and doing stuff for all kinds of religions and everything, so I think if it’s Nike, who
claims that for themselves, then they are doing a really good job because they are having all those, they have a
large variety of pictures also with people who are not super slim. So they are very diversified and I think that they
are coherent with their message and what they want to share, what pictures they want to share about themselves. And for Adidas, the big picture seems to be very coherent to me as well, it’s very much focused on activity, on sports and power, empowerment, and less on this cultural diversity I would say. Also the people in the
pictures they are all very fit, they are all very slim and they are all very similar, so if the focus here is more on like
really just lifestyle, then I think they are coherent as well.
I2: Is that like consistent to you that like the people are kind of the same? What features would you say contribute to consistency of the profiles?
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IR3: Well, that depends on their message and what they are spreading of course. But I do not think of course
that it’s like very realistic that all the people are the same and like the same size and like the same, yah, I don’t
know. So for that maybe Nike is doing a bit better, because they are having a bigger variety and a bigger diversity and showing like different kinds of people, whereas for Adidas it’s really like, it seems to be kind of coherent in
their picture, like from maybe who they target, but it’s maybe a bit less realistic.
I2: So for you it’s more about the content than for example the color schemes or something like that that makes
it consistent?
IR3: Ah, I also think that the color of the pictures also contributes to consistency, because just when I look at the
picture, from how it feels, if I am not looking much at the content, yeah, I think that Adidas is doing great. Because like the colors, the tones and like, kind of what they show is pretty coherent. It’s very colorful, very active,
very sporty. Whereas for Nike I have the feeling it’s a bit more chaotic. So they show like faces, lifestyle, action,
but they also show products and only shoes. And then they show like some percentages and numbers, so I think
it’s a bit more chaotic and also the colors are a bit more diverse.
I2: And, so could you though easily identify one of the companies if you wouldn’t know who the post was from?
IR3: Well, I guess it depends on what’s shown on the picture. Well if no shoe is shown, I still think that you could
identify it, like just. If no product is shown than you could see it maybe on what we said earlier, like the diversity
of the people. So if I see a few pictures and I see that like here there are very diverse people, like not very slim
and very slim and different skin tones, then I would definitely say it’s Nike. Whereas if it looks very similar each
picture, with all the same people, then I would probably say it is Adidas.
I2: Okay. Do you then find one company more appealing then the other in terms of the consistency?
IR3: I am probably giving counterarguments now, but I do think that Nike is appealing in terms of the consistent
diversity they show. But Adidas is more coherent, so it’s more appealing in like the way they present themselves.
The pictures are more consistent I think.
I2: Ok, so how would you define authenticity on Instagram?
IR3: Well, that’s, authenticity is to me being like the maximum degree of realistic as well. So showing what’s like,
so not creating a fake world of how everybody is so sporty and so slim and how the company is made for those
kind of people, but showing a variety and diversity of people and how the brand is made for everybody.
I2: Yah, that’s great. Because we also defined it as being credible and genuine, so not pretended or staged or
faked or manipulative maybe. So, do you think that the companies are authentic to you, so that they act in line
with what they stand for? What is your gut feeling towards the companies?
IR3: I think that Nike is very authentic regarding the fact that it is so diverse. And Adidas to me, they are authentic because they have been greatly, really successful lately and they are kind of sticking to their track. I don’t
know how to say, but it’s, there it’s like presumed that they are authentic. If I wouldn’t really know both brands
and if I wouldn’t really know that they are an established brand that is actually successful and does great communication, then I would maybe consider Nike to be a bit more authentic according to their Instagram.
I2: And how professional do you feel that the companies are? Like do you think it’s very controlled by the company or do you feel like there is a real person behind it?
IR3: I feel like Adidas it’s more controlled by a company. You see that it’s very well structured, that the colors
are, that they are following certain standards and rules I guess. Whereas, for Nike I wouldn’t be surprised if there
is like a lot of individualistic, like diverse people on it that post just as they feel.
I2: Okay.
IR3: So it seems more like behind Adidas there is a company and many rules, whereas for Nike it seems a bit
more easy-going.
I2: Ok, but do you feel like that the content is staged kind of? Or is it more spontaneous probably?
IR3: Well I think from both it seems rather staged then spontaneous. Like there are some spontaneous pictures
on Nike, from what I see now, but I think that it’s pretty obvious that both of them are staged, but trying to be
spontaneous.
I2: Yah, okay. Do you get an idea of how the company operates in real life? Do you get an idea of how life is
behind what they show from the company? Do they kind of let you behind the corporate curtains so to say?
IR3: Well, yes, both are again a bit like different. So I would say that Nike is more, they are showing how it is for
people when they work out, what they are achieving, how they are achieving their goals. Whereas for Adidas it’s
more like, it seems a bit more real life, close to real life.
I2: Do you find one company more appealing than the other in terms of their authenticity?
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IR3: Well, at the beginning I was team Adidas. But now in terms of authenticity I would say even Nike.
I2: Okay, good. And why is that so?
IR3: Because it seems more real, it seems, which is also a bit contradictory, because I actually thought at the
beginning that it would be Adidas because they are more lifestyle focused, because they are less showing their
actual products, so they are not saying “ok, that is our new shoe”, but showing people who are like in action with
their products, but they are not necessarily saying “this is our new shoe pair”, whereas Nike is more showing
mere product pictures, like promoting obviously a special pair of sneakers or some kind of clothing. But the authentic part is more real here because they are showing a greater variety of people and not just one streamline
of, like one specific personality that is made for the brand.
I2: Okay, great. So, if we come to distinctiveness, then what is the first thought that comes into your mind? So
we define it as how the companies differentiate themselves, so, yeah, that you can form unique company associations so to say. So what is the first thing that comes to your mind if you think of Nike for example?
IR3: Well, from Nike I would say the first thing that comes to my mind now is like of course the motivation, the
sports spirit, and the ambitions for everybody. Whereas for Adidas it is more like, it is more like there is a lifestyle
behind it, like there is a certain brand connection as well and also for Adidas I am thinking more about like, personalities that are collaborating with the brands, so it seems a bit more like famous to me, but I am not really
familiar with Nike’s brand ambassadors. But yah, I think the distinctive part here about Nike is really that they are
producing stuff as well for overweight people or for Muslim people and I am not sure if Adidas is doing that for
Muslim people for example. So it’s really like this focus on the diversity of people and how they make sports a
thing for everybody.
I2: Okay, so you would say that there is kind of a distinct promise or purpose of Nike?
IR3: Yeah, but again I am not really familiar, Adidas is not promoting it, so I don’t know if they have it.
I2: What do you then think is kind of the distinct promise that Adidas makes to the people? Like the purpose of
Adidas?
IR3: Adidas is somehow giving a feeling of empowerment, I don’t know how to describe it, but it shows you kind
of, like the goal where you want to be. And it’s very motivating somehow, because their pictures are really, as I
said, there are not so much pictures about products or shoes, but the pictures are really like about fun and motivation and sports and being active. So they are really motivating. So I think that that’s the thing about Adidas, it
kind of gives you that really vivid picture of themselves.
I2: Mhm. So can you then, did some kind of content catch your attention? Is there something that sticks into your
mind when you think of the two?
IR3: Well now for Nike, what really caught my attention is, because I was not really aware of if from the Instagram profile, but like this variety of people. So this is like a big distinction for me because it is just not present for
Adidas. And for Adidas there is nothing really that caught my attention directly except for maybe the very colorful
accents that they put.
I2: Okay. So in how far does it influence your feeling towards the companies, do you prefer one over the other?
In terms of distinctiveness?
IR3: I would probably prefer a mix. Like having these kind of pictures like Adidas has them, the colors they use
and how they position the people. Because I think that the picture they give, it’s really smooth and it’s really nice
to watch. And it’s not chaotic at all. But from the content is better from Nike, like the diversity of people. But what
I do not really like about Nike is that they once in a while have those only product pictures. So that’s why I would
prefer a mix. Because Adidas is doing somehow greater because they are showing more activeness and not
really focus on the product only. But I like the variety in people that they show at Nike’s profile.
I2: Okay, good. As you already mentioned the products, are there posts that caught your eyes in terms of product? Especially?
IR3: That would be more for Nike than. That would definitely be more for Nike, because they are not really that
like falling into your eye on Adidas’ page, because it’s more about the big picture. And for Nike it’s, since they
have those product pictures, you are of course seeing them, you are not really getting around that.
I2: Okay. And can you get an idea of the products’ quality in the pictures? What do you think?
IR3: Well I know that both products are pretty high quality. But for some reason the Adidas, even though there is
not such a focus on products, I get a higher quality feeling.
I2: Mhm. How come?
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IR3: Because just the, like the general, the general vibes are somehow a bit smoother and a bit more high quality, and more thoughtful and that’s why you automatically associate it with a higher standard. But the Nike pictures are still like, the pictures of the products they have, they are still good. I wouldn’t really say that one brand
is super much higher than the other.
I2: And do you get an idea of the innovativeness of the products?
IR3: I guess I would be more for Nike in this case. Because there are also for example with their new shoe now,
they are also showing videos like how they are actually resistant and how they are so dynamic and flexible.

So, I said earlier that I am not really a fan of just showing products only, but when there are videos which show
what is special about the shoe, what’s like innovative about the shoe, it’s actually very informative. But for example the picture, like the one with the orange-white shoes, that’s a bit unnecessary I think. But when it’s a video,
like an informative video about the shoe, I think you get a really good sense of what it is and how it is.

From Adidas profile you don’t really get a good view on that.
I2: But you also watch stories?
IR3: Yes, I do watch them. Of course sometimes you miss it, because it’s only 24 hours, but mostly when I am
online I also watch their stories, yah.
I2: But would you prefer like a video, like you just showed, where you can see kind of the 360 look of the products, or do you prefer it, is a picture enough?
IR3: It depends a bit. If it’s a new product and if it’s a video like we have just seen, where they shortly just explain what is very special about it, I would probably prefer a video, because there is more explanation behind it
and you get a better feeling than just from a picture. But then I also have to say that I don’t really often take the
time to watch a product video while scrolling through Instagram.
I2: And in terms of practicability? Do you get an idea from both companies, like how practical their products are?
In terms of usage? If you would enjoy using them as well?
IR3: Yah, sure. I think for that Adidas is doing a very great job. Because they are showing really only pictures
where the products are used. They are super practical. Like in every situation, in doing every sport, they seem to
be like the perfect show in every occasion.
I2: Or the yoga bras we saw?
IR3: Yah, exactly. Whereas for Nike it’s a bit, they seem to be practical as well of course, but their pictures are
not that dynamic. And since they are not that dynamic it seems a bit less powerful than for Adidas.
I2: Okay, so since they are sports brands, does the product presentation influence your feeling towards the
companies?
IR3: Yes. Of course.
I2: You feel like one more appealing than the other because it presents its products differently or better?
IR3: Yes that’s pretty much what we just said now, because they are a sports brand, they have to be very dynamic and that is why I always tend to Adidas, even though I like the content of Nike, because Adidas is super
dynamic, they are showing their ideal, how the product is just made for every occasion, how you can run, do
yoga, chill and do everything. And I think they are doing a very good job in that. And then you feel it’s more, it fits
more to being a sports brand than Nike, which is a bit like more boring and static in its product presentation.
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I2: Okay, that’s very insightful. We are almost done. Just in terms of vision and leadership. Do you get an idea of
what the companies’ vision is? From their feed?
IR3: Yes, so, I think that Adidas is really like, it’s empowerment and being very motivated, like motivation, empowerment and dynamics. So it’s really like they are going really active in the actual doing. Whereas for Nike it’s
more like the values behind.
I2: And is this important to you that you kind of get a feeling apart from the products? Is it important to you, like
on Instagram, that you get a feeling of this?
IR3: Definitely, thereby you can actually create some kind of attachment. The pictures can be very nice, but if
there is nothing that moves you a bit, then I think that it’s not going to be very successful.
I2: And in terms of leadership, do you get an idea of leadership of the two companies? Like in terms of, when
you think of other brands, where the leaders of the companies are like a big part of the companies’ identity?
IR3: Oh, no.
I2: So, would that be of interest to you? To know a little bit who is behind the company?
IR3: Actually yes. Yes, I think that would be maybe a great thing for the Stories, like just to have somebody introducing him or herself quickly or giving a statement for their newest products or for their vision, their values or
what they do. I understand that there won’t be really pictures of those people in the feed, but it would be a nice
thing, definitely a nice thing to know a bit more who stands behind the brand, like who is responsible for maybe
for what innovative idea and what product especially. Just to bring the actual, I do like the thought of putting the
customers and the people who use the brand up front, like in the center, so that it is not all about the people from
the company, but it would be still nice to just like once in a while know a bit something.
I2: But you prefer that in the Stories where it’s kind of not permanent? Not in the feed?
IR3: Yes I think so. So in the feed you just see like the products, what they are used for and yah, the content
more. But then in the stories maybe a bit more interactive things.
I2: Okay, great. So finally in terms of social responsibility on the feed, do you get a feeling of this? Like what they
do, apart from their core business? What they do for people?
IR3: Yes, I guess that’s better for Nike then. Because I don’t really know in terms of environment here, like how
much they are engaging in that, but in terms of people, Nike is definitely putting a greater focus on that, by showing the diversity of people, by showing that they are engaging in also creating products for Muslim people and for
women who are maybe a bit overweight, and just fulfilling those ethical kind of requirements, that Adidas is doing
less.
I2: So you would also say that maybe in terms of bringing up like current pressing issues, so diversity as you just
mentioned, that Nike is also more innovative with this?
IR3: Yes, yes.
I2: So in total, do you think that Adidas has a good reputation?
IR3: I think so, yes. I think they have a, they are really like, they are more than a trending brand, like they have a
very good reputation, they are really popular, I guess.
I2: So if we define it as trust, admire, respect, the companies in terms of reputation, do you think they have a
good reputation, like you trust them? Respect them?
IR3: Well I would say they are doing ok with it, I am not super familiar with everything that has happened or like
any fauxpas maybe that they did, which I could like imagine. But I think that both companies have a good reputation.
I2: Ok so you also would say the same for Nike?
IR3: I could imagine that maybe the reputation of Nike is a bit better in terms of this ethical standards or like the
inclusion, the focus on everybody and their products, how they adapt them towards different cultures. I can imagine that they are doing better, that they have are having a greater reputation for that than Adidas. But in terms
of popularity and like being a fashion brand and being like admired a bit, I think that probably Adidas is doing a
bit better in that.
I2: Ok, great.
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Individual Semi-Structured Interview 4: Lea P. – IR4
28.03.2018
00.46.06
I1: Okay, so please introduce yourself. What is your name, where are you from, how old are you and what are
you doing at the moment?
IR4: My name is Lea P., I am 23 years old and I study sport and German in Munich.
I1: In general, how would you describe your Instagram behavior? Do you use the platform rather passively or do
you also comment, or do you like a lot? Could you please describe that a bit?
IR4: I would say I am like averagely active. I don’t comment that much but if something appeals to me then I of
course like it, not only from friends, but also from companies and public accounts.
I1: So do you also follow companies?
IR4: Yes, for sure!
I1: Okay. Do you follow Nike and Adidas on Instagram?
IR4: Yes I do, especially their women accounts.
I1: Okay, great. So in the following we will investigate those profiles a bit. In general, if you look at the profiles,
how would you define visibility on Instagram? How can a company be perceived as visible? You can also start
comparing the Adidas and Nike profiles.
IR4: Visibility, I would describe it as a clear line, the consumer should recognize what the company wants to
express and it would be best if he could see that as quickly as possible.
I1: Okay. So I can tell you how we define it. We connect visibility also to a company that communicates frequently on Instagram, which also posts a lot. Maybe something like that attracted your attention, comparing Nike and
Adidas.
IR4: Yes. So I would say that it is notable that Adidas is posting a lot more than Nike. However, which is strange,
it also has fewer followers. So of course there are shorter gaps between the different posts of Adidas, which I
think is good. So you perceive it more often and it is more noticeable.
I1: Would you like Nike to post more?
IR4: Yes, I would say so. Because I think if the gaps between the different posts are too long you just forget
about it. You would be reminded more often about the company if they would post on a more regular basis.
I1: Yes, and I think that also relates to how familiar you are with the company. How familiar are you with Nike
and Adidas? Do you know what they do?
IR4: Yes, I think so. But of course this is not only due to Instagram, since they are like rather established, popular companies since a long time already.
I1: Okay, can you elaborate on that? How familiar you are?
IR4: In general, they are sports brands, which produce any type of sporting goods, from clothes, shoes to accessories you need. But on the other hand they are also established into the street style segment.
I1: So you are familiar with both of the companies. And do you think that both are visible on Instagram? So have
they caught your attention before you decided to follow them on Instagram?
IR4: Yes, of course, that is also why I followed them. So I didn’t actively look for them.
I1: Okay. So let’s move on to transparency. How would you define transparency on Instagram? So we define it
as a company that actively shares information about its ethical and fair behavior, it also addresses critical issues
and topics of relevance to the consumer. So there is an open and agile and two-way dialogue between the company and the consumer. So do you think that for example Nike is transparent? And why?
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IR4: Yes, I think Nike is transparent. Especially because Nike also addressed critical social issues, for example it
visibly shows but fair- as well as dark-skinned women. It shows women of every culture, so it also motivates
women with a burka to do sports and it portrays them. Thereby the company also represents a certain viewpoint.
I1: Okay. And does the company then also communicate its viewpoints openly in your opinion?
IR4: Yes, I would say so.
I1: Okay. How is this for Adidas?
IR4: I think spontaneously I would say Adidas does that less.
I1: Why?
IR4: Because from the pictures it is not clearly perceivable that the company would address some critical issues,
compared to Nike. I have the impression as if Adidas would focus more on the exercising and doing sports per
se. You have to actively deal with the profile, so by reading the captions in detail, in order to get what they want
to tell or in order to recognize the message.
I1: Okay. So how easy or difficult is it to get more information about the posted content? Do you think this information is easily obtainable? So we already touched upon it a bit, for example Adidas? Do you always get immediately what it is about?
IR4: Yes, in general yes. But for this campaign, how is it called, this #MeetTheCreators. When they posted these
pictures I didn’t really understand what it is about.
I1: Well, this is a picture of a famous cook as we can read in the caption.
IR4: Yes, it is not instantly clear to me what it has to do with Adidas. Of course if they post like workouts on their
profile, of course the purpose of that is clear. And they also refer you to their YouTube channel in the caption.
But like these pictures of the cook, also through the hashtag, you don’t really know what they mean with it, like
#MeetTheCreators. Are they the creators of some Adidas products now or what? And how can a cook be associated with Adidas? You would not expect that.
I1: Would you like them to make this more clear and transparent? Like would you rather know directly what this
is about?
IR4: Yes, I think so! It would also spare my time. Moreover it would motivate me much more to follow up on this
campaign.
I1: Okay. How is that with Nike? Is it more clear and easier to find information and also to know what it is about?
Is the profile more transparent, so do you get more immediately what it is about? Or less?
IR4: Yes, I think it is easier!
I1: Can you name an example? Or an initiative? Or in general, why do you perceive more directly what the posts
are about, so why is it more transparent?
IR4: I think it is also because Nike uses more slogans, like “Just do it”, which are really popular and present in
peoples’ minds. Or #equality also, it is kind of self-explanatory.
I1: So thereby the topics are more transparent?
IR4: Yes, also by means of more popular hashtags I think, which spread a lot and you see them also on posts of
other Instagram users or maybe my friends. On Nike’s profile, you more immediately get to know what it is
about.
I1: Okay, so it is more transparent and thereby maybe also more visible?
IR4: Exactly, because famous hashtags of the company, like #justdoit are then also used by other users on Instagram, so it almost gets viral, which of course enhances visibility a lot.
I1: Okay, great. So let’s talk about consistency. How would you define consistency? How would you experience
that on Instagram? And do you think the companies are consistent, Nike’s for example?
IR4: Consistency is for me that the companies follow a straight line, so that they remain true to their chosen
path. A company is also consistent if I can understand the image that they want to show to me.
I1: How is that for Nike?
IR4: For Nike I would say it is definitely the case. Because all the pictures and videos that they have correspond
to a certain style, they are all somehow similar, the kind of picture.
I1: And the topics addressed? Are they also consistent?
IR4: Yes, I think so.
I1: Okay. So can you name an example for that?
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IR4: I think you can recognize clearly that Nike is targeted at the strength and power of the people, which they
also act out. That topic is really consistently conveyed.
I1: How is that for Adidas? How is the visual consistency? And is it also consistent in relation to the topics?
IR4: So visually I would say that partly Adidas is really consistent. You can recognize that there are very different
topics, which they address. For example, when all the colors match I can assume that it is all one campaign or
one product, like here where the color scheme is all in orange. But then sometimes it is more difficult to recognize the connection, like with this campaign where different people are presented, which are not related to
sports, this #MeetTheCreators campaign. But then in between there are also other things, which might be difficult to allocate, because they are not matched in terms of the colors.
I1: Do you think it would be better if it was more consistent? Would that enhance the reputation of the company
in your opinion, so your perception about it?
IR4: Yes I think so, for sure.
I1: What could Adidas do better than?
IR4: Hm, I have to think about it. Maybe they could kind of try to separate the topics a bit better, maybe also
temporally. Or they could offer even sub-profiles for the workouts for example, or something like that. I think, if I
follow a profile, then I have a specific expectation about it and I expect certain content, which is consistent with
what I am expecting. That’s why it is quite important that the topics fit this expectation and that they are not totally out of line. So if there are again and again topics in between, where I cant get what they are about, then it
might reduce my interest in the profile and I might unfollow.
I1: And also your positive perception of the company thereby?
IR4: Yes, that is implied as well I would say.
I1: Okay.
IR4: Because then I might not identify myself with certain topics.
I1: But usually, for which company is it easier to directly relate the posts to the specific company? So if you
wouldn’t directly see the name of the company, Adidas for example?
IR4: For Adidas it is sometimes tricky to be honest. Because the logo is not really in the focus.
I1: And how is that for Nike?
IR4: For Nike I think it’s easier, it is consistently visible I would say. I think also because they have the Nike logo,
which is so popular, and the slogans or Nike writings on the clothes, it is easier relatable and consistent. So
thereby they can show the brand more frequently and also not in a too obvious manner, on the clothes for example.
I1: Which slogan for example?
IR4: Just do it for example. So even though there is not always the typical Nike logo, you still see that it is Nike.
I1: Okay. So let’s move on to authenticity. How would you describe authenticity on Instagram? How can a company be authentic on Instagram and which company is authentic for you, which one maybe more and which one
less?
IR4: I would describe authenticity as a really clear and honest line the company remains true to. What the company presents needs to be credible, so that the viewer can believe it. I would say that Nike realizes that in a better way than Adidas.
I1: Why do you feel that way?
IR4: First of all I have the feeling that the women Nike pictures can comply with everyone. Everyone can identify
with them, because they portray really diverse kinds of women, every color, shape and look. But the women are
also always really strong, they seem strong, and thereby they also seem real and authentic. And the strength
Nike incorporate also in its image towards the consumer is supported and verified through these women.
I1: So would you say that Nike shows what it really is and also the values it stands for?
IR4: Yes, definitely
I1: And how is that for Adidas? Does it seem authentic to you or rather staged?
IR4: I would say it seems staged. Because sometimes you get the impression that the women that are portrayed
don’t comply with the image that should be represented.
I1: Which image do you think should be represented?
IR4: For example this surfboard. That she is lying on her surfboard sunbathing, that seems so, I don’t know, you
think that someone placed her there, instead of this was a spontaneous shot she was not aware of. So it does
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not seem like a snapshot, it just seems staged. And thereby I think it is harder to identify with it, if you have the
feeling that what is pictured is not the reality.

I1: Okay. So would you say that Nike is doing better in this regard than Adidas?
IR4: Yes.
I1: Okay. And do you get the impression that there might be a real person behind the feed, for Adidas for example? Or rather not? And how is that for Nike?
IR4: No, for Adidas not really, I don’t have that impression. For Nike more, yes. Maybe also because I see her, I
know her. She is just a world-class gymnast, Simone Biles.

She was gymnast in the Olympics. And these are people where you really know they do that every day. And
thereby it also seems as if the picture was just shot in this moment, without her even realizing.
I1: Okay, so do you think that influencer, who really fit the company also convey authenticity?
IR4: That’s for sure!
I1: Okay. And something like that Nike is using more than Adidas? Or do you see that also at Adidas’ page?
IR4: Well, she is a Victoria Secret model, right? (laughing)

Yes so this is quite ambiguous for me to be honest, because I think, she is a topmodel. She doesn’t do sports
everyday like she pretends to do in this picture. I don’t think so. So this renders everything really implausible, in
my opinion. And straightaway I would say here that I see less and fewer authentic faces, compared to Nike.
I1: Okay. Do you think the feeds are professional?
IR4: Yes.
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I1: Do you like this professionalism, or do you think it might be more authentic if it was maybe a little less professionally made? Like more that you feel there is a person like you and me behind the feed.
IR4: I think it lies in the eye of the beholder. People nowadays, also as consumers, they would often like to be as
professional as companies are on their social media I think. So that might be interesting for many.
I1: In how far professional?
IR4: On Instagram I mean. I think every normal Instagram user would like to have a professional looking profile.
So I think it is something to look up to. I think they should keep on being that professional.
I1: So you think it can be professional and nevertheless also authentic?
IR4: Yes I think so.
I1: Okay. Does the authenticity support the positive perception you have of the company?
IR4: Yes. For sure.
I1: Regarding authenticity, do you also have the feeling you can see what goes on behind the curtains of the
companies? Or would you like that, to have a look behind the facade every now and then?
IR4: Yes, because I don’t think you can really see it. I would appreciate that, like also to see who works in these
companies or where they work. I think that would again enable that even more people could identify themselves
with the company.
I1: Okay, perfect. So the next aspect is distinctiveness. Distinctiveness is first to stand out of the crowd. And
second it is also about a company pursuing a distinct purpose. And you should like be able to form specific associations in your head if you think of the company. So to start with, what is the first thought that comes to your
mind when you think of Adidas? One or two keywords?
IR4: Adidas? Shoes. Sport disciplines, like tennis for example. Or swimming, I don’t know why. Classic, like
classical sportswear.
I1: And for Nike?
IR4: Power and strength. Many skin colors and individuality.
I1: And do you think these companies stand out on Instagram with these characteristics that just came to your
mind? Do they show that?
IR4: Nike for sure. Because also through the captions they write or their descriptions they kind of target these
topics repeatedly. So people should stay strong in what they do.
I1: Motivation?
IR4: Yes, they motivate people to give everything, regardless of what they do. For Adidas, I don’t know, it’s
strange. But I think it is not that credible for Adidas. Because they rather focus on enjoying life and that people
should live out their creativity. So the whole profile is less disciplinary maybe.
I1: Do you think therefore it relates less to sport or how can I understand that?
IR4: Partly. It is about sports, but maybe on another level of sports. So it is less motivating, because they try to
motivate you to act out your feelings and desires, but they don’t try to animate you to give everything. And thereby I think it addresses me to a lesser degree.
I1: Okay. Do you think Adidas and Nike are unique and stand out compared to their competitors? Through their
profiles for example? Can you see something distinct? Which profile does stand out more?
IR4: Nike sticks out more I would say.
I1: Can you show me a post on the profile, which made you pause your scrolling and caught your attention?
IR4: So which one grabbed my attention?
I1: Exactly.
IR4: Well for Nike it was especially those shots, which have something a little artistic. It is quite a close-up, but
from an interesting perspective, which does not seem like out of the catalogue. And thereby they stress the particular designs and the arty aspect.
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But of course it’s also the pictures that take my fancy, where a person is pictured, who is maybe doing the same
sports as I do.
I1: So like the gymnast Simone Biles for example?
IR4: Exactly. Or maybe also, like there was a woman kickboxing. So these are the things I am doing as well, so
of course this would make me stop. Because I want to see if there is something interesting for me.
I1: And for Adidas?
IR4: For Adidas, just the pictures that would make me stop in a positive or also in a negative sense?
I1: You can also show me negative stopping examples.
IR4: For example, I think it’s quite funny. Because videos like this workout I would never look at, because I would
think, ok there are millions of workouts, and they are kind of always the same maybe.
I1: So this is more a negative stopping effect for you?
IR4: Yes.
I1: But would you generally say they shouldn’t post workouts here on their Instagram profile?
IR4: No, they shouldn’t I think.
I1: Okay, so you don’t need that. Why? Is it not the right place to do that here?
IR4: Well, I think the profile is more for giving me an understanding of the products, and of course also of the
more emotional things, like the companies’ values. And if I follow them, then I am already using their products
anyway. So I already have my own way of doing sports, so I don’t need more variation in regard to that offered
by these companies.
I1: Was there also a picture, which caught your eye in a positive sense?
IR4: Yes, so what I like are the close-ups of the products, which also don’t look that typical. And because you
cannot see the entire product I think it arouses your curiosity and then you might want to have a look at the
product in real life. Because for example if I see the sports bra, I really like backless clothes, so I would maybe
like to know how it looks from the front and I would maybe do more research about it and look out for it.
I1: Okay. That leads to my next question regarding the product presentation. So the question would be like
which product presentation caught your attention in particular? For adidas it was the grey-black, low-backed
sports bra.

IR4: Exaclty, yes.
I1: And do you think they can show the quality, innovativeness and practicability of these products well through
the Instagram profile?
IR4: Yes, I think so. Because also the people, the models portrayed, they really seem well dressed and wrapped
also. So you have the feeling everything fits and holds like it should.
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I1: How do you like product videos?
IR4: I quite like them. And these orange videos of the new Adidas fabric, with the combination of these beautiful
and smooth colors and the shiny surfaces, you have the impression that you can feel the fabric. So they try
transmitting you the feeling of the fabric on the skin via a visual. So I think it’s really well done. But the question
is if you would stop to look at it, since you also don’t immediately see what it is about.
I1: Okay. So you like the product presentation of Adidas. How do you like Nike’s?
IR4: First of all, like at first sight, I wouldn’t even think maybe that it is so much about the products at Nike’s profile. So the focus is more on the entirety, the whole picture and what it wants to embody, and less “look at this
product”, so it is more about the entire picture.
I1: Okay. And what do you find more appealing? A strong product focus or more like this not to direct product
presentation? So Adidas or Nike? On Instagram? What do you want to see there? Do you want this detailed
product presentation or not so much?
IR4: No, to be honest, I don’t really need it there. For that I can go to the online shop. I think Instagram as a platform has another purpose, it is maybe more about the things behind, it shouldn’t be a mere sales platform.
I1: So again Nike is better in this regard. When you go on Instagram, what do you want to see or find out about
companies there?
IR4: I follow the companies on Instagram in order to identify myself with them, to get a certain kind of attitude
towards life form them in the short time I scroll through the feed. So you always want to draw some emotions out
of the pictures.
I1: Okay. So let’s move on to vision and leadership. Do these companies convey their vision to you through their
Instagram profile? And is it even important for you that they do that?
IR4: For Nike for example yes, I think so, they convey their vision. Through the illustration of these individual
types of women you can see that it is really important for them that everyone on the world can wear their clothes.
So they want to support everyone. And this principle of strength and power is conveyed really well through the
pictures and the way they are taken, like we said before.
I1: So is that there vision? Power, strength, just do it?
IR4: Yes, exactly. And inclusiveness.
I1: Okay. And for Adidas?
IR4: For Adidas I think it is a little more difficult. I don’t think it is that clearly recognizable what their vision is.
I1: Okay. Can you recall a slogan of Adidas?
IR4: No, not really. It is not like for Nike the “Just do it.”
I1: Do you miss that? Or would that support the perception you have of the company? To know this vision?
IR4: Yes certainly! For Nike, I didn’t really read some articles about which vision they represent. But still you
know it due to the slogan.
I1: Okay. Yah. And that they convey also through Instagram?
IR4: Yah, especially through Instagram.
I1: Okay. Leadership – can you find any images of the leaders of the companies?
IR4: No.
I1: Would you like to have that?
IR4: Well, yes, why not. Insights into the company and the leadership of the company would offer new possibilities to identify oneself with the company.
I1: And would that improve your perception of the company?
IR4: Yes, yes. Because if you know who is behind the company and who makes an effort to drive the company
forward, it makes the company more humane. And you can compare with these people or sympathize with them.
I1: Okay. But this is missing on both accounts, right?
IR4: Yes.
I1: Okay. Do you see any posts, which show that the companies are socially engaged? That they contribute to
the social welfare of society?
IR4: It is maybe community building for Adidas. This is addressed repeatedly, that they cultivate and build communities. But it is not big I think. It is maybe slightly perceivable, but not too much.
I1: But would you like that? That they would show more of their social initiatives?
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IR4: Yes. Yes for sure. They should show that more.
I1: How is it for Nike?
IR4: For Nike of course you can see the support of every cultural class through their campaigns, where all the
cultures are unified and together. For example doing sports with the burka, that they present that. I would say
they incorporate this stronger through their pictures than Adidas. But still, it could be even more. I think nowadays these things are really important, it is really important to show social responsibility, the more the better.
I1: Okay, last aspect is innovation. Is the company at the pulse of the time, is it fresh, is it a pioneer? Do you
think this is the case for example for Nike and does it convey that through Instagram? Do you think the company
also addresses really innovative topics?
IR4: Yes I would say that the realization of the Instagram profile is indeed really modern.
I1: Does the company address topics, which are at the pulse of the time and modern? Or does it rather lag behind other companies?
IR4: I don’t really think the topics and the feed are innovative. I think it is more classical how they manage their
Instagram profile. I think they have their standard for years, but it is not really something extreme, that they kind
of follow a new direction.
I1: Would you like that?
IR4: If it is good it can always work.
I1: Is it better for Adidas?
IR4: I think it’s difficult. I think this innovativeness would not like strengthening my feeling towards the company.
I1: But do you see any kind of innovativeness on Adidas’ profile? Or is it the same as for Nike?
IR4: It is the same I think, I wouldn’t like consider it as extremely innovative. Because also the focus on a creative and healthy lifestyle, with the cook and the creators campaign for example, that’s not really something new,
it has come up within the last years. So I would say they follow this trend now, the modern time, but it is not like
they have set the trend.
I1: Okay. In general, what would you say, which company has the better reputation?
IR4: I would say Nike has the better reputation.
I1: Which company do you trust, respect and esteem more?
IR4: Nike in every point I would say. Because they always remain true to themselves. They have a really clear
line they follow, so they are really consistent. They seem authentic and also have this variability in the people
portrayed, so on the pictures, through the cultural differences. So that makes them really likeable to me.
I1: Okay, great. Thank you!

Individual Semi-Structured Interview 5: Antonia N. – IR5
28.03.2018
00.34.36
I1: Please introduce yourself shortly. What’s your name, where do you currently live, how old are you, and what
are you doing at the moment?
IR5: My name is Antonia N., I am 23 years old from Munich and I study TUM BWL, so also within the business
administration direction.
I1: How would you describe your Instagram behavior? Is it rather passive or do you like as well, do you comment
or share? How does it look like?
IR5: I wouldn’t describe me as a super user, I am posting something maybe every one to two months. I like approximately ten posts per week. I wouldn’t describe me as a hard core user, but rather in moderate in the interaction. But still, I check the platform a lot.
I1: Do you interact with companies as well? Do you follow companies?
IR5: Yes I do follow corporate accounts, but also like accounts where companies are presented or, yah, things
like that. And, also because I am really sporty, I follow also the classical sports equipment producers, like Adidas, Nike, Puma etc.
I1: Ok, so you also know the accounts of adidaswomen and nikewomen?
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IR5: Sure, I follow both.
I1: Great. So let’s turn to visibility. How would you describe visibility on Instagram? You can also relate to the two
companies while explaining.
IR5: So, visibility on Instagram is for me, that accounts share posts frequently in order to be perceived by the
followers. So adidaswomen stands out in this regard, since they post quite a lot of Stories, which is again another way in which the company can be perceived. For Nike I didn’t realized that so much, they don’t post Stories
that often I have the impression. In general I would say that adidaswomen has a higher visibility, because they
post more frequently and due to that, I more actively perceive them. For Nike, I have the impression that it is
less.
I1: Would you wish to get more input from Nike?
IR5: Yes, I would say more frequently from Nike. I have noticed that they often don’t post at all for 3-4 days. And
I think especially a lifestyle brand, like Adidas and Nike, should express their lifestyle on a regular basis. So I
would like them to post more and also on a more regular basis.
I1: Are you familiar with the companies? Does their feed add to your familiarity and the prominence of the companies in your head?
IR5: Yes, for sure. Especially if they introduce new products, which they both do on Instagram in a really good
way and as a consumer you get to know about it. For example for Nike if they promote new Air Max shoes on
their Instagram account I more actively take notice of them. As a result I am also more actively looking for these
products on the Internet or in the shop.
I1: In general, does this visibility contribute to a favorable perception about the company?
IR5: Yes, I think for both. I think I have a better perception of both Adidas and Nike because of that, and also as
more authentic.
I1: Okay. Let’s move on to transparency. How would you define transparency here? Does the company present
itself transparently? Does it also provide information about it’s ethical or fair behavior or does it also address a
little more critical issues or maybe criticism about itself? Do you think it’s open and agile? An open dialogue?
IR5: Ok, regarding Nike, I think there is an open dialogue. You can also see that they react and answer to user
comments, you can see that they deal with it. They also address more complicated or critical issues, like for Nike
I especially recall the pictures where women are in a burka bathing suit. You really perceive that they take up
that issue about equality and racism, which is also relevant in our society. Thereby they give this minority group,
in Germany for example, a chance to present themselves. That is my impression of transparency of Nike. For
Adidas it also stands out that they, for example through dark-skinned models, they also take up this aspect. Also
for Adidas I saw that they answered to user requests and reacted to them. A thing, which could be improved in
terms of transparency, is that they could give information about the prices of the products. Well, but you can also
get this information quite quickly on the Internet.
I1: Ok and do you think that there is enough information on the company?
IR5: About the company itself?
I1: Yes, or in general information you are looking for, is it easy to get information or is it sometimes difficult to find
information?
IR5: In general I think that on both accounts, like for Adidas, they also have commercials and videos about new
fabrics they use, there you can get a really good impression about the products. In general, as I have already
mentioned, I sometimes find it a pity that there is no information about the price of the products.
I1: Would you like to have more information also about the company itself on Instagram or don’t you miss that
here?
IR5: I would say that I don’t miss it because I am familiar with both of the companies, I know them, I have already heard something about their organizational history, since they are well known companies. And personally I
already have experience with the companies, that’s why I don’t miss it to be honest. Instagram for me is more
about getting information about the latest trends, lifestyle and products.
I1: What do you think about information of the products, not talking about the prices now?
IR5: Well I think that if Adidas presents a lady in a sports bra, there are popular hashtags, like #bra or #adidaswomen, but at Nike‘s account it is more specific, they give more information, for example for the Air Max, they
publish the specific number of the product. Here I have the impression that the product is more easily identifiable, and therefore also more unique.
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I1: And also more transparent, and easier to find out information and get direct access to the product?
IR5: Exactly. Because with the hashtag #bra, as I just said, that is not a company-specific product name, through
which I could identify the product.
I1: And which company is more transparent now, what would you say?
IR5: I would say Nike, because I get more information from the posts and also through the burka initiative I have
the impression that the company also deals with critical and agile topics.
I1: Okay, perfect. Does this influence your perception of the company in a positive way?
IR5: Yes, for sure. I think in these days it is important that companies also reflect upon critical issues. And I think
Nike is doing it more than Adidas, but I would say that both deal with such topics.
I1: Ok. So let’s move over to consistency. How would you describe consistency on these feeds? Do you think
they are consistent? What is consistency for you?
IR5: Consistency for me, in relation to Instagram, is that the posts and also the whole storyline are uniform and
consistent. I don’t want to think about certain pictures that they don’t fit in or cannot belong to the companies. Or
if it is such a colorful mix that you cannot tell to which company it belongs. I like it for Adidas that they always
post about three to four posts in the same color scheme, that makes it easy to recognize them and know that
these posts belong together. Also the transition between diverse campaigns or posts always fits well in terms of
the colors. For example, they use orange in some posts and before there was a yellow shade. I would say that
fits together and looks consistent and nice, without any strong break.
I1: What do you think about the topics addressed, like in terms of Adidas, is it consistent? Does it fit in? For example the campaign #MeetTheCreators?
IR5: Well, sometimes the faces are a little suspect to me.

But maybe the company also want to lure or attract the users by it, to make them think about it, since it doesn’t
fit visually and also in terms of the topic that well. Of course, if you see the picture of the chef, it is not that easy
for a moment to find the connection to a sporting goods manufacturer. You rather expect sporty females. That is
why I think this is a little difficult here. But well, if you are interested in the campaign and monitor it on a regular
basis, then you of course know what it is about and you know the concept, than it’s not that surprising anymore.
And you can better classify it in your head.
I1: And for Nike? What is there that adds to the profiles consistency?
IR5: I think for Nike especially the hashtags, they are more consistent than Adidas’. Because they always use
the specific product names if they present a new product and always #nikewomen, that is more consistent for
me there. Also the pictures fit nicely together. Nike mostly bundles two posts thematically together, for example
they directly post two pictures of the campaign with the women in the burka.

I1: Do you think you could recognize Nike due to its consistency? I mean, also if you don’t immediately see the
name? Can you identify the companies easily on their profiles?
IR5: I would say yes. I think for Nike there are a lot of sports pictures, showing different types of sports, but always with the swoosh logo or the slogan “just do it”. Or they show their shoes or their products. I would say you
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can recognize it quite well. Moreover, they also use well-known influencers like Serena Williams for example,
and they appear quite often.
I1: And for Adidas? If you scroll through the feed? Would you immediately recognize that it is Adidas?
IR5: Hm, I would say with this #MeetTheCreators campaign it’s a little harder.
I1: Is it more difficult, the same of easier compared to Nike to see that it’s Adidas?
IR5: I would say it’s easier at Nike’s profile to recognize it. The pictures are more similar in terms of the poses;
there are a lot of shoe pictures, which is also typical. For Adidas, it is a really colorful mix between sport pictures,
but also the different campaigns, which are not always directly connected to sports, like the example with the
chef in the creators campaign.
I1: Okay. And does consistency for you support the beneficial perception of the company? Or do you think that it
is good that sometimes this consistency is disrupted, and there is something else in the feed, which you cannot
immediately connect to the company?
IR5: I think that this inconsistency or discrepancies could also stimulate followers to click on the pictures in order
to find out more. However, personally, I prefer it when it is more consistent.
I1: Okay, good. And you said that Nike was more consistent right?
IR5: Right.
I1: So let’s move on to authenticity. How would you define an authentic company on Instagram?
IR5: For me on Instagram, the people on the pictures play a really important role. Because I think that they
communicate authenticity through emotions and expressions best. I think that both companies are doing good in
this regard. I think that most of the models from Nike for example also appear authentic, they fit the brand, for
example Serena Williams. The influencer in the picture does not look arrogant or something like that, but through
her expressions she conveys the message and the brand behind this message.
I1: What would be that message?
IR5: They promote for example the topic of women empowerment, “there is no wrong way to be a woman” and
that they are strong and distinguish themselves over and over again, they prove themselves. By doing that they
convey the feeling to the customer that they can make a difference.
I1: Mhm, okay. How is that for Adidas?
IR5: For Adidas, I think, there is not a really a clear, recurring brand ambassador at first sight, like Serena Williams for Nike.
I1: Do you think it’s authentic and does the company convey what it stands for?
IR5: Mh, I think Adidas conveys that they deal with social topics, this is why sometimes the sport flair is a bit lost.
For example the pictures where there is Madame Gandhi with the drums, well she wears Adidas clothes, but for
me, I don’t think about sports.
I1: Oh that is this #MeetTheCreators campaign again.
IR5: Exactly. And with this, well, I know that there is this Adidas campaign. And they convey these different values, you perceive that. But I am missing the connection to the sport. And that is also something, which belongs
to authenticity, that there is always this connection, because still they are always sporting goods manufacturers.
They should deal with critical topics of society, but they should still always connect it with their company.
I1: Okay, and that is missing for Adidas a bit.
IR5: Exactly.
I1: On this feed, do you have the impression that you can also look behind the curtains of the company? Or that
you realize how the people behind the company are? Or is it really far away and professional? Do you have the
feeling that you get what is behind there, or not so much?
IR5: For Adidas for example not so much, you can see that the people on the pictures are professional models
or athletes. It’s not the woman, who does the product or the event management for Adidas, who comes across.
For me it is more a clear story that the company has thought about, where external people, like brand ambassadors are pictured.
I1: But do you think that the brand ambassadors support the authenticity?
IR5: I think they support the authenticity. How they are pictured, it seems authentic, but sometimes, like I said for
Adidas, it is too far away from the sports topic. And that affects authenticity in a negative way for me.
I1: But that is not the case for Nike, right?
IR5: For Nike, most of the posts also have to do with sports, or with the products that are also displayed really
clearly. For Nike, the shoes are also not only sports shoes but also lifestyle shoes, which you can wear like
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chucks for example, you can wear them on the streets. And if I see a picture here of a girl and a guy, who wear
just normal clothes, but then they wear these shoes, that adds to authenticity for me. Because I know that you
can wear those Nike shoes also in daily life, and they show that. That is why the authenticity is higher at Nike’s
profile, and because they also show a lot of sports pictures and also Serena Williams fits perfectly and stuck in
my memory, because she is featured repeatedly. And therefor I can also identify myself better with it.
I1: So you think that as an influencer she fits well to the company?
IR5: Yes. Also because there is this “be a woman” topic, she is really successful while she didn’t always have an
easy life and nonetheless she reached all this goals, I think she is a really good influencer for Nike and adds a
lot to the company’s authenticity.
I1: Okay. And this authenticity, does it also lead to a better perception of Nike compared to Adidas?
IR5: Yes, I would say so, yes.
I1: Mhm, mhm, okay. So let’s move on to distinctiveness. That means that the company stands out among its
competitors, but also that it may follow a deeper purpose, not only the sales of its products, but also like a deeper meaning. So to start with, what is the first thought that comes to your mind when you think about Nike? Tell
me three keywords.
IR5: Air Max, the shoes. Then power and “just do it”.
I1: Okay, and for Adidas?
IR5: For Adidas the three stripes in the logo.
I1: Can you recall a slogan of Adidas?
IR5: No!?
I1: Okay.
IR5: Hm, what is there more for Adidas … Adiletten (laughing).
I1: Okay (laughing). Do you think that the companies follow a deeper meaning and also communicate that on the
platform?
IR5: I think both companies take up the women debate, because they also both have these adidaswomen and
nikewomen accounts. And Nike also states in many of its campaigns “the power of women”, so they specifically
deal with the target group and also women’s role in society. That is also the case for Adidas, that they also include the role of the women into their posts. For Nike I think that with the burka debate they address topics like
equality and racism. That also shows distinctiveness to me.
I1: Which company is more distinct or stand out form the crowd more?
IR5: For me it’s Nike again.
I1: Ok, can you just tell two reasons or points, how it distinguishes itself form Adidas?
IR5: For me it’s once the point of consistency, the whole picture and vibe is more consistent in Nike’s profile.
Moreover, it seems more authentic to me. Because of that, the company stands out more and I like it better in
this regard.
I1: Okay. Perfect. While scrolling through the feeds, was there a picture or a post, which particularly sticked into
your head? Which made you stop and grabbed your attention?
IR5: It was the lady with the burka. There is one picture from the side, and the caption says something about “to
show people the potential of Muslim women.” I really like that they took up that topic and that they show that
those women, which are often suppressed in their country of origin, that Nike gives them a voice with this post
and bolsters them up. They say “hey, you are not a fringe group, you are also one of our target groups and you
all have the potential to just do it.”
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I1: And that is also this deeper purpose of the company, right?
IR5: Exactly.
I1: Okay. Does Adidas have something like that?
IR5: Hm. Also Adidas takes up those debates, because they also features dark-skinned models. And also the
people making part of the #MeetTheCreators campaign, they are not like stereotypical sport models, like tall,
blonde and beautiful, but they are like more special types of persons which distinguish themselves and don’t
follow the masses. Also from their picture you can see the message “we are not like the standard, we are not like
everyone else”, so diversity, we also have a cultural background for example. But again, there is not really the
connection to sports anymore.

I1: Okay, perfect. Does the distinctiveness support your positive perception about the company?
IR5: Yes I think so, because thereby the company also distinguishes itself from competitors and for me it is also
more stuck into my memory.
I1: And this was better for Nike, right?
IR5: Yes.
I1: Okay. Let’s move on to the presentation of the companies’ products and services. Which products especially
caught your attention on the profile? And do you think you can see the quality, the innovativeness and also the
practicability of these products?
IR5: I will start with Adidas. I realized that lately they posted a lot with sports bras, because it maybe also fits well
to the target group. They also inform me well about the fabrics they use. They also show how well and special it
looks, so there is also something about innovation, because it appears as new to me. Regarding the practicability, you can see that there are sports bras utilized in different ways, there are different types, so through the pictures I can already see for what it’s suitable, and for what not so much. I think Adidas shows all of that quite well.
For Nike, I think that a lot of products pictured are shoes. To some extent you also see the context, if they are
more running shoes or leisure shoes. Regarding the innovativeness, the fancy design adds to that. Yes and also
product videos support that the user can see the soft and springy sole of the shoes.
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You get a really good impression of the product. Sometimes it would be good maybe to have a video where
someone runs with those shoes, but maybe then you cannot recognize the product that well. But I think that also
Nike shows the purpose of its products well in its posts.
I1: Can you tell which company does it better, presents its products better?
IR5: I think you cannot really tell. In this case, they are on par.
I1: Okay. So let’s talk about vision and leadership. Do you have the impression that the companies show their
vision through Instagram?
IR5: Yes, I think both companies show that they want to do more than just selling sporting goods. First of all,
because they have these accounts only for women. For Adidas for example, they pictures the sports bras especially on these profile, because only women wear them, so they show a particular interest in the target group.
And because they both also deal with critical topics, thereby they also show their vision within society.
I1: Okay, great. Regarding leadership, you might think of leaders which are really present in certain companies.
Do you know the leaders of Nike and Adidas?
IR5: Well Adidas is in Herzogenaurach, I am from Germany, so I have a picture in my head…
I1: But is he present for you, maybe also on the feed?
IR5: Not on the feed, no, for both not.
I1: Would you like to have that on the profile? Would that support your perception of the company, if they would
picture a charismatic leader and his or her activities or also citations?
IR5: Citations maybe yes. Pictures of the leaders themselves maybe less. Maybe they should present their internal leadership mentality to the outside, because that might also present this power, support for example. I
would like that, also maybe to work with citations or slogans, that would fit into the company perception of both
companies. I also think it’s industry dependent. For companies like Tesla I really like that they show their leader,
Elon Musk. He is really cool.
I1: Okay. That’s interesting. But for Nike and Adidas, you think it would support the perception of the company, if
you could learn something about the leaders? And the people within the company?
IR5: Of course, because that also addresses topics like child labor, which are often an issue for textile manufacturers. And that would be nice to have a standpoint from them within their vision and leadership, if they take action against it, they could show their standing towards it.
I1: Okay. That leads us to the next topic, social responsibility. Is there something on the feeds can you see
something which is related to social responsibility? Or activities within this area? Or don’t they show that?
IR5: Spontaneously I cannot recall a specific picture or story that I would connect to that. For me the whole topic
of social responsibility is also about the companies taking responsibility beyond the production of their products.
And I think that is shown again by the social topics they address, like racism and equality. So I think they take a
role in this area of social responsibility.
I1: Do you think they do something good for society? Do you perceive that or could that be conveyed a little
stronger?
IR5: I think for Nike, with the burka picture, they address the Muslims, so it is conveyed stronger. For Adidas it
seems to me, yes, they deal with those topics, also with individuality and creativity, but it is not conveyed that
clearly. When I scroll though the feed, there are not really pictures where I would say, yes, I connect this to the
company’s social responsibility.
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I1: Okay. So if they would post something like that, a post about sustainable production for example or products,
would that add to your perception of the company? Or would that maybe even disturb you on such a sport and
lifestyle profile?
IR5: It wouldn’t disturb me. Because I think that also sustainability is a certain lifestyle. Moreover, both Nike’s
and Adidas’ products are not low-budget, so therefor the quality is also important, and I connect quality with sustainability.
I1: Perfect. To our last point, innovation. Do you have the impression that the companies are innovative, modern,
up-to-date, fresh and maybe also act as pioneers? And if yes, do they show that on their feed?
IR5: For Adidas, I think innovation also comes across regarding the product, because they show product videos
for example about a new fabric they offer. In general, their feed is up-to-date I would say, at the pulse of the
time. It comes across well. I think that is also the case for Nike, it is up-to-date, of course, there are really professional people behind, which deal with that. Moreover, Nike has the product video where they feature this shoe,
showing that it is especially soft, and that they innovated it and further developed it.

I1: Okay. Would you say one of the companies is leading in terms of innovativeness? Maybe act as a pioneer?
Or is it not really innovative?
IR5: I think in this industry it is rather difficult. I would not say that Adidas is a pioneer in comparison to Nike. For
me, innovativeness in this field is a bit different, it is not like in the technological industry, where you can always
expect big steps in innovativeness. That is why I think that both companies come across well, they show videos,
which for example show how one fabric differentiates itself from the previous one. For me, as I am not an expert,
I maybe wouldn’t realize it. But if someone shows me and I can see it and think about it, then I cant relate to it
and appreciate it.
I1: And in relation to their messages and topics, are they at the pulse of the time?
IR5: Yes, I would say that is right for both of the companies.
I1: Okay. So as final question, do the companies have a good reputation? Do you have a good feeling, do you
trust them, respect and esteem them? And if so, with which company is that even more the case?
IR5: I think both companies have a good reputation. I always connect Adidas to “made in Germany”, because
their headquarter is still in Herzogenaurach. I esteem the company, because I know that the products have a
good quality. This quality fact is also true for Nike. And in general, how the companies present themselves, it’s
really positive, open and responsible. Which one is better, I like both I have to say. With Adidas it’s the “made in
Germany”, which I connote with a slightly higher quality.
I1: And the different topics we have talked about, would they all add to the positive reputation of the companies?
Or were their reputation drivers we talked about, which don’t really support the companies’ positive reputation?
On Instagram in particular? Reputation drivers, which are just not that important on Instagram?
IR5: Maybe the vision and leadership point. Because that is really company specific if I want to know more about
that, if it’s relevant for me.
I1: Okay, perfect, so we are finished.
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I2: Is it ok in English?
IR6: Of course.
I2: Okay, so, alright. Please if you could introduce yourself, what is you name, where are you from, what is your
current residence, how old you are, what you occupation is?
IR6: Okay, so may name is Janke, I am German. I live in Denmark and do may Masters at Copenhagen Business School. And I am 26.
I2: Okay. So how would you describe your Instagram behavior in general? Do you use it a lot, do you like, comment and share a lot? Or do use it rather passively?
IR6: Actually I do use my Instagram quite a lot I think, so I share Stories, I share my own pictures and I share
other users’ pictures but then in private messages. So I seed and I forward it as an Instagram message.
I2: Okay. And do you also interact with corporate accounts? Or do you follow companies and brands?
IR6: I do follow some corporate accounts, but often they are not necessarily like a product brand but more like a,
for example like an architecture magazine or a design magazine. So then they repost something from brands but
I usually don’t go on the brands.
I2: So it’s only about their products? Just content?
IR6: Yah because their product often is a magazine, so they just re-share other people’s things.
I2: Okay. Good, so, you had some time to look into the profiles of nikewomen and adidaswomen, so two sportswear brands, but they also have streetwear and sport, fashion and lifestyle, or lifestyle fashion. We want to talk
about some drivers of corporate reputation on Instagram. So the first one we defined is visibility and I can tell
you how we defined it. So it’s frequent communication on Instagram, so making information widely available and
increasing the prominence and familiarity. So how do you think the companies are doing that on Instagram?
IR6: So basically you mean spreading the content and giving the information right?
I2: Yah, so how frequent do they communicate, do you feel familiar with the companies?
IR6: Yeah I think they do frequently communicate things, like new products or the imagery they have they update it, but I have the feeling I, maybe sometimes it’s difficult to see, like usually they don’t necessarily communicate one product and a price or something, but it’s more of like the sports category or something, so they
say or “running” or “dress” up or, I don’t know, something like that. They communicate more like values or more
like an image rather than really the information you… So they don’t say “it’s that price”, you can buy it there. It’s
more like they, I don’t know, show kind of an image, a “feel”, yah. So I think they are visible, but mainly in that
direction.
I2: So you feel both of them are quite equal or do you feel like you feel familiar with one brand more, one company or that one communicates a bit more frequently?
IR6: I mean, I follow Nike and I don’t follow Adidas, so I see Nike more than Adidas. But I suppose they probably
both do it very similarly.
I2: Okay.
IR6: I don’t look at the date, but I assume it’s quite similar. Maybe Nike a bit more.
I2: Actually it’s Adidas that posts more.
IR6: The other way round?
I2: Yah it’s actually Adidas that posts more.
IR6: Ah, okay.
I2: But do you perceive visibility as specifically important on Instagram? And is it also like usable to show it on
Instagram as a company?
IR6: Instead of like not showing it or?
I2: No I mean, visibility is kind of frequency, so…
IR6: Ah, so. I think they, I mean the accounts they should probably be quite visible, otherwise you just don’t see
it, right? You scroll through so fast, if one doesn’t catch you attention immediately, then at least the next day
where they repost something else, maybe that one will. But then if they wait another week, I have not seen anything, it is like out of my mind then, right? And the chances that I see every post are very low.
I2: Exactly, yah. So do you think that visibility in general leads to good reputation on Instagram? If it’s, if you
have seen more from the company?
IR6: I think the more you see in general, the more often, the more you like it, right? And you have the feeling
there are new things happening, if they repost frequently. And they kind of also put effort if they create imagery
for all the new posts. I think it’s good for the reputation.
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I2: Okay. So in terms of transparency then. We define it as a company that proactively shares information about
itself and also for example it’s ethical and fair activities. So also regarding critical issues or topics of importance
to the consumers, so that it is very open and agile and communicates in a timely manner. So that it addresses
issues in a timely manner. So do you think, how do you think or where do you maybe think it’s better, even on
the two profiles or do you think that it’s visible on Instagram?
IR6: I think it’s a bit visible. So for example I know that Nike posted some pictures about some boxes, which
were made with recycled materials or also Adidas with some shoes, which were of recycled materials. Then I
think both kind of try to, for example, not exclude any nationality from the pictures or anything. But I think they
are quite similar probably. Yeah.
I2: Okay. So you think that they disclose a lot of information about themselves?
IR6: I think, I think they are quite, I think they push very much what they think is positive. So for example if they
do something with recycled materials they put a lot of pictures, but for a consumer it would be for example interesting, how is it produced? Like are people paid well where they produce it? Is it harming the environment in that
country? That would be really interesting to know, but of course those things they don’t show.
I2: But do you think showing something like this would lead to a good reputation on Instagram?
IR6: Ahm, I think if you could prove it, and if it’s really the case, yes. I think so. But I think the problem is, they,
first of all they just don’t, they probably do it, but then it’s always relative. Like for example, if you pay people, I
don’t know, four euros in a country might be much, but for as still it seems very little, right? Then that creates a
bad reputation. So I think it’s just really tricky to put it in a good way.
I2: But would you like to see more content of these things?
IR6: How they produce? Yah!
I2: For example do you think that Instagram is the right channel for it?
IR6: Ahm, yeah I think so. I mean, to be honest, I have everything on Instagram. I have like news, I have companies, I have art stuff, I have private stuff from friends. So I think I would actually be interested in seeing it.
I2: Okay.
IR6: But maybe I am a bit unique there, I don’t know.
I2: Okay. But do you then perceive for example transparency as specifically important for Instagram and do you
think it’s feasible? I mean of course you can show pictures of, yah, how ethical they produce.
IR6: Yah, I mean it’s tricky. I just think Instagram, because it’s the medium, which seems to me the most important, so where I would here the most of companies. Because I don’t whatch TV, I don’t read magazines, and
Facebook I don’t use for scrolling through the wall. So I use Instagram for, that’s like the main source of information, right? So then I think…
I2: So you use it mainly, it’s the main social media that you use?
IR6: Yah.
I2: Okay, cool. So in terms of consistency. We define it as communication that is in line with the company’s
claims and values, and that they can be identified by their consumers rather easily. So if you don’t know what
company posted something, that you can kind of see, ok that’s Nike or that’s maybe Adidas. And they kind of
convey a coherent picture and a clear message, so maybe also on the feed, that it’s kind of coherent and consistent. So do you feel like one company maybe does it a little better than the other? Do you find one more consistent in like the looks and also the message?
IR6: I think, let’s see. I think on Nike’s ones it’s a lot about kind of empowering women and showing the new
products, maybe. And, I am not sure if it’s really consistent actually. Doesn’t really feel very consistent, but…
And adidaswomen, just to refresh, I mean they have much more videos, right. And many more…
I2: Specifically recently, yah, they have a lot of videos.
IR6: And I suppose it’s like, maybe Adidas seems a bit more consistent but also the pictures are not as nice,
maybe sometimes.
I2: In how far do you mean they are not nice?
IR6: So for example, if I see four pictures of the same sports bra, really close up, I mean I can see that on the
shop website, right? If I am really interested in the sports bra. And then, on Nike it’s more that you see people in
a whole outfit running or training or like walking on the street or something (product presentation). Or they are
made in a really cool way. Yah. Ah it’s tricky. But because I think, I think because both accounts, I mean they are
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consistent in a way that it’s always about women, but then it’s about all kinds of sports and it’s even about not
doing sports but having the lifestyle stuff that makes it a bit inconsistent.
I2: Yah, so a lot of different topics.
IR6: Exactly.
I2: Okay. But do you perceive consistency, that it’s specifically important on Instagram?
IR6: I think on Instagram it’s super important. Like the most successful accounts are the ones which are consistent, because you know it’s one topic, and you know you are interested in it, so that’s why you follow. As soon
as one account changes topic or has several ones, you don’t really know what they are posting, you usually
don’t follow. Maybe you like one or two pictures, but then that’s it. I think, yah, also when I clicked through accounts, usually the ones, even if the pictures individually are not very nice, but then they are all consistent, have
many more followers than…
I2: Consistent also in the message and the content?
IR6: Yeah, yeah exactly.
I2: So is it then a reason that you follow Nike and not Adidas?
IR6: Yeah, I mean, I am probably biased, so I prefer Nike more than Adidas.
I2: Okay. But do you think that, I mean, it’s basically the same question, that consistency leads to a better reputation or good reputation?
IR6: I am not sure if it has so much effect on the reputation. I think, maybe it has more to do with how many
people follow you, and if more people follow you and see good things, then maybe your reputation increases.
But I think it’s not so much the reputation but more indirect, so, you just, consistency creates more followers and
then more followers see the content, I think.
I2: Okay, good. So maybe authenticity then, which we describe as credible and genuine, so not pretended or
staged or manipulative. So representing the true self basically and telling kind of the personal story behind in a
truthful, honest and also not to guided manner. So maybe not too serious or guided by the company, so that you
feel like there is a real person behind. Do you kind of see that in maybe one of the two feeds? Or what do you
think?
IR6: So, hm, okay. So authenticity, wait. I think both they are quite authentic in a way that they show women in
each kind of way, like it’s not only the… So for example they have one, which is playing soccer, then one, which
is walking on the street and posing there. So it’s like, you know, it’s not only the pretty one posing, it’s each kind
of sports and even if the picture is not as pretty, they still show it. But then I remember for example for Nike,
there was one time like some kind of advertising, which was super weird. And I think sport is something serious,
right? If you do sports, you want to be taken serious that you do it and you want the advertisement to be serious.
But then there were like girls jumping around, and super colorful and super weird, and then you just thought,
what? I mean, honestly?
I2: For Nike or Adidas?
IR6: I think it was Nike. And there for example, authenticity was super important for the reputation. Because if
then they don’t stick to what they usually do… (Consistency?)
I2: Oh but you mean not on Instagram?
IR6: It was on Instagram. Because they posted it as videos.
I2: Okay.
IR6: And there it was super inauthentic and then also the reputation in that moment kind of goes down.
I2: Okay. So what do you expect from Nike for example? What do you, I mean it also goes with distinctiveness,
which is kind of already the next one. But what is like the, what would you like to see from Nike that you think
that’s authentic?
IR6: So I think for Nike it’s really that you, that it should be sports focused, I mean of course it’s a great brand
and you want to wear the logo, but it should really be about the sport and that people are really serious about it
and also, yeah, I mean now it’s about women, right, that in all kinds of sports they succeed. And then I don’t
want a, I don’t know, see some colorful jumping around, ha ha ha, pop thing going on (laughing), I don’t know.
And for Adidas I have more the feeling they are a little bit more lifestyle. So for them it’s a bit more, they are really authentic in this kind of lifestyle thing and, yah, I don’t know.
I2: Because, like they also have, I feel like, some pictures where there is like women that are happy together and
kind of jump around so to say. So would you then be ok if it’s coming from Adidas? Or do you also perceive it’s
not fitting?
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IR6: Depends in what way (laughing). But as long as it’s kind of, yah, it’s so difficult to define what’s authentic,
but as long as it’s still with what they usually communicate, it’s fine. I think that advertisement back then was also
with a singer and not a sportsperson, which was really weird then.
I2: Okay. But do you feel like that the profiles are very professional? Like that they are kind of guided by the
company and you feel like there is a really person behind it and… Like how important is that for you on Instagram?
IR6: I think it’s super professional, both of them. And it’s not like I am following some kind of Nike persons, personification, you know it’s a company and they do kind of their advertisement and you chose to see it.
I2: But would you like to see like a little bit more behind the curtains so to say? Like how they operate in real life?
And what is actually like going on, like the people behind the company?
IR6: Employees or you mean athletes?
I2: No, rather what is going on in the company? Like from daily corporate life so to say.
IR6: No I don’t think so. Because I follow them because of the sports, not because of how they work, right? So I
do sports, so I want to see something related to sports, not something related to doing business.
I2: Okay. And, like you mentioned from athletes. Would you be interested in that?
IR6: Yah, for example, that would be cool, to also even give an athlete, you know, the account for a week and
just see what they do, that would be cool. But then you actually follow a person and not only the company doing
the advertisement.
I2: Yah, like in the Stories, that they then post also personal Stories for example?
IR6: Yeah, or also their opinion.
I2: Okay. Yah, that’s cool. Okay, but you perceive authenticity as very important on Instagram?
IR6: Yeah, definitely.
I2: And it’s, like you basically already showed or gave an example of how this is feasible to show on Instagram
with having like content related, individuals maybe also post the…
IR6: Yah, yah that for example.
I2: Okay. And yah, I mean obviously you think that it also leads to a good reputation, no?
IR6: Yah.
I2: Yah, okay, good. So the last point in this way is the distinctiveness, which we kind of touched upon. So, we
define it as a company that shows a distinctive purpose and a kind of unique promise to consumers. So, that
they grab the viewers’ attention, which you also mentioned before, and therefore the viewers can form kind of
unique company associations in their minds. So, I mean, you basically already said what your first thought when
you look, or think of Nike and Adidas is.
IR6: But you want me to basically tell you if I have the feeling that in some way they differentiate themselves?
I2: Yah, like how do you feel like they are differentiating?
IR6: So for example I really like this one.
I2: Okay, the one with the Muslim.
IR6: Yah, with the sports hijab. And for example in that way I think they are really special. Because they basically
created a product, which is enabling people to do sports, and they basically say everyone should be able to do
sports, and that’s why we create a sport hijab. I think in that way that was very very special.
I2: And you also liked it, no, when you saw it?
IR6: Yah. I wouldn’t wear it but it’s kind of telling something, right? That you are really, you are really truly committed to enable people to do sports.
I2: Enabling everybody, yah.
IR6: Yah. Then in many other ways I think they are super similar, and not so differentiated. I mean it’s often
showing women in the same, in like sports poses or zooming onto a product. In some way nikewomen also
shows athletes, actually. That’s where they differentiate here.
I2: Well, I think it’s more like who they show.
IR6: Yeah, maybe.
I2: But there are also some, but…
IR6: I didn’t see it for Adidas.
I2: What do you think from Adidas?
IR6: I suppose this is a famous singer or something.
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I2: No I think that’s more individuals like in the creative industries, that they show now with their new initiative
#MeetTheCreators.
IR6: Oh okay. Maybe for Adidas again it’s more this lifestyle thing. Because for example this here, it’s really
nothing to do with sports. So like many things is also the same with Nike, like people in sports poses and sports
clothes.
I2: But would you be interested in also more like, not really unrelated content, but I think for this, well initiative it’s
about, it’s called #MeetTheCreators, and it’s like how, that you kind of get some insights in people doing stuff in
their individual ways. Do you think that would be something that is interesting to you to have like more content
behind and not just so much product focus, like it is here again?
IR6: Yah, that’s super product, right…
I2: So this video with the orange leggings, yah. It’s very product focused.

IR6: I think if the, yah it’s so tricky, because the things, I think the product stuff is a bit boring, because if I am
really interested in something I go to the store and want to know more. But I would also not see it, right? I mean,
I don’t drop by the store, so it’s the only way they can show it to me.
I2: Yah.
IR6: But I think I am definitely more interested in something like that, where someone, where there is a story
rather than just the tights and what’s the benefits.
I2: Like the drummer here?
IR6: Yah, exactly. Even the picture looks nicer. It kind of looks cool and pretty. And you are like, oh cool, ok, I
like this. But then for the tights, it’s more like an advertisement you scroll through.
I2: Okay. So you would be like, would you, would it kind of increase the probability that you follow Adidas for
example too if they would do more like this?
IR6: More like this stuff? Yes.
I2: Okay. So #MeetTheCreators campaign, we just looked at the yellow picture which Janke immediately liked.
Okay. So, yah. And then, this would also lead to a favorable reputation probably?
IR6: Yeah.
I2: Like if it is more distinct and it shows also content that you are also interested in? Okay. So then, also if we
look at the products and services. Do you get an idea of the product quality from the pictures you think?
IR6: Yes, from both companies probably quite high.
I2: Okay, and about the practicability and the innovativeness of the products? Do you think you get an idea from
their Instagram profiles?
IR6: I mean, they both seem super professional, so in both ways I think they are super professional.
I2: But you think that’s important? Like specifically important on Instagram and it’s easily feasible to show really
well?
IR6: I think it’s just important to show it everywhere. So Instagram has to tell the same messages as in the store.
But then more coherence-wise rather then, so I think yes, it’s important on Instagram just because it has to be
also in Instagram (consistency).
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I2: Okay. But then you think that’s very important to lead to good reputation to show like the products and services like also in detail?
IR6: I don’t know. Yeah, maybe, I don’t know. It’s really tricky because usually if you are really interested you go
into the store right, and then you buy it. And then that’s kind of what creates the reputation. But maybe also on
Instagram. I mean, I wouldn’t look at the post, if it’s only about the product, except I am really really really interested in that product. Maybe for footwear, like for shoes it’s really important, because there you can basically,
you know, show how it’s made, you know, kind of like visually take it apart the shoe and see it there. Maybe then
it’s really important for the reputation.
I2: Because they kind of did it, like they had this one video, Nike, where they kind of showed how the shoe, the
sole, the new sole, how it…

IR6: How it is made. Yah maybe in that way it’s really important for reputation. That there is like a lot of technology behind it.
I2: That you see kind of what the innovation is there maybe.
IR6: Yah maybe. And then Instagram can really show a little story rather than in the store where you have the
made shoe already.
I2: Yah okay, so that you see like how, what the parts are, so to say, and what it’s new about it.
IR6: Yah, yah.
I2: But do you then maybe prefer to see it as a video?
IR6: Yes.
I2: Like where you can, you have the kind of 360 view and…
IR6: Yah, something like that.
I2: Yah and a little bit more than just the picture with another color than the other one.
IR6: Yah, exactly.
I2: Mhm, that’s interesting. Okay. And then also to vision and leadership. Do you think you get an idea of what
the company’s visions is? And maybe also something about the leadership?
IR6: In the company?
I2: Yah, like on Instagram?
IR6: Or do you mean which company is leading?
I2: No.
IR6: Okay. Inside the company. Okay. Just from looking at Instagram probably no idea. But from the vision I
think, when we talk about Nike and with the hijab, you know, like really bringing, making everyone be able to do
sports and everyone can do sports. And for Adidas it’s a lot about creators and creating and maybe like creating
some kind of self-identity with the brand and stuff like that.
I2: Okay. And do you think that this is important for you to like learn from Instagram, that you see that on Instagram? Or that they communicate that also on Instagram?
IR6: Yeah I think, yeah I think they should do it on Instagram. I mean on Instagram you can communicate a lot
right? Like what are your values, what you think is important to show to everyone, so, yeah.
I2: But like you said before, the thing with looking behind the corporate curtains so to say like. From leadership,
would you be interested, like compared to other companies where the leaders so to say, when you think of some
very like public leaders, that you see that on their Instagram as well? Would you be interested in that?
IR6: I mean for companies like Nike and Adidas, what’s cool is that you have like someone who is famous for
designing a shoe within the companies, that would be cool to see. But I don’t care about the management team
or something. It’s more the stuff, which affects me, right? So if I see a shoe and I actually know from who it is
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and what that person thought, that’s cool. But if I see a shoe and I know that it’s sustainable and if I buy it I don’t
support, I don’t know, bad labor somewhere, then that’s also cool. But if it doesn’t really affect me, then I don’t
think I would care.
I2: But if it’s like some, I think, who did they have, I mean Adidas has Stella McCartney…
IR6: And then she is somehow supposed to be the designer right?
I2: Yes, she is the designer, but they also had, I don’t know something with Pharell Williams, which is a famous
singer for example. Would you be interested in seeing him on the picture? Or more like knowing about it?
IR6: But he is also supposed to be kind of like the designer at some point, or some creative input, right?
I2: It was a collaboration, yah. But would you then be interested in seeing like a celebrity there or more like the
athletes?
IR6: I mean it’s two different things. You have the celebrities, which are not sports people, more for the lifestyle
stuff, and then the athletes for the sports stuff. But I think I buy both brands more for the sports stuff and for the
lifestyle stuff so…
I2: So you would also not be so interested in seeing like the designers behind?
IR6: Maybe just out of interest, yeah, but…
I2: So more like the athletes?
IR6: Yeah, maybe.
I2: How do you think like Stories could be incorporated more? Do you watch Stories?
IR6: Not from those accounts, do they actually do some?
I2: Very rarely actually.
IR6: Yeah very rarely, right? I think the problem is that I expect Stories from corporate accounts to be advertisement.
I2: Yah, okay. So you don’t really watch it?
IR6: No. Like if it would be really cool content or really cool pictures and I know it, so for example for, it’s a super
out of the topic brand, but National Geographic, I know it’s a corporate brand, but the pictures are always super
cool. Then I watch it. But then for Nike or Adidas I expect it to be more like a video about a product and maybe I
would be interested in the product, then I would watch it, but also, yah, you rather expect it to be advertisement.
I2: Okay. Because I just, for Nike like I said, the shoe, they had this in the Story as well, to see the different, like
the new layers and also it was very like modern with like one guy popping in with a chewing gum that has the
same kind of color, as it feels you know the same texture, but it feels like the shoe is also very light and airy. And
very high-pace, so they had like recently something from fashion week, where I think they picked like three bloggers that wore like Nike shoes for example. Would you be then interested rather in this kind of content or in Stories?
IR6: Oh, it’s really tricky, because I think in general I am interested in the content, but because Stories is usually
also, so when you go though your Stories, advertisement is pushed in between, right? So, in my mind, I think as
soon as I see something, which might be advertisement, I skip it. Because I have the feeling it’s the thing, which
got in between my Stories and then I might not realize it’s actually the Stories I follow in that moment.
I2: And it’s hard for companies to, because you also don’t want to kind of see like the corporate content, so to
say, like, so it’s kind of hard to incorporate it.
IR6: Yah.
I2: Would you be like interested in, for example, workout routines or something like that?
IR6: Yah, yah. I mean for the workout routines I use the app. So I can just go and do it there.
I2: I just remember that Adidas also had something where they showed like a body training with two athletes so
to say, and you could swipe up to redirect it to YouTube, for example. Okay. So the last point, which you also
already touched upon is social responsibility and CSR. Like, do you think that’s kind of visible in their feeds first
of all?
IR6: They try (laughing). I think yes, it is. I mean they always try to put kind of sustainability stuff on there, in
regards to recycled material. They also do like different nationalities as I said. Yah.
I2: Okay, but do you think this is specifically important for Instagram and is it feasible to show it also there? Like
social initiatives?
IR6: Ahm, yah I think so.
I2: Or also environmental initiatives?

228

IR6: I mean I know for example both companies do much more. So for example they do a lot about a project with
children and, I don’t know all that kind of things. But they don’t really show it there.
I2: Would you be interested to see more? And would this like kind of enhance your, kind of how you perceive
them?
IR6: Yah, maybe.
I2: Maybe?
IR6: Yah it’s tricky, because I would have to decide now if I would look at it, right? I personally would be interested.
I2: So you think that if they show more like social initiatives and CSR on Instagram that it would like lead to a
good reputation?
IR6: Yah. I think so.
I2: Okay. And finally in terms of innovation. I mean we also defined it as innovativeness, as being modern and
up-to-date, fresh and kind of pioneers in what they do, maybe also in regard to what the topics they talk about or
communicate. So do you feel like one of them is more or less innovative in that sense?
IR6: Yeah I am biased again (laughing), but most of the time I had the feeling Nike is more innovative. So there
is this new tight from Adidas, where we talked about earlier, where they show the product, and it actually looks
exactly like a tight, which was there with Nike like one and a half years ago. It looks the same as from Nike.
I2: The picture?
IR6: Yah. Then I have the feeling. But it could also be that I just follow Nike more, so. So for example this one
here, it looks exactly like one, which has been there a year ago with Nike. And then I have the feeling the innovation is probably not so innovative.
I2: Okay.
IR6: But I know for example Adidas did a lot with boost, which was really innovative. So they have also their own
innovation, they are both innovative but I suppose Nike is most of the time first.
I2: Okay, so you feel like Nike is a little bit more at the pulse of the time?
IR6: Yah. But I am biased, so.
I2: Okay. Okay, but in how far do you feel that’s important on Instagram? That you like see fresh things.
IR6: Products?
I2: Yah not only product, but how they communicate.
IR6: Yah, I don’t, I think it’s, I think it’s really tricky. Of course I want to see the new products, I think it’s important
I guess. But of course it is not that easy to come up with like these huge innovations like with smartphones or
something like that. In the ends, it’s just sports clothes.
I2: Okay. So do you think innovation is not that important in this industry?
IR6: Not that important compared to others, no.
I2: And what do you prefer, something new, or is it also okay if they sometimes follow a trend?
IR6: No, rather the new.
I2: Something that catches your attention?
IR6: Yah exactly.
I2: And is maybe even unusual or, okay.
IR6: That’s what I kind of also expect from them. Because otherwise you can go to, I don’t know, H&M and buy it
there. It also looks nice.
I2: So overall, do you think that the two companies have a good reputation?
IR6: Yes, in general yes.
I2: And do you find them also emotionally appealing? Like do you trust them and respect them, admire them?
IR6: Yes. Maybe more the admiration part. So, it’s like always cool people and cool styles and sporty people and
successful people. And on the women account there are like strong women. Yeah.
I2: So something you can look up to?
IR6: Yah exactly.
I2: And you get inspired by it?
IR6: Yah exactly. Maybe more inspiration.
I2: Okay. Well, cool. I think than that’s it for now. Thank you very much.
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Individual Semi-Structured Interview 7: Henriette K. – IR7
04.04.2018
00.36.12
I1: Okay, so let’s start. What’s your name and could you please introduce yourself shortly? So what’s your current residence, where are you from, how old are you and what are you doing?
IR7: My name is Henriette K., 24 years old, I am currently studying business and engineering in Munich and my
occupation is still student.
I1: How does you Instagram behavior look like? Do you comment, share or like photos or posts by other companies? By users, but also companies? Or do you use the platform rather passively?
IR7: I actually really like to post my own stuff and what I also do a lot is looking at Stories from other people. And
if I find them funny or interesting I directly contact the person by a private message or direct message, or however it is called on Instagram. And, no, I am not a passive user I would say. But I do not comment publicly on
corporate pictures mostly, only maybe sometimes, if there is something really nice you can win, then maybe.
I1: But you also follow companies on Instagram? And do you like interact in terms of, let’s say do you look at
their feeds?
IR7: Yes, I do. I have a lot of chocolate companies, and I also like fashion companies, fashion companies, on the
one hand something like Dolce & Gabbana, because they have really nice advertisement. But I also really like
sports, so I of course also follow pages like Nike and Adidas, and also their women pages, because they are
more specifically what I am looking for, because I am not really interested in guys shoes or something, but, yah,
I really like especially the nikewomen page.
I1: Okay. So that’s great. So let’s start with our first driver of reputation on Instagram, it’s visibility. How would
you… Like we define visibility as a frequent communication, that the company makes it’s information widely
available and that it increases it’s prominence and familiarity with Instagram. So in how far are you familiar with
Nike?
IR7: I actually use the products of Nike myself for the gym and stuff, so.
I1: Let’s always relate it to Instagram.
IR7: Yes, I was going to that. Due to the reason that I use them myself I also have them on Instagram. And
sometimes I really like their, to see their offers, because then I am like “okay, I need sports shoes, maybe these
ones would be nice for me.” And what’s about their visibility, for me it’s important that a company is authentic, so
if I know they present themselves differently on Instagram than in real life, I would not really like them. But with
Nike I have the feeling they are quite honest, with what they say and with their campaigns and everything. So, I
think they are quite visible and I think they also post, well they don’t post too often new things, but when they
post, I think it seems like really nice.
I1: And in regard to Adidas? Can you compare it? Do you think one company is more visible?
IR7: Well Adidas certainly posts more. But I am not sure that’s the only reason for visibility. So, I really like the
nikewomen campaigns, because they are, for me they seem very interesting and Adidas, yeah, they also have
some campaigns but for me personally I just like Nike more.
I1: But do you think that the companies post frequently enough or would you like them to post even more? Like,
for Nike?
IR7: I think for me it’s enough, because I don’t want to see them every day on may newsfeed. Like I mean the
reason I use Instagram is not only to see advertisement and companies, but mostly I like to see my friends. So if
Adidas and Nike post sometimes, than I am happy about it, but for me they don’t have to post more.
I1: Do you think there is enough information on the company?
IR7: On Instagram?
I1: Yes.
IR7: I like for example that they show the creators in Adidas. So that’s very interesting, because there you can
really see where it comes from. What I am personally missing on the pages, on both of them is how they actually
produce their stuff. I saw on Adidas that they do some shoes out of ocean waste material, that’s what I really
liked. But I also know that there is still, they have production methods that are maybe not that straightforward
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and not that nice. And I am a bit critical about these things. So they could do more about that and show more
how they actually produce the shoes, or clothes, whatever.

I1: So visibility just in terms of frequent posting, would you, like not thinking about authenticity now or CSR, sustainable production, just the visibility and posting frequently on Instagram, does this enhance your reputation of
the company? If it posts frequently and shares information?
IR7: Well the information sharing if it’s authentic definitely yes. If they post too much I think I would get annoyed.
So it has to be the right amount.
I2: So do you also watch Stories? Do you like if they share a lot of Stories also?
IR7: I personally don’t like to watch the Stories of companies.
I2: Okay. So more personal.
IR7: Yes, I like the pictures, but for Stories I mostly look at the Stories of my friends.
I2: Okay.
I1: Okay, so let’s move on to transparency, which is our next driver. The transparency of a company on Instagram for us is like that they proactively share information also about their ethical and fair activities and that they
also address critical issues and topics of importance to consumers. So, it implies that they are open, agile and
receptive in their communication and that they also react to consumer comments for example in a timely manner. So, do you perceive the companies as being transparent and open about themselves?
IR7: If I comment under one of their pictures I think they are really quick in answering. So there is always somebody who can answer my questions. And I think they try to build a picture to the outside that really shows that
they are responsible and I think they are making a great progress regarding their ethical side. I still think they are
not communicating everything what’s behind them, but that’s normal, I mean, who would do that, what kind of
company. But I think Nike as well as Adidas are improving in their communication as well as their production as
well. And at the moment at least I don’t know any scandals about either of them and that’s good at least. But I
am sure they still have some behind the big picture.
I1: Do you think it’s difficult or rather easy to find out more information about issues posted on their side? So how
easy is it to get more information if you are interested in? Regarding their posts? For example, an initiative, how
easy is it to find out what it is about? Is it transparent in this regard?
IR7: Well, I think it’s easy to find out, because most of the time they either put a link into their caption or into their
feed information section or here for example they have a YouTube channel, which they refer to.

I think it’s quite easy if you are interested to follow up on the posts.
I1: And that’s for both companies?
IR7: Yes, that is for both companies.
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I1: Okay, so the hashtags and links add to the transparency of the companies on Instagram? So they support
the transparency? Would you say that?
IR7: Yes I think so because they actively tell you where you can look up more information if you need so.
I1: Okay. And in general, does the transparency of the companies on Instagram improve your feeling towards
the companies and your perception about them?
IR7: Well, it depends, I mean of course if I only see them on Instagram and sometimes see some shoes or some
initiative, then of course it’s nice. But I mean, if then on the same they there is something in the newspaper or
the TV saying something about the company that isn’t nice, than I would not say “Oh it doesn’t matter because
they have a nice Instagram feed.” So it’s always the perception that I have on Instagram, yes, it’s of course always nice what they post, but then there is also the public, global, whatever reputation, that not only comes from
Instagram. So it is a combination of both I would say. But at the moment, like if I only see nice stuff from them on
Instagram, yes, my picture of them is positive. But it might also change regardless what they post there if it is not
consistent with what happens in real life outside.
I1: Okay. So, this thought perfectly fits with out next driver, consistency. We define consistency as Instagram
communication being in line with the companies’ claims and values. And that the company can be identified also
rather easily since they convey a coherent picture in both the visuals but also the messages, and that this message is also clear. So in terms of visuals, hashtags, captions, filters, colors, everything. So the whole feel of the
page. Do you think the company’s Instagram feed is consistent? And which one maybe better and why? What
factors do support the consistency?
IR7: For me personally more consistent looks Adidas, because I think they have a really nice color scheme and
they are really good in connecting their next story to the previous one. And I, like looking at their feed is like seeing a lot of stories but somehow connected and always the colors are somehow related to other posts nearby,
and I think that is really consistent. And yah, Nike is just a bit more, it’s not that, well it’s still consistent of course,
they also have their stories and campaigns and stuff, but regarding colors and, I don’t know how to say, the
matching of the posts maybe, something like that, is not as coherent as in Adidas maybe.
I1: So visual aspects like colors are really important for you to perceive the company as being consistent?
IR7: Well, it depends, if I only see on my newsfeed like one post, it doesn’t really matter. But of course if I go to
their page, then yes.
I1: So consistency regarding messages now, which company would be more consistent in this regard? Do you
think Adidas is consistent in the messages it shows to you? And also Nike? Which one maybe better?
IR7: I personally really like the Nike stories, because they are doing this campaign called #UntilWeAllWin. And I
really like it because they show different personalities and also persons that are maybe not so normal, or maybe
not “not normal”, but they show that every woman regardless from where she comes from, can achieve everything and I really like that and I think it is consistent on Nike’s page, because they do it with different personalities. And for Adidas, well they also have kind of consistency because they do this thing like “behind the story”,
the creators. They also do that, but for me personally Nike’s stories in that regard are more interesting.
I1: Okay. Would you say you can identify the company easily on its Instagram profile or maybe also if you just
see a picture of Adidas, could you easily see that this is Adidas? And also for Nike? If you look at different pictures? Where is it easier to immediately say “oh, this is Nike, or this is Adidas”?
IR7: Well I think it’s definitely Nike where you can see directly who it is. Because even on the pictures that are
not from the products but from personalities you can always see that it’s Nike.
I1: Why?
IR7: Because they always wear some thing from Nike where you can also directly see the logo on the side. So
actually I don’t see any picture where you cannot see it. And for Adidas, at least for some of the posts, you cannot directly identify Adidas, and I personally like that, because then it’s more like a subconscious process of attaching somebody to the company, because you are like “oh I like the post” and it’s not like about the logo, it is
not that obvious than.
I1: But would you say that this consistency is influencing your perception of the company in a good way or can it
also like be interesting if it’s not always that consistent and if maybe there is something also a little unrelated,
where you think this is not consistent in a way? So would you say, consistency yes or no?
IR7: I mean it depends, if I am interested in the products, then yes, maybe I am interested in consistency, then I
just look at the products. But for me personally, if I am interested in the company’s story, it would be better if it is
not always to strictly consistent. If you can see “okay, Nike does a statement for child labor in Bangladesh”, then
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I would be more interested, even if the post before was about a shoe or something. So something like that for
me personally would be more interesting, but I am also aware that they would probably never do that on Instagram. That’s why it’s not all about their reputation on Instagram, because they would never post something like
that there, because it does not really fit.
I1: Okay. So let’s move on to authenticity. We define it as a company on Instagram being credible, genuine, not
pretended, staged or manipulative. So they present their true self, they tell a personal story in a truthful, honest
and not too guided manner as well. So you might feel that there is a real person behind the company and also
behind the posts. So, authenticity. Do you think the companies are authentic to you and that they act in line with
what they stand for and why is this so? And please compare.
IR7: I think that Nike is trying really hard to give the big picture of their company, because they show a lot of
personalities. But they are still a sports company and of course they support these people and I think it is very
authentic, because that’s what they do and I really also like that they show some street styles as well, so how
you can wear their stuff also besides in sports maybe. So for me it is authentic. And I think actually Adidas is the
same, I mean in the campaigns you see where the things actually come from, who designs them is really authentic, because you can see where it comes from. Yah I actually would say both of them are authentic. I mean
it’s still only a sports company, it’s just nothing I would really like “are they really like this for me?”, it’s not like a
company where I would question their authenticity so much.
I1: Do also the persons pictured in their visuals add, do you think they are authentic? Do they also support your
feeling of authenticity? And which one is more authentic to you, can you tell?
IR7: Actually I still prefer Nike, I have to say. They do still have a lot of pictures only about their shoes, okay they
are not that authentic. But the people on the pictures they show are quite authentic for me. For example I also
like that they sometimes have pictures of a bit overweight people and that’s authentic I think. And sometimes
they really just show street styles or also people just doing sports and stuff, and I really like that. Compared to
Adidas, there it seem like there is really some big media department behind it that shows that the colors match
and everything is in order and stuff. So it seems a bit more planned on Adidas.
I1: Okay.
I2: So you feel one of them is more professional?
IR7: I think that Adidas is a bit more professional regarding the social media maybe, or at least I think it seems
more guided to me. I mean, of course they have an authentic campaign, but also that one, of course it’s guided
by somebody, so I think this one is, for me it’s looks more like professionally guided from Adidas.
I1: And therefore also more staged?
IR7: Well, staged are probably both, but if I have to decide for one, than yes, it’s Adidas.
I1: Do you get an idea of how these companies like operate in real life based on their postings?
IR7: No, I don’t think so, on neither of them.
I1: Okay. But is that a problem for you?
IR7: It’s actually not a problem if I like the company and also the products, I would buy it anyway.
I1: Okay. So in general, is authenticity important to you on their feeds, like does it support your perception about
the company? And which authenticity in particular, more the visual one or more the message one?
IR7: Message authenticity for me is more important. And I think it’s very important that the Instagram is up-todate in regard to, if they have a lot of news, like outside of Instagram, then I think it’s very important to comment
on that on Instagram. I don’t know if I am allowed to, but I would like to give an example. For example from
H&M, who had that kind of scandal with the pullover showing the coolest monkey in the jungle, and that was
advertised by a colored boy. And what I really liked, well it was obviously bad, but what I liked about the company reaction a lot was that they directly gave feedback to that on Facebook and Instagram as well. So they didn’t
ignore the topic on social media and I think that is something very important, and I would expect that from every
company, so also nikewomen and adidaswomen. So if they wouldn’t do that I would be disappointed.
I1: Okay, so responsiveness also adds to authenticity?
IR7: Yes.
I2: And that is also important because you use Instagram maybe more? Do you use it more than other sources
where you drive information from? Like Facebook or…?
IR7: I personally don’t really use Facebook, but I would rather use newspages or something like that, and then
it’s important for me that on Instagram they can react to this story somehow.
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I1: Okay. So our next point would be distinctiveness, a company that shows a distinct purpose and a unique
promise to consumers. So it also stands out with their messages, with their Instagram page and that you can
form a unique association of the company in your mind. Do you think the companies are distinct and which one
maybe more and why? Do they have a distinct promise?
IR7: Actually for me personally I have to say, I don’t think so. I have the feeling that in general Nike and Adidas
are just great competitors and sometimes it’s Nike who is better in this month and then again it’s Adidas. So for
me, yes their feeds look a bit different, but it doesn’t really make a huge difference for me if I wear Adidas or
Nike.
I2: Okay but what is the first thing that comes to your mind when you for example think of Nike?
IR7: I will probably just think about my sports shoes and I think that they are nice. But I don’t know enough about
the company to think of something else directly.
I2: And if you think of Adidas?
IR7: Well probably the same. For me they are both just sports companies and sometimes they are really cool
because they show me something nice and I really like them, but if the next day it’s maybe Reebok, then it’s also
okay for me. So I don’t really have a personal attachment to them.
I2: So you think more about products?
IR7: Yes.
I1: Okay. So you don’t think that the companies have a distinct promise or a distinct purpose like beyond their
products?
IR7: You mean distinct from each other or distinct from the products?
I1: No distinct in general, also compared to other companies in general, not only from each other.
IR7: I mean, yes, if I think about sports clothes for example in general, then yes I would say I would most of the
time probably prefer Adidas and Nike, because they really have some authenticity, like we said before. But if I
only look at them both, then it doesn’t really make a difference between them.
I1: But would you say that this distinctiveness is something that supports the perception of the company? Or
don’t you care that much and the mere products are just more important? Or do you also want the company to
have a distinct purpose, so maybe also you know, another purpose, not just selling their shoes?
IR7: Well if I come back to the Adidas campaign that they are doing right now with the ocean plastic material, I
really like that purpose for example. I mean it’s also about the products, but there you can see that they are really trying to make a difference and somehow improve the world a little bit while selling shoes. So, that’s something I would really like for example and that could also be a reason for me to buy Adidas and not Nike, if I see
that. And for example one of them, I think it’s Adidas is not testing some 3-D printing for their shoes, even
though it’s still very expensive. And I mean of course it’s questionable if that is now better or worse, but something like that for me that’s very interesting and it could also be a reason to try out one the products of the company who does that.
I1: Okay. So distinctiveness actually does improve your perception, and also if it’s like maybe shown through
Instagram?
IR7: Yes so if you show me something like that through Instagram, then yes, I would be very interested, like the
3-D printing or the ocean waste shoes.
I1: Okay.
I2: But how then did you come across the ocean shoes? Did you see it on Instagram?
IR7: I saw it on Instagram I think, yes.
I1: Okay, great. So now to the, to how the companies show you their products and services. Which products did
catch your eyes in particular and why? Let’s start with Adidas.
IR7: I really like their sports pants, but I don’t know if I can tell you why, they just have a nice shape and nice
colors. So, yah.
I1: And for Nike?
IR7: Well for Nike I always have the feeling that they most of the time show their shoes. So here definitely the
attention is drawn to the shoes. Yes.
I1: Do you think on Instagram a company can show the quality, the innovativeness and also the practicability of
the products well and how?
IR7: I think they can do that. But I think they don’t always do it.
I1: And how can they show this practicability, innovativeness and quality of their products?
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IR7: Well quality is always difficult I think. Because of course you can show videos of people running or also the
shoes themselves, but I think you can only really see it if you go to the store or order them online and then really
look at it. But for example, what’s nice about Nike for example, they kind of show their production materials, with
this jumping shoe video, that jumped around. So that’s really interesting but for me personally, that doesn’t, I
cannot really relate to that, because I know if I have the shoes on my feet, they will not feel like that. So I would
still have to go and try them on somewhere to be convinced of the quality. They can of course show me how the
material works and I also like that in the Adidas campaign for the pants and the sports bra, but it doesn’t convince me enough to say their materials are better than Nike’s. I wouldn’t notice the difference I think, I am not an
expert, so.
I1: But still, does this improve your perception? How these companies portray their products?
IR7: Well, it certainly helps to see that they have some quality standards. So yeah, they are trying to show me
the best way they can I think, on Instagram, how they produce and how they work.
I1: And do you prefer videos in this regard or pictures? To show the products?
IR7: I prefer pictures actually.
I1: Okay, why?
IR7: Because when I scroll through my feed I rarely stop and look at the videos. And I also, normally when I
scroll through my feed, I mostly have music in my ears and it just annoys me a lot if there is a video with sound.
Well, that’s just my personal opinion but I rather would look at pictures.
I1: Okay. So, let’s move on to vision and leadership. Did you get an idea of the company’s vision from its Instagram feed?
IR7: Yes, vision definitely, I would say, from both of them. They are trying to be sustainable and supporting great
leaders in sports as well. And also for Nike especially I think a vision they promote is also equality. And I think
both of them really show their messages on Instagram and that’s I guess probably also what this platform is for.
To show what you really want to achieve and I think they are both doing a great job.
I1: But talking about leaders, have you actually also seen pictures of the companies’ leaders on the feed?
IR7: Of their leaders? Before I was referring to leaders in general.
I1: But do you think they portray like their company leaders? Like for example Apple did with Steve Jobs?
IR7: No, no, no. What I meant with leaders was more like people for example for Nike this Muslim woman, who
could be a leader for like Muslim people. And then there are these important sportspeople who would form like
an aspirational group, more like that. I didn’t mean like their own leaders from the company, I meant more like
leaders in general, like important sports people or personalities.
I1: Yah, that’s great. But do you like that? Or would you also like to see the companies’ leaders, like their managers, and what they think?
IR7: Oh, no. I think it’s really good, because I don’t care who is the core manager of Nike or Adidas, I actually
don’t even know. It's not like how Steve Jobs was for Apple. For Nike and Adidas, I am not interested in that, I
mean they are probably great business people, but it is not what I would look up to.
I1: So it’s not the place on Instagram to promote that?
IR7: No, it does not fit here.
I1: Okay. So actually this portrayal of leaders would not add to your positive reputation and perception of the
company, right?
IR7: It depends, if he is like, if there is a picture of him with the new ocean waste shoes in his hands and he explains what they are going to do, than maybe yes. But if it’s just a picture of him saying “Nike is great”, than no.
I1: Okay, okay. Whereas the vision, you said, it is also shown by the companies, does that improve your perception again?
IR7: Ah in general, yes. I think so, because they are really strict I think about what they want to show and I think
that is good.
I1: Okay. So we already talked about it shortly, social responsibility. Can you show us, or can you identify posts
regarding social responsibility on the feed? And do you also perceive the companies to support good causes
and contribute to social welfare? Let’s start with Nike.
IR7: Well, what Nike certainly does is showing different personalities from different place on earth, I am missing
the correct word what I wanted to say, but from different nationalities and different ethical backgrounds maybe,
something like that. So that’s for one part I think also social responsibility, not only showing the western world.
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What I am still always missing on both of their pages is information on how they produce actually. But, as I said,
they would probably not show that, but that is something I think that would be important to show. And I know that
they do a lot of campaigns for like also disabled people, some of them, and support them with their products and
so I think that’s what I also would call social responsibility.
I1: You are missing that for example?
IR7: No I think they do something like that, but I don’t see pictures about it. So they should show that more. Because I know they have campaigns where they do something like that, like campaigns supporting the Paralympics or something, it shows the teams and how they go on. I think this might be on their general Instagram page,
not the nikewomen one. They also show something like that. And that is something what I also like, what they
should do. And let’s come back to the ocean shoe, because that of course is also related to social responsibility,
that you show that you are doing something against like pollution and everything. Because of course producing
that many shoes is not always good, but at least they are trying to reduce some of the bad in the world.
I1: Yah, yah. So, you think Instagram is the right place to show this? So this wouldn’t like annoy you on a, let’s
stay lifestyle platform like it is sometimes regarded as?
IR7: No I think it’s the right place, I mean where else would you do it. I think it’s the most used social medium at
the moment, so they should definitely do it.
I1: Okay, great. So this adds, this support the positive perception of a company if it does so?
IR7: Yes.
I2: But production related to workplace for example, because we talked about that, and you said like how they
produce actually and if they treat their employees in production fairly, do you think for that Instagram would also
be the right place? That they show something like how they produce?
IR7: I mean, it’s always, it depends on what you are interested in. But for me it would be very important to see
that, also I mean, this is always a platform, so maybe if I am interested to work for Nike or Adidas, so I would
really like to see how do they actually work and I think you cannot see that at the moment, from both of the
feeds.
I1: But also as a consumer you would be interested in it?
IR7: Yes, but maybe that’s just my personal interest, but yes, I would actually really like to know where my shoe
has been produced. If it has been produced by child hands, that are three years old in India, I don’t want to buy
it.
I1: Okay, great. So to the last point, innovativeness. So the companies’ innovativeness, defined as being modern, up-to-date, fresh and maybe also acting as pioneer in today’s fast-paced environment. So do you think the
company is innovative as a whole? So not only in the production of their shoes, but as a whole company? Do
you think it’s modern and fresh and on the pulse of the time?
IR7: Yes I think so. I think actually both of them are, because with all the products they are always up-to-date
and there is always new models and also for example Adidas, I remember that for some time, they were not like,
I don’t know how to say, not that “in”, so not like the best style ever. But then they came up again with I remember the Stan Smith for example. And then they were the most sold shoes again. And I think so every some
month, both of the companies bring out new clothes and new shoes and they always have like the latest trends,
so both of them are very innovative. And as you can see for example with the new production methods, like 3-D
printing or other material innovations, they really try to experiment with new stuff and I think they always have a
lot of research in that area.
I1: Okay, good. I think that was the last driver. So this innovativeness, presented through Instagram, again, does
it support your perception of the company?
IR7: Yes.
I1: Okay. So in general, all the things we talked about now, do you think the company, let’s say Adidas has a
good reputation? So does it also emotionally appeal to you? Would you say you trust, admire, respect or esteem
the company and why?
IR7: Yes for me it seems like a really good company, also valuable, it would personally for me also be a company that I could consider working for, because all what I see from them is really good and they are trying to make
an effort to always be responsible but also authentic and transparent, and that’s very important for me. So I
would say Adidas for sure, yes, it is a company I would look up to. And for Nike also, they don’t really post that
much, but still my picture of them is good. I like the campaign, especially the ones about equality, which is actu-
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ally something that is really important during these times. So I think also Nike would be a company that I would
really consider being a good company.
I1: Okay. Can you tell us which of these drivers we just talked about are most important, especially on Instagram
to improve the companies’ reputation?
IR7: For me it would be transparency for sure and innovation and social responsibility. If I would have to pick
three of them it would be these three I think.
I1: Okay.
I2: And just out of curiosity. Maybe, does it influence you in some way like how many followers a company has,
the profile has on Instagram?
IR7: Actually, it doesn’t. Because I follow a lot of companies that have a lot of followers, but I also like to follow
companies that are not that spreaded maybe. So actually no, I don’t think it influences me a lot.
I1: Okay, thanks a lot.
I2: Yes, thank you.

Individual Semi-Structured Interview 8: Carolin P. – IR8
03.04.2018
00.44.29
I2: So, let’s start. So what is your name and could you please introduce yourself. So, where are you from, how
old are you and what are you doing right now?
IR8: So my name is Carolin, I am 26 from Vienna, Austria. I am a junior consultant at in-house consulting at Rewe in Vienna. And yah, that’s basically it.
I2: Okay. So please describe your Instagram behavior, so do you like, comment or share? Or do you use the
platform rather passively only? And do you also interact with companies?
IR8: I do post, not very frequently but I do post pictures, and also Stories, recently rather Stories. But only to my
friends, I have a private profile. I would say I spend a lot of time on Instagram though, because all my friends are
there and then I know what they are doing. So I follow mostly private profiles and I like a lot of my friends’ pictures, so not so much companies, more like other feeds that have some interesting or more inspirational content,
or also travel content. And yah, but I still also follow some companies, if I am interested in them. I like to follow
sports brand, so I also follow Nike and Adidas and their profiles for women.
I2: Okay, so that’s great. Let’s start with our first aspect, which is visibility. So visibility on Instagram, we define it
as frequent communication and making information widely available and thereby increasing the prominence and
familiarity of the companies. So, in how far are you familiar with the companies Adidas and Nike? And do you
think they are visible on Instagram and why?
IR8: I think I am rather familiar with the companies, but not only via Instagram but also in general due to their
advertising and of course just by having a lot of products from them. But also on Instagram there is a lot of content I would say and also frequently or more recently a lot of Stories. So I feel like they share more and more and
they are more and more active on Instagram as well. That’s noticeable.
I2: Okay. And can you compare or relate it to the companies, in terms of communicating frequently and sharing
enough information?
IR8: I would say Adidas probably posts a little bit more frequently, like they make use of what they posted, for
example in Stories a lot and then they repost it permanently in the feed. And Nike also recently posts more Stories I would say, which they didn’t really do in the beginning. But, what was the second part of the question?
I2: Do you think it’s enough? Do they communicate frequently enough or would you like them to communicate
even more and even share more information?
IR8: Well I think it depends, if they have a new product or content, that is worth sharing, of course, I would not
mind also seeing more from them, because of course you are not like active on Instagram all the time, so you
probably miss a lot of content as well. So I am sure I don’t see everything and then if I go onto their profiles,
there is a lot of posts that I haven’t actually noticed. So of course, yah, the more the merrier probably. But then
of course it should not be an overload. So it is nice if you always have something new, which is also what Instagram is about, you kind of reward yourself by always having something new you can look at. It’s kind of nice. But
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it always also like, it gets you addicted, so that is what we are searching for, something new. But yah, I think,
since I am just active once, not once a day, but I only take my time more extensively maybe once a day to really
look through the platform, so I think I miss a lot of information as well, even though they might share a lot.
I2: Yah. Would this visibility support your perception of the company on Instagram?
IR8: Yah I mean of course, I think if it’s content that I find interesting, definitely. But sometimes I am also annoyed by content and then I unfollow. So I always, if I follow a profile or a brand, if it’s not relevant to me over
time, then I do unfollow. So it should be content that is useful for me, and not just spams my feed. (Message
consistency?)
I2: Okay so in general visibility isn’t always a good thing, it depends on the content.
IR8: Yah, I would say so. It depends on the content definitely.
I2: Okay. So let’s move to transparency. We define it as a company proactively sharing information also about its
ethical and fair activities especially, and also addressing critical issues and topics of importance to the consumer. So the company is open, agile, and receptive and also responds to consumers in a rather timely manner. So
do you perceive the companies as being transparent and open about themselves? And do they disclose enough
information?
IR8: I think it depends. They are probably not transparent in all regards. It really depends what kind of information they disclose. But I would say probably both are rather transparent in terms of their communication, like I
think if people would add a comment and ask something, I think both would be responsive. But in terms of what
they disclose, I think maybe, I think Nike would be a little bit more transparent in terms of communicating what
they stand for. Whereas maybe Adidas is more, recently more communicating kind of off-topic stuff. So they
have this creator thingy…
I2: #MeetTheCreators?
IR8: Yes, the #MeetTheCreators campaign that is maybe at first sight not really kind of referring to what they are
doing. But yes, I think they are also transparent. So they want to show a little bit more what is behind the company I think as well, like their values.
I2: And does this improve your reputation of a company if it tries to be transparent?
IR8: Yes definitely, I think that’s really important. That they show what is going on and what they stand for apart
from only product related. I think that’s really important actually. That is what sets them apart.
I2: Okay. And what would you say, is it difficult or rather easy to find out more information about the issues the
companies post on their side?
IR8: I think this is very easy actually, because there is always links in the captions, there is always hashtags or
links directly at the posts and also the, even referred to profiles, to other profiles. So for example if they repost
something or if there is an athlete or like in the creators campaign, who is part of the campaign, they than even
tag the person, so you could also find out more about this person in particular. So for example this drummer,
which is kind of, you think she is really unrelated to the brand, so you can just go to her profile and check out
who it actually is and what she does in her life and how she kind of relates to Adidas. And also on the overall
profile there is a link to the, there is a workout actually, so maybe they could also implement a link to their
homepage in case you want to find out more about the company or whatever.

And also for Nike, they actually have a link to their homepage, even though there is not, so if you follow the link, I
noticed that there is not much to find out there. There is not much information, and it’s for this #unlaced campaign, so actually I don’t know what this campaign is about. So in that point they are probably not very transparent because I did not get what it is about, because also the shoes they show, they still have laces, so for me
#unlaced is something else.
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But, yah, I think there is definitely always information, like there is always a link or a hashtag that you can find
out more.
I2: So transparency is achieved through links, hashtags and also tags of…
IR8: Yah if it leads you to more information or if it’s also, I think if it’s easy to understand, then they should maybe do this more for the posts as well. Because often, especially with the #MeetTheCreators campaign, I did not
understand what it was about at first sight, so I feel like the viewers or the people that are interested actually,
they need a lot of time, or do more research on it, because otherwise they don’t understand what it is about. And
same with this #unlaced. I tried to find out more about it, but there is no direct link where it tells me what it is. So
even on the homepage there is nothing.
I2: So actually transparency could be enhanced on the accounts of these companies?
IR8: Yes I think so. I think if the posts are, of course you don’t want to be overwhelmed with text, but if it’s easy
to understand, like the Serena Williams post with the #UntilWeAllWin hashtag, I think it’s a little bit easier to understand what the message is, more straightforward.
I2: So what it is about.
IR8: What it wants to tell me, yah.
I2: Great. So let’s move on to consistency. We define it as Instagram communication in line with the company’s
claims and values, the company can be identified rather easily and it conveys a coherent picture and a clear
message. So not only in terms of, so both in terms of visuals, hashtags, captions, filters, so colors and the visual
part, but also in terms of the messages it posts. So do you think the companies are consistent? Why, how do
they achieve it? Please also compare them.
IR8: If I just go through, if I just look at the visual consistency, I would say that both are very consistent actually,
but I feel like in different ways. Color-wise for example I feel like Nike is consistent, since it’s very toned down, so
it’s not very colorful, it’s all more like greyish and you get a very urban vibe kind of. It’s very cool, there is not too
much color and it’s not too, I don’t know, not to bright kind of. And for Adidas, I feel like it is exactly the opposite,
it’s very bright, there is a lot of orange and yellow, natural colors, so green and blue and I think it’s very colorful
and there are always like kind of themes that are going on, so #MeetTheCreators it’s all the same colors, than
this with the bra and the textile, that is just recent, it’s all in orange.

And when you go further down there is like a lot of yoga, that is all very green and in the nature. So I feel like
they always have these themes going on. And in terms of message I feel like it shifts for Adidas, I mean not
shifts, but depending on the topic. There is always kind of a topic, there are some posts relating to this, so
#MeetTheCreators for example and now this textile that is very kind of innovative. So yah, I think it’s consistent
in terms of that, but for overall company message, I don’t know if they are... I mean of course it’s always company-related, but then I don’t see how they convey the same message in every post, I don’t really feel so. And for
Nike, yah it’s always very cool, very fierce, I feel like there are not so many smiley, happy people shown.
I2: But is Nike more consistent in terms of its messages than Adidas?
IR8: I think in terms of message maybe. I feel like it’s always rather fierce or very confident, like even though
there is a girl here that smiles, which is one of the probably, there are only a few posts like that. But even here
the yellow is not very bright, it’s still very toned down and more like mustard yellow, so it’s not to bright, you
know, it doesn’t really stand out.
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I feel like overall you can see that there is not so much smiley faces, it’s all very fierce and cool and very confident. And I feel like in this regard they are very consistent.
I2: But do you like this consistency? Does it improve your impression about the company? And which kind of
consistency is more important? Like the visual one or the message one?
IR8: I think on Instagram it’s definitely important that the overall feeling or how I perceive a feed, the overall feed
if I scroll through, it’s definitely important that it is visually appealing and consistent. Because otherwise, if there
is too much going on I feel like it overwhelms me and it’s not nice to look at. So I like that for example colors are
kind of make sense with each other and don’t clash too much. But then when you scroll down in your overall
feed, where also my friends’ posts and all the posts of other users are, then I think visual consistency is not given anyway, so I don’t really care about that. But in terms of message of course, I mean, I want the company to
stand for what I feel like they pretend to stand for, or what they also communicate on other channels, and overall, what they stand for. So of course if Nike, the older posts I would say, they are also more colorful then they
are now. But recently it’s all more cool. So I would want to see that now, in order to maintain the consistency.
I2: But can you tell which company is more consistent in terms of let’s say the messages? You said that both are
consistent in visual-wise, but in terms of messages?
IR8: I mean I think both are also consistent in this regard. Like I said, Nike is probably more about cool and confident women, it’s the message they want to send, and then for Adidas I would say the message is more individual, like that it shows more people and what they do, how they are creative, how they are their own individuals
with their own identity. So I feel like that is the message overall that they want to show. I feel like there are a lot
more normal people being shown. I feel like, I don’t know who these people are, but they are very, you know, it
seems very out of the daily life. So I feel like it’s more lifestyle related maybe.
I2: Do you think that the #MeetTheCreators campaign is consistent with Adidas’ profile?
IR8: Not at the first sight, definitely. I was very confused. But when you get the message, like of course you,
unfortunately have to do some research on your own, but when you get the message that it’s like their personal
stories and how they are creative in their own ways, then of course I feel like it makes sense with Adidas.
I2: Okay. And does this consistency influence your perception of the company positively or do you often also like
it if it’s like something new, not that consistent maybe? Like the #MeetTheCreators campaign, which at first sight
did not fit that well?
IR8: Not if it makes me think too hard to be honest, because on Instagram I feel like you don’t want to take the
time to not understand and do research. I feel like it has to be very clear at first sight, because otherwise it is too
much of a hassle.
I2: Okay, so pro consistency.
IR8: Yah, definitely. Like it should be the message that I can relate to, understand easily and also associate with
the company.
I2: Okay. So let’s move on to authenticity. We define it as a company on Instagram being credible, genuine, not
pretended, staged or manipulative, and presenting the true self, so telling a personal story in a truthful, honest
and not too guided manner. So, like you can feel there is a real person behind. So do you think the companies
are authentic on Instagram? And do they present themselves or what they stand for, do you think it’s credible
and authentic?
IR8: I think they are both authentic.
I2: Why?
IR8: Well because they, I think related to what I said before, that one is very cool and fierce and it’s always the
same, like it’s very motivational kind of, it’s just you know, you have to work hard to achieve your goals. And the
other one is more like that you can have fun when being sporty and you can have fun together. But I feel like
both of course are rather staged. I mean, it’s their public Instagram account, so they would not, all the photos are
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very well chosen, they are all edited, so of course you would not just post something random. Because they
have their reputation in mind obviously. But I feel like here with Adidas there is more natural seeming, like here
with the people on the beach, you know, it looks less, like it doesn’t look like they were told what to do, you
know. I feel like it looks very natural and not too staged.

But there is also of course campaigns that are like adverts.
I2: But do you think then that Adidas is more authentic than Nike?
IR8: Maybe a little bit. I mean of course, if they also like the marathon runner here, that’s also not staged, that
was her feelings at the point when she crossed the line.

But I feel like here, also these pictures, these group pictures, they are also a lot more staged maybe. Because
they are all looking into the camera, so they all know they are being photographed, so it kind of seems a little bit
more staged, yah.

I2: Even though the personalities are different, it seems less authentic to you than Adidas?
IR8: Yah, I would say it looks more, I mean they all know they are being photographed, so it looks less natural I
would say, yes. Probably the others know too of course, but still I think at Adidas’ profile it looks more natural,
maybe because they are smiling.
I2: Okay. So do you like Adidas better now because it appears more authentic to you? Do you have a better
perception of the company because of the authenticity?
IR8: Maybe. But maybe that’s also because I like the fun aspect about it. Because I enjoy doing group sports or
like people having fun while they are doing sports, you know, because I do it for fun. I don’t do it because I, I
mean I am also competitive I guess, but right now I am just doing sports for fun and not in order to win like a
tennis match. So I think that’s why I just, it speaks to me more that I see people that like doing sports for themselves.
I2: And regarding the people portrayed on the pictures, do you think they are authentic on both of the profiles
and on which one maybe more?
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IR8: Like I said, I think Adidas probably more, because they are just with friends and having fun while they do
sports. And here for Nike it’s more like campaigns. But that’s for the recent posts, I don’t know like earlier or also,
I feel like Nike had another vibe maybe before as well, but, yah.
I2: Yah, but that’s fine, we are looking on how it is now. So this is your perception now and it’s fine. So let’s go to
distinctiveness. We define it as a company that shows a distinct purpose and a unique promise to its consumers.
They grab the viewer’s attention, so they also kind of stand out. And if a company is distinctive on Instagram,
you can form like unique associations in your mind about the company. So, what comes to your mind when you
think of the companies? Let’s start with Nike.
IR8: Well, Nike definitely the fierce aspect, like very cool, very ambitious and hard-working for the goals. And for
Adidas it’s more I think of the fun aspect and natural, I feel like a lot is in nature. So I feel like it’s just being outside, like living a healthy lifestyle and enjoying it. It’s more about the enjoyment in sports, it’s not so much about,
I mean of course reaching your own goals, so like being ok with who you are, but it’s not so much about the
competitive aspect.
I2: Do you think the companies show a distinct promise by their feed? Do you think they might follow a bigger
need and not only like selling their products? Do they show something like that?
IR8: I think for Adidas it’s like I said maybe the group aspect, that it’s like fun to do sports together and that it is
kind of very inclusive and bringing people together via sports. And for Nike I think it’s also, I think Nike does a lot
in terms of sports for everybody, I think it’s inclusive in a way that they have a lot of different people. So there
are also people that don’t look very sporty, I mean they are maybe not in perfect shape. But still I mean, of
course sports clothes are for everybody, because everybody wants to be healthy and kind of work out, so there
is a, yah, also sports clothes for maybe overweight or here even for Muslim girls. So I feel like it’s more about
diversity and yah, making sports available for everybody.
I2: And is distinctiveness, do you think it’s important that a company on Instagram shows a distinct purpose and
a distinctiveness in order to improve the perception?
IR8: Yah, definitely. Because if they would both be the same, I mean, because the products are basically the
same, I mean they all have these leggings, they all have the same sport shoes. So if I would not kind of get a
different vibe from them, then of course I would not prefer one company over the other, obviously. So I think it’s
very important that they have like their own purposes when they do stuff.
I2: Okay, good. So, if you see the products displayed, the products or maybe services displayed on the Instagram pages, is there something that caught your eye in particular like product-wise?
IR8: I would say they are probably both a lot about shoes.
I2: And can you guess the quality in these posts for like these shoes for example? Can you see the quality, innovativeness and maybe also the practicability through these posts?
IR8: So the quality, I think, I mean of course I know the quality myself because I have both of the companies’
products. So I kind of expect a certain quality even though the quality of course looks really good in the pictures.
So the shoes they look really nice and polished and well made. So of course it is shown, like for example how
even on the sole there is the logo. Also they have a lot of videos recently where they show the quality or where
they show the product and how it is made of. So for Nike a Story was really cool, where they show how this new
sole is very airy and very light and very bouncy obviously. So it would be very interesting to kind of try out the
product I would say. And for Adidas recently there is a lot of focus on sports bras, where I think they also show
like a lot of videos, but I feel like it’s maybe not so important, because you kind of, I mean it’s nice to see how it
is kind of also in the back, it’s kind of different, but I feel like you expect a certain quality, so, you expect it not to
be itchy or too tight and that it’s kind of supports you when doing sports. So I feel like you expect it.
I2: But do you think that this product presentation on Instagram improves your perception of the companies and
the reputation you have about them? So is Instagram a good channel for that?
IR8: I think it’s important, but for example these videos on Adidas where they show just not even really the product, it’s just very 3-D kind of, it shows like the textile…
I2: The orange tight?
IR8: Yah I think it’s the textile that is definitely made, it’s like made on the computer, so it’s not even real like this.
It’s just on the computer and it just looks like, I feel like you don’t really get an idea about it, it’s maybe too abstract in the way it is presented. So of course it is nice because it looks very like innovative, it looks like “wow,
this must be something super new”, but then of course you cannot be assured like what it really is, because I
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feel like you don’t really get an idea, there is not even a person in it. So it looks very well made on the computer,
so it looks kind of high-tech, but then you don’t really know what’s behind it.
I2: Okay, so you would say that Instagram maybe isn’t the best platform for showing the products?
IR8: No, but I feel like here in this example it’s maybe a little bit too much, I don’t need five different posts to
show me how a textile is made. So I would rather, I would like to see how it like fits on the body and how people
are doing sports in it, because then I can kind of see myself for example wearing the color of the tights for example, if I see that it’s nice. But I feel like I don’t need to know so much about the specifics, because sports
clothes are mostly pretty similar, like a sports bra is a sports bra.
I2: Okay, so you would prefer, you said like videos if it’s innovative, but in general, like for general stuff, you
would prefer to show it on people, while doing sports?
IR8: Yeah, I mean the videos, I feel like this orange videos is a little bit too technical. That’s maybe the thing.
This is very technical from Adidas, and the one from Nike with the shoe, with the chewing gum, I remember that,
that was just very, it was very up-to-date, it was very fast paced, like there were a lot of different pictures in it in
only one Stories video, and you just, it was very modern I would say and very, it didn’t look like an advert to see
how the product is, it looked more like a very fancy video. So not boring and really easy to understand.
I2: Okay. So indeed Instagram is good for presenting companies’ products, but it needs to be well done.
IR8: It should be done in a playful way and in a fun way where I like to watch and not where I feel like they want
to just advertise the product.
I2: Okay, good. So let’s move on to vision and leadership. Did you get an idea of the companies’ vision from
their Instagram feed?
IR8: I mean, I would say the vision is what I said before with the empowerment or the competitive, strong and
ambitious part for Nike and the having fun in sports for Adidas. I would say that’s their vision, because it’s the
purpose I would say they have, the bigger purpose. And I think yah, that is kind of obvious in their feed as well,
yah.
I2: Okay. But regarding leadership, have you realized like any posts regarding the leaders of the companies?
IR8: Of the companies?
I2: Like the leaders, like if you think of other companies who portray their leaders, like let’s say Tesla with Elon
Musk.
IR8: Oh, no, there is nothing. But I feel like, I mean, I don't even know who is leading the companies. So I feel
like, I mean of course you know the kind of background with Adi Dassler of Adidas, which is kind of prominent,
but I would not know for Nike. And I also…
I2: Would you be interested?
IR8: I mean if it’s for example, I know Runtastic, which is also Adidas, which belongs to Adidas now, and I mean
I am from Austria so I know that the leader or the CEO, the founder of the company is very present in the media
in Austria because, you know, he made it and stuff like that. So of course, because he is super super sporty as
well. So if it fits with the company then maybe, but I feel like if it’s just a manager, you know, in suit and tie, then
it really doesn’t fit to the sports brand. So I think it’s very difficult and I think if the leader for example of Tesla, I
mean he is so prominent and he also stands for what the does, so then it’s a different thing, because he is just
so inspirational. But for Adidas, I mean, if it’s not a super sportive person that really stand for what the company
is doing, then I think it would rather harm than do anything good. Because then nobody is interested and it would
just feel out of place. Then it would also not be consistent.
I2: Especially on Instagram?
IR8: Yah, especially there it would maybe not fit.
I2: Okay. So you would say that it’s important on Instagram to convey the vision, but like just presenting leaders…
IR8: Not just for the purpose of presenting leaders, no. If you do that, then it has to fit with the company and with
what they are doing, and not just to do it in order to be more transparent, as we said before.
I2: Okay, okay.
IR8: But I mean, there is still leadership shown in the pictures. But it is more in terms of these women, that are
kind of having a leading role or that are very like good in what they do and like step forward.
I2: Okay, which women, can you make an example?
IR8: Well I mean just here, for Adidas for example, they are also very, I feel like very confident and very, I mean I
don’t even know what this is about…
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I2: But they kind of take on an aspirational role for you?
IR8: Yah, I think so, there is just a lot of women, that are women like you and me, so I feel like I can relate to
them, but they do something very fancy obviously, so that they are featured in the feed, or on the profile of Adidas. So obviously they must be kind of inspirational in some aspect. And for Nike I think as well, I mean ok, Serena Williams obviously, she is like the best tennis player, so of course she is inspirational. But also, yah I think, for
the Muslim girl I think that is also like basically the first time I ever saw that. So that might also be very, just empowering women from this culture.
I2: Okay. So let’s move on to social responsibility. Can you identify posts regarding social responsibility on the
feeds? And do you perceive the company to support good causes and contribute to social welfare?
IR8: Yes, I mean in terms of Nike, where just now, apart from the girl in the burka, there is also like this one,
which I like with a sports bra, and she obviously does obviously not have the most athletic body shape.

So I think that’s also kind of really nice to see that it is, like I said before, sports for everybody. Because I mean
obviously also people that are not in the best shape do sports, because they maybe would like to be. So it’s really important to kind of show this as well. And otherwise, in terms of social responsibility here, I feel like there is
not too much at first sight, or not recently definitely for Nike, they did not really show anything apart from like
body shapes and cultural diversity I would say. There is nothing I see here.
I2: And Adidas?
IR8: And Adidas, I mean, yah, I don’t know if you can see the creator campaign as social responsibility. Of
course they kind of, I think they want to share that people, it’s also people like you and me and they kind of have
their individual ways of doing stuff, even though it’s maybe not too related with a drummer or a cook. But yes, I
think it’s nice that they have these more personal stories as well. And otherwise, I don’t know, I feel like there is
just a lot of yoga (laughing). I don’t know if it’s social responsibility what they really do with it, but I think it’s more
about bringing people together. I think that’s mostly what they do.
I2: Okay. But would be interested in having more about it? Like more social aspects on the companies’ Instagram profile or do you think Instagram is not the right place for that?
IR8: No, I think so definitely. Because, I mean, it is about bringing people together. Because maybe you would
then participate yourself for certain things and I think it’s very important that they show more what they do. Because it’s also what sets them apart. And I think especially in the industry, I think it’s very important that companies that have like the power to change something actually do it. So I think that would be super important also
reputation wise, like I would feel better about also consuming them and I would support them more. Like I would
also tell my friends that they are really good companies now.
I2: If they would show you what?
IR8: Well, if they just show me that they are doing good, that they are not only there for selling me sports products, but if they also support the communities they are in or who they work with. I think, I don’t know, sometimes
really a long time ago, they did also something with football in Brazil or something, supporting female football
players and enabling them to do sports, which I think is really important, because it’s not only about people that
are top athletes, but it’s also how local communities can be supported and also be encouraged to do sports or
facilitated to do sports. So I think that’s really important, yes.
I2: And would you also be interested in like knowing more about sustainable production… or like also the production and if it’s done in an ethical way for example?
IR8: Definitely!
I2: Or like also the production and if it’s done in an ethical way for example?
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IR8: Well, definitely. Because only what I know is that for Adidas Stella McCartney, like I know the products and
they also have some campaigns, and I know that these are very sustainable materials, and that they also had
this shoe produced out of ocean waste plastic. And I think it’s so important, like they should do a lot more, like I
would definitely buy it. I don’t even know if they still have it, but I think it should be communicated a lot more,
because the shoe also looked really good, really well made and modern. So I would definitely buy it, because I
would like to have more sustainable products from them.

I2: Okay.
IR8: So I think it would be really, really important that they show this more on Instagram.
I2: Yah, okay. So last point is innovation. Do you think the companies are innovative, like modern, up-to-date
and fresh? And maybe also acting as pioneers in today’s environment? Like especially on their feed? It is not
just about product innovation, but in general as a company, do they show that to you?
IR8: Definitely. I think they really evolved a lot, like from the beginning, when you see the overall feed, I think
they are a lot more modern, I mean, obviously. I feel like they really go with the time, I think they are very innovative. Like the #MeetTheCreators I mean, Adidas does not have to do that. Like they don’t need to share like this
seemingly unrelated content, so I think that’s really nice that they do it, even, yah, they should maybe communicate it a little better, how it fits with the brand. But I think it’s really nice, because it’s also more interesting to me
or it’s kind of, yah, it’s kind of unexpected. So that is what I like, because I don’t want to see another shoe every
day. I think that I would not be interested in. And Nike definitely, so Nike just in terms of showing people that you
would not expect on their feed. Because Adidas I feel like is more showing women that are very slim and very fit.
And I think Nike is just more about different cultures and different body shapes, even though Adidas is more
about different individuals I would say. And also Nike I think is really, I like how they do it also with fashion week,
for example, so it’s more street style, there is a lot of, recently especially, a lot of street style content, which I feel
like Adidas also used to do but now they are more back to nature (laughing).
I2: So but do you think they are both innovative in their own way?
IR8: Definitely, yes!
I2: Okay. And does this support your perception about the company?
IR8: Yes, definitely. Like, I want to see new stuff, that is unexpected and also with like the fashion week thing, I
think that was kind of unexpected that Nike does more with bloggers and also I think in the recent Stories they
also kind of had some bloggers, which I like to see. Because I am very fashion interested, so I also follow some
blogger, so I think that is what I really like to see.
I2: Okay. So, all in all, do you think the companies have a good reputation? Do they also emotionally appeal to
you? And do you trust, admire, respect and esteem the companies and why?
IR8: I think they definitely both have a really good reputation. I mean, of course reputation is my general, like all I
know of the company I would say, so I just know how their products are because I have and wear them in my
life. But I think Instagram definitely contributes to my personal view of them. So I think also on Instagram they
kind of communicate this really well and I feel like they support their reputation definitely.
I2: Okay and can you maybe tell me, regarding these aspects we talked about, what do you think which aspects
contribute most, especially on Instagram, to this reputation building?
IR8: I think definitely consistency, that I kind of know right away which company it is and what it stands for. But
also then innovativeness, like innovation in terms of that it is something new, it makes me want to look at it, it
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makes me want to know more about it, and it’s kind of maybe unexpected. Because there is, you know, so much
going on on Instagram, so most of the time I do not even look at pictures more in-depth.
I2: So maybe this is why consistency is also important, that you can immediately related to the company?
IR8: Exactly, but first you kind of notice what it is and then you want to know more about it, maybe.
I2: Okay, so consistency and innovativeness.
IR8: Yes, I would say so. And of course also transparency in terms of that they maybe communicate a little bit
more also apart from products, I think that would be interesting. Yeah, so also social responsibility, which kind of
goes with transparency I would say.
I2: Okay, great. Thanks a lot.

Individual Semi-Structured Interview 9: Anna U. – IR9
05.04.2018
00.40.20
I1: Okay, let’s start. Please introduce yourself shortly, what’s your name, where are you from, what’s your current
residence, how old are you and what are you doing at the moment?
IR9: My name is Anna U., I am currently 26 years old and I am studying economical engineering, industrial engineering in Munich. And yah, I am glad to be here. Or did I forget something?
I1: No, it’s fine. Thanks a lot. So, could you please describe your Instagram behavior, so do you like, comment
and share posts? Or do use the platform rather passively? How does it look like?
IR9: I actually use it quite actively within my group of friends, but towards companies I am not that active. I am
looking at their pictures, and I am liking them, but I am not sharing and I am not commenting most of the time.
I1: Okay, but I mean, you are following companies and you like their posts, so you can get influenced by what
they do on Instagram.
IR9: Yeah, I am definitely interacting with them.
I1: Okay, great. So let’s start. So you told us you are also following nikewomen and adidaswomen and you are
familiar with their feed.
So let’s start with our first point, it’s visibility. We define visibility of a company on Instagram as frequent communication, so that they make their information widely available and that they increase their prominence and familiarity by their profiles, so that they are kind of always there. So, would you say that nike- and adidaswomen are
visible on Instagram? And are you familiar with them?
IR9: I am familiar with them and I actually think that nikewomen has a wider reach, because I don’t know, like I
would rather, I have some Nike shoes at home, and I also have Adidas, but Nike is more about fashion maybe. I
don’t know, maybe that’s why they can address a wider target group. And Adidas, they post more frequently, I
have them more in my feed, but yah, the content is more active, more sporty and I like that, I have a lot of running Instagram accounts on my feed, but, yah. It is like a different kind of visibility I have there. Nikewomen I
acutally actively go on to, because it does not show on my feed that often at the moment.
I1: Okay. But so Adidas you said is posting more, would you also Nike to post more? And does this visibility, like
this posting more also improve your perception of the company?
IR9: Definitely. Because I actually want to see what they are posting and I know that Instagram for example, they
changed their algorithm, so I actually, either I am turning on the notification, that they have posted something,
but I am not doing that, so I actually need to go on their profile by myself. And it’s interesting content, so I
wouldn’t mind.
I1: But do you think there is enough information of the company on their Instagram?
IR9: No. It’s not very transparent. It’s some things you don’t even know it’s Nike. And there is not that much information, if I compare it to Adidas, Adidas is way better.
I1: Okay. So that would actually lead us to our next point, transparency. So just to finish with visibility, so you
think both are quite visible and you are more interested in Nike, but you like would rather have them to post even
more and that would also improve your perception?
IR9: Yes, they should post more equally to Adidas.
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I1: Okay. So our next point then would be this transparency, which you already referred to. And we kind of define
it as a company, which is proactively sharing information about itself, but also maybe its ethical and fair activities, and that they maybe also address critical issues and topics of interest to the consumer. So they are open,
agile and receptive in their communication and also like respond to their consumers in a timely manner. So, you
said that you think Nike wasn’t that transparent, or what do you think? Which one is more transparent and why?
IR9: Adidas it’s more transparent because it’s, let me have a look first, it actually addresses more like daily content. Like, I don’t know, I am doing my sports every day and I am facing more those issues of the women they
choose to present. And I am not using the comment section, but a lot of people use it, and I saw that adidaswomen always responds, like if you look at nikewomen, you don’t have that.
I1: Yah, not that much, yah. But do you think they address also ethical and fair issues or also like critical issues,
maybe Nike? Or don’t you think they do that? So why isn’t Nike transparent to you?
IR9: Because they address kind of some issues, like they have that interracial things, like Asian and black people, that they are empowered etc. But besides Serena Williams, they don’t actively talk about it. Like, it is more
about the shoes or about the brand rather than the people besides single postings, like where they had that
sports hijab for example. That was like that feature. But it’s not consistent, like that is why it is not that transparent. Like sometimes they have sales offerings and they only show shoes and stuff. But I don’t know, Adidas
does that more consistently.
I1: Can you explain how Adidas is more transparent?
IR9: They show actually more about their progress, what they are currently doing, then they have that “Fearless
as fuck” campaign, and you can see that the postings since then are always about that topic.

And they actually embrace more their core competencies, like the sports and you know what they are doing. Like
if you look at their feed, then you see, okay, it’s about sport, it’s about being healthy, being active, being strong
etc. And yah, that is more transparent to me, than Nike, which has also like fashion in there.
I1: Okay. So, cannot you really see what Nike like is trying to say with the posts? So is that the problem?
IR9: Yes, so it’s more diverse I think. Because they don’t show a clear picture of themselves, it’s not that transparent.
I1: Okay. Do you think that it is easy for example on Nike’s feed to find more information about the things they
post? So if you see a post and you are interested in it, do you think it’s easy to find out more? Or what it is
about?
IR9: Like asking them via comments or like on their feed itself?
I1: No so also like, is there enough information, is there a link where you can maybe go to and see what this
initiative is about? Or is it clear by the hashtags they use or is the message clear in general? Is it easy to access
information, also about the products maybe?
IR9: Hold on a second.
I1: Also like in comparison to Adidas?
IR9: Yeah, I am just checking. I think that they are both very distinctive. Like nikewomen is very short, so if you
know how to use Instagram, then you can of course go onto the hashtags, but still, you don’t have like a direct
link to the company itself. Whereas Adidas has more content and descriptions and they use…
I1: For example with the #MeetTheCreators campaign, is it transparent for you? Like what it is about?
IR9: Definitely. Like I can get where it is coming from, even if I am not familiar with that initiative. I still can read
the texts and know that it is about like strong women and they actually tell me to check it on YouTube. So if I am
interested in this I am going actively on YouTube, or have a look at the hashtag for example, and it automatically
will pop up.
I1: Okay. And this transparency, is it the reason why you might say that Adidas might have a better perception in
your mind than Nike?
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IR9: Yes, definitely. Because it’s like, I know what they are doing and I know where it is coming from, it’s also
German, and actually I am able to retrieve more information about it.
I1: So it’s more clear?
IR9: It’s more clear to me, yes.
I1: Okay. So let’s move on to the next point, which is consistency. So we define consistency as Instagram communication that is in line with the company’s claims and values. That the company can also be identified on Instagram rather easily, that they are just coherent, or convey a coherent picture and a clear message, not only in
terms of their messages, but also in terms of their visuals, like colors and just the feel of the profile, so that it is
consistent. So do you think the company’s feed is consistent for you? Which one more and why?
IR9: That one goes to Adidas as well. I think the color and how the pictures are taken are more like fitting into
the big picture I just mentioned, they only cover those sport things and a happy lifestyle and stuff like that.
Whereas Nike has like for example a video of a black baby maybe or sometimes even like only shoes itself and
then a crowd.

So it’s all more busy maybe and it doesn’t really fit together. So if I want to see like shoes, like itself, I have a
separate account where they present for example shoes, although it’s like probably a launch. But still, like, it’s
not that consistent compared to Adidas. And it uses a lot of black and white and is not that colorful than Adidas
is.
I1: And in terms of consistency of the messages, do you also think that one company is doing better?
IR9: Yes, definitely. I think Adidas is doing better. Because they have like that one message. And from Nike I
don’t have that perception. I mean like of course they are doing fashion as well, because Nike shoes are not only
about sports. But either do this either do that! That is my opinion.
I1: Okay. Can you easily identify the company on its Instagram profile? So for which one is that better, so if you
would just have one in your feed, maybe just one picture of the company? How easy is it to identify that it is Nike
or Adidas?
IR9: Nike is better in this, because Nike has always like the logo somewhere in the picture. And for Adidas, some
bras or some clothing don’t show these typical three stripes, so I can’t really tell whether it’s Adidas or something
else.
I1: Okay. And do you like this consistency, like do you think the more consistent the better is your perception? Or
do you sometimes maybe also like it if something is interrupting the flow and maybe makes you wonder? Like,
does this consistency support your perception of the company or not?
IR9: Yes, it does. Because if I am following a certain channel, I am kind of looking forward to similar content, like
if I follow like Munich Running Girls then I am actually looking forward to like running content. So if it’s like mixed
I don’t know whether I will continue to follow. Because either, if I am following a fashion profile, then I actually get
a lot of fashion stuff and I like that, so consistency is better I think.
I1: Okay. So is it both, the consistency in terms of messages or also the visuals, is it important that for example
the colors fit?
IR9: Well, like I mean I can easily identify then that it is from Adidas or Nike or puma or something. But it isn’t
that necessary, since on the overall landing page you always see the picture together with other users’ posts
anyway and it wouldn’t visually fit anyway. So the visual consistency is more important if you go to the profile I
would say. The consistency, which is more important, is about the topics and the information within the profile,
rather than the colors.
I1: Okay but the visual appeal? Like a consistent visual appeal, so that you find it appealing?
IR9: Yes, like if you have for example this woman with that bra and then the next one is like a low quality selfie of
like 100 people, then it’s not that appealing, that’s right.
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I1: Okay. Good, so next point is authenticity, which we define as a company on Instagram being credible, genuine, not pretended and not too staged or manipulative even. So they present their true self, they tell a personal
story in a truthful, honest and not too guided manner, and that you might also have the feeling that there is a real
person behind, and not only this like big corporation. So what do you think, which company is more authentic to
you?
IR9: Because I know that both of them are very successful companies I think, well, Adidas shows more professionalism in their pictures, so I have more the feeling that they have like those marketing person behind it, so it’s
not the perception that a blogger, photographing like all the stuff he likes, I rather have that at Nike. Because
Nike shows like different content, like “I bought new shoes, look at those shoes” or “there is a person I met”, like
a laughing person, “look at her story”, and “I just went for a run”, so they are more spontaneous maybe.
I1: So Nike is more blogger-like?
IR9: Yeah, maybe not blogger, but there I do believe that there is a person behind, like a real person behind it,
who just shows her interests.
I1: Yeah? Okay. So would you say Nike is more authentic than Adidas in this regard?
IR9: In this regard yes. I have an economics background, so I am thinking like there is a big marketing strategy
behind Adidas.
I1: So would you say Adidas is like in this regard, I don’t know if you said it before, but you said that it is more
professional, was it Adidas or Nike?
IR9: Yes, Adidas is more professional. So I am thinking there is a big marketing department behind it, who
thought of this.
I1: So what do you like better than?
IR9: Still Adidas. I don’t know, even if it’s, you just asked me whether it is guided, and yah, it is leading somewhere, I mean, you can tell. But still I like it more than Nike. Although I like the brand Nike more, I have to say.
I1: So do you think, is authenticity not that important for you, like when building your reputation of the company?
IR9: Yes, it’s not that important.
I1: Not on Instagram?
IR9: No.
I1: Okay. So let’s move on to distinctiveness. What do you think? We say a company is distinct if it shows like a
special purpose, maybe a unique promise to its consumers. It also grabs the viewers’ attention and it kind of
stands out from its competitors or also the other companies on Instagram. And you can form like a unique association in your mind about the company. So what is the first thing you would think when you see Nike or when
you think of Nike?
IR9: The feed or just the company itself?
I1: No let’s always relate it to Instagram. Do you maybe think that the company shows through its feed that it is
following a bigger purpose? Like something beyond just selling products?
IR9: Yes, yes, definitely. They show the social content and also like that Nike or the shoes are not only about
sports, but can also be worn like in daily life and like yah, it’s also like a fashion brand. And yah, they are also,
they have like various content, so it’s not only about sports, they distinct themselves actually from Adidas for
example in this matter. Because they have like those fashion things and also like their shoes are kind of different, like for example Adidas they only show sports shoes and sport gear, and it’s more about also the gear. And
Nike is more about like the whole picture and they have more focus on the shoes itself.
I1: Okay. And like for Adidas, is it distinct to you and why so? Which post maybe caught your attention in particular?
IR9: Definitely the sports ones, because I am into sports, I am always looking at those short sport tutorials or
when a famous runner or an Instagram blogger is featured. And yah, like those sporty and active pictures are
nice, I like them.
I1: Okay but which company you think is more distinct and why?
IR9: Nike is more distinct, because if I take Adidas I mean, if I am following another brand, which is selling sports
stuff, I am probably going to see the same pictures, or even a fitness Instagrammer, I have the same pictures.
And Nike is different.
I1: But why is Nike different and distinct?
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IR9: Because they have different pictures from that, like they don’t show only sweaty sporty people, they also
show like different sizes and body shapes, and different cultures as well. They have people who are also like
normal like you and me and not like only models. They also feature a lot of street wear and, yah.
I1: Does this distinctiveness of this company on Instagram support your positive perception of the company?
IR9: The distinctiveness? Yes, definitely.
I1: So you would say in this regard you like Nike better?
IR9: Yes, definitely. Because Adidas is more like, a little more mainstream, like the same like the other sporty
Instagram blogs.
I1: Okay. So for Nike the distinctiveness you said is this racial thing and the different shapes…
IR9: The diversity I would say.
I1: Okay, great. So next point would be product and services. This regards posts especially of the products. Do
you think that through Instagram a company can show the quality, the innovativeness and also like the practicability of the products well? And which company is doing that better?
IR9: Yes, they can, definitely. Especially in regard to shoes. The practicability, I think you have to distinguish
there, one is the sporty thing, like is it working with doing my sports, for example Nike’s video about the new
textures of the shoe and how soft it is. They show that they have put thought in that sport shoe and that it is
more comfortable maybe than another one. And Adidas has that as well. But not in that distinct way, like they
show their innovativeness, but not like “ok, I have this new shoe”, which combines all those innovations within
one. So yah.
I1: So you like Nike better in this regards? Is Nike doing better with the presentation of its products?
IR9: Yes, well, Nike… Does Nike have their clothing in there? Well, for the products they have, yah, they are
better to… No, they are not better to put them in the focus, because Adidas I think is covering more about their
products. Like, especially with the clothing, which has been like in the focus in the last few weeks.
I1: The bras.
IR9: Yah, the bras, yeah. And they were more about the products they sell, than nikewomen.
I1: But do you like this on Instagram? Do you like it that they are a lot of product presentations or like? Which
company is better in your mind?
IR9: In my mind Nike is better. Like, I don’t know, because if I want to buy the products I am actually looking in
the online shop.
I1: Okay. So do you think on Instagram, the Instagram profile should not only be about products, but like do you
like that it’s this different things?
IR9: More about lifestyle, more about lifestyle, yes.
I1: So product presentation is not even that important?
IR9: No it’s not that important to me there.
I1: But if there is then a product, do you prefer to have it in a video, presented in a video or rather a picture?
IR9: In a picture.
I1: Okay. So even though it gives you less information maybe?
IR9: Yes, because, like, I have this picture, I know how it looks like and if I want to know more about it I am actually looking it up, maybe in a link I have under the picture, or just going with the hashtag.
I1: Okay. So let’s move on to vision and leadership. Did you get an idea of the company’s vision from its Instagram? Or from captions or hashtags? And how important is that to you?
IR9: Yeah, well the vision is important to me. Especially where it is leading to and I, for this regard I like adidaswomen more, because they show more the vision that they are all about the empowerment of women. And
they actually have their focus on that.
I1: Is Nike not doing that?
IR9: They are doing that with Serena Williams for example. But not that, it’s not like leading, so much, than
Adidas. Like in Adidas I see that on the first picture I am looking at and Nike, I have to scroll down and like just
go through all the pictures and then there are some, but not all of the pictures are leading towards that big picture and that women shall be strong and confident.
I1: But do you know like a slogan of Nike?
IR9: Of Nike? No. I cannot recall it.
I1: And Adidas?

250

IR9: Adidas is that “fearless as fuck” for example, that is that initiative. Or like #adidaswomen in general.
I1: Okay. So, about the leadership. Have you seen any pictures of the companies’ leaders on Instagram? For
example, like you know, other companies present their leaders, like Apple did with Steve Jobs. Have you realized something about that on the feeds?
IR9: No.
I1: Would you like to have something about that?
IR9: Would be interesting, yes.
I1: But do you think Instagram is like the right channel for that? So would you think that a picture of like Adidas
CEO would fit in there?
IR9: I don’t know. I kind of like the idea that I can like read something of how it is behind the company and the
features for example, like management in person, like a woman within Adidas, who tells a personal story. I would
like that.
I1: Okay. Okay. So you would like to have this look behind the company’s curtains. But are you interested in like
how they manage their company, or do you think this is not right on Instagram?
IR9: How they manage? I don’t think that Instagram is the right channel for that. Maybe YouTube or even their
own website.
I1: Okay, but like if there would be a picture of a female manager of Adidas, what would like to have? Which
content? Should it rather be a personal story or like how she, what she is doing in her job?
IR9: Personal story. Like how did she get there for example, or what drives her or something like that. Something emotional, rather than the leadership itself.
I1: Okay, great. So does the perception of the vision improve your view of the company? So is a company more
appealing if you clearly know the vision of the company through Instagram?
IR9: Yes.
I1: Okay. And the leadership, like actually how they manage, not that much?
IR9: No, it’s not interesting there.
I1: Okay. So social responsibility would be the next. Can you identify any posts on the feeds, which regard like
their social responsibility? So, does the company support good causes or contribute to social welfare in a way?
IR9: Well, they show definitely about their social responsibility. Adidas shows responsibility about the equality
and that women of all social classes have a story behind them and how they chose to live their lives. But like, I
couldn’t see any welfare behind that. But Nike actually has more on that, it’s like, although they don’t post that
much, but they have that hijab for example, they promote it and this is actually a change, whereas like Adidas,
they show that they are about diversity and stuff, with black models, or Asian models, but they don’t really have
moved or changed something in this regard. And Nike actually changed something, like they have those supersize models in there, they have the hijab, they actually change something, rather than just talking about it, they
changed it.
I1: So in social regards you think that Nike’s feed is better?
IR9: Yes, definitely.
I1: Because of this empowering diversity and also different races and like shapes?
IR9: Yes. And they also have like those features, where for example, they have like different features where they
have like meet-ups and it’s not that professional for example, they have that, I don’t know how that video is
called, I have seen it, it’s “the champions are not born, they are made”, and they show like babies and how they
grow up and then they can be whatever they want to be. And I think it’s more about the social responsibility than
just showing like models, as Adidas does.
I1: So everyone, doesn’t matter the shape or the race, can be empowered?
IR9: Yah.
I1: Okay. So Nike is better in this regard. But would you also be interested to have something about, to know
more about how the shoes maybe are produced or the production of them or that they have a fair production or
use like… For example, Adidas has this ocean waste shoe, they produce their shoes with ocean waste for example, so you didn’t realize that, but would you like be interested that they show more about that? Or is this like
not the place on Instagram and do you say, “oh I am not interested in this sustainable production stuff”, does it
rather disrupt the lifestyle feeling?
IR9: Actually it is important. I wasn’t aware of that, maybe Adidas should push that more into the main focus, that
they are doing that. Because I don’t know, like I have not seen it. And it is definitely also a point, a pain point,
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where I would say, okay, if they are producing in Bangladesh I would rather not buy that and buy somewhere
else.
I1: Okay. So if they would like prove that they do good in this regard, like they produce sustainably, would that
improve your perception of the company?
IR9: Yes, definitely.
I1: Okay. But at the moment, is it true that you like Nike better in this regard, because it is showing more like this
sustainable, or let’s say this social aspect?
IR9: Social aspect, yes. I they would also show that they would collect the waste out of the ocean and build
shoes from that I would like them even more, but they haven’t.
I1: Okay. But the perception at the moment, like in this point of responsibility, Nike is better.
IR9: Yes, I think so.
I1: Okay. So, we come to our last point, which is innovation. Do you think that the company is innovative, modern, up-to-date and fresh and maybe also acts like a pioneer? Like always through their Instagram, do you think,
can you perceive that? And why, due to what?
IR9: About the innovation I think Adidas is better than Nike, because Nike doesn’t post that much actually and is
more about, they live from their overall brand perception over the world, and so they lean back on that I think,
they are not trying that hard compared to Adidas. Adidas is showing more innovation and they are posting more,
so I am more aware that they are doing things.
I1: How do they show more innovation?
IR9: I don’t know, I think it’s because they have many different pictures of their bras for example. They look different from I have in my closet, and, yah, I don’t know. It’s active, that it is why I think I perceive it as more innovative. It’s more fresh.
I1: So the product presentation, but maybe also innovative in the topics they address? So which company would
be more innovative in this regard?
IR9: Also Adidas, because they have like that feature, where they take different people out of their…
I1: The #MeetTheCreators campaign?
IR9: Yah, #MeetTheCreators for example. That is more innovative than what nikwomen does, because they
address the same things but they interpret it differently.
I1: This empowerment you mean?
IR9: Yes, and it is better for Adidas.
I1: Is it better maybe because it is also not that related to sports?
IR9: Yes, definitely.
I1: Okay. And this innovativeness on the Instagram feed, does it support your perception of the company?
IR9: I am indifferent about it. Like, I don’t know, it doesn’t really count I would say.
I1: So is it not that important?
IR9: I would rather say that the innovation is important, because then I have like a better view what they are
doing at the moment. Or like, I am like thinking “Oh, that’s creative, I should have a look at it”.
I1: So something new. So it is better if they would do something new than like maybe following a trend?
IR9: Yes.
I1: Okay. Good. So in general, last question, do you think the companies have a good reputation? Do they emotionally also appeal to you and do you maybe trust, admire, respect and esteem them? And why? Which one
more?
IR9: Both of the companies have a good reputation in my opinion. And I cannot see why not, looking at the Instagram feed of course.
I1: Do you trust, admire and respect them for what they do? Like do they emotionally also appeal to you?
IR9: Trust, maybe, into their products. But admire it’s too much. No emotional involvement, like I trust the product because I think it has a good quality and also with the content they feature, it’s high-quality content. So I trust
them in that, but besides that I am not that emotionally involved.
I1: Okay. Let’s say these different aspects, drivers we just talked about, which aspects are driving this reputation
most, on Instagram? What do you think is most important on Instagram for the companies to improve their reputation?
IR9: Visibility, consistency and distinctiveness.
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I1: Would you say one company has the better reputation in your mind? Or are they equal?
IR9: After this interview, rather equal I would say. So one is better in this regard, the other one is better in that
regard.
I1: Okay. Great. Thank you.

Individual Semi-Structured Interview 10: Julia K. – IR10
05.04.2018
00.35.10
I1: Okay, so please introduce yourself shortly. What is your name, where are you from, how old are you and
what are you doing at the moment?
IR10: I am Julia K., I am originally from Münster, I am studying at CBS at the moment, but I am writing my Master thesis here in Munich. And I am 24 years old.
I1: Okay. How does your Instagram behavior look like? Do you like, comment or share? Or do you use the platform rather passively?
IR10: I like, I comment sometimes, but I don’t really share anything.
I1: Do you also get in contact with companies? So do you also follow companies and like some of their content
at times?
IR10: Yes, I do. In general yes. And I occasionally also like their content, if I find it appealing.
I1: So as you have already told me, you are also following adidaswomen and nikewomen on Instagram, which is
great, since today we will be talking about them.
So let’s start with visibility. We define it as frequent communication, which offers a lot of information and which
also makes it widely available. Through Instagram, the company thereby gets more known and present in individuals’ heads and people are also more familiar with it. Do you think the two companies are visible through
Instagram and how do they achieve that?
IR10: I would say Nike and Adidas are in general visible on Instagram. But I would say that Adidas is more visible because it posts more frequently than Nike. Moreover, Adidas is posting more Stories, so I would say it is
more prominent also in my mind, because I see their Stories when I access the platform. On the other hand,
Nike of course has a really famous and familiar name and of course it also posts, so it’s not the case that they
wouldn’t post at all. But they are definitely behind Adidas in terms of visibility.
I1: So would you like Nike to post more? Would you say that the visibility of a company on Instagram influences
your perception of the company in a positive way?
IR10: Yes, I would say so. Because Instagram is getting more and more important as source of information. And
also because I am 24 years old, I would rather look for new products, which are posted on Instagram, then directly addressing the company’s website to be honest.
I1: So the more visible the company is, the better, would you say that?
IR10: Yes, yes.
I1: Okay. So let’s move on to transparency. So we define transparency as a company that is actively sharing
information, it addresses topics about their ethical and fair activities, but sometimes also critical issues or generally topics of relevance to the consumer. That means the company is open, agile and also receptive to consumer
requests, so it is an open communication and dialogue. So would you say that the companies are transparent?
IR10: I would say they are both transparent. But again, I think adidaswomen more, because they systematically
answer to every request of their users on the posts and it seems like really a dialogue. They really try to give the
best possible answer to every consumer, but sometimes also just react to comments or if someone is excited,
they seem to really appreciate that. For nikewomen they don’t really respond to every request, so maybe only to
the ones the regard as more important.
I1: Okay. And do you think the companies make enough information available? On both profiles?
IR10: Product information?
I1: Not only, in general, do you they also address critical issues? Or do they also talk about ethical topics? Do
they do it transparently?
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IR10: I think both address ethical issues. Personally I think Nike’s contributions are more interesting, because
they systematically collaborate with people who everyone knows from the sport world, like Serena Williams or
like Winnie Harlow. I feel more like spoken to by these ambassadors, even though Adidas also addresses topics
like women rights. So they put the woman in front and want her to be equal. So she has the same right to do
sports as a man.
I1: Where do you see that on Adidas’ profile?
IR10: Because they always portray a very strong woman on every post I think. And they also position her well to
make this strength and the willpower of the woman even more apparent. You can see that also in the first picture
with the dumbbells.
I1: And do you also perceive this through any initiatives? Both at Adidas or Nike?
IR10: Yes, Adidas has this campaign #MeetTheCreators, where they systematically focus on the creativity and
the creative sides of women. And through a certain frequency of these posts I think this campaign is also embedded in peoples’ heads.
I1: Okay. And do you think it is easy or rather difficult to find out more information about posts the companies
published here? How do you find out what it is about? And who is doing this better maybe through captions,
hashtags or links? Where do you perceive that to be better?
IR10: Personally I am more a fan of the Nike campaigns, for example the #UntilWeAllWin campaign. I think this
is a stronger slogan, a stronger hashtag and I think it is generally targeted at the woman who is now famous and
before she was like a nobody and they didn’t want to give her the chance. And because the face of Serena Williams is also known it supports this campaign a lot.
I1: So would you say that because they have more known and famous testimonials they are also more transparent?
IR10: Yes, I think so.
I1: Okay. And in general, what would you say which company is more transparent?
IR10: In relation to the campaigns?
I1: In relation to the general information they provide, how easy it is to understand it and to get more information
in case it is not that clear. Is it clear and open and not raising questions?
IR10: So I think the Adidas’ #MeetTheCreators campaign is not that clear, you don’t understand at once what it
is about and what they want to tell you. I don’t understand where there is the connection to the sport. Maybe with
the music, this yellow pictures, I could understand, because they also work with artists in their campaigns like
they did with Pharrell Williams. Nike is much more clear. You precisely know that it is about success stories, it is
about strong women and to promote them, to share their success stories. So they offer their followers stories,
which should motivate them.
I1: And do you think that this transparency is influencing your perception of the company in a positive way?
IR10: Yes, a lot. Because you get a nice, fitting story you have the feeling that the company deals with these
people and their personal stories and that they actively want to promote them.
I1: Okay. So let’s move on to consistency. We define consistency as communication on Instagram, which fits the
company’s values and claims, that the company is consistent in the messages it provides, and it also isn’t contradictory. But consistency relates also to the visuals, so that colors fit for example. So there is both the message
consistency as well as the visual consistency. Do you think that the companies are consistent? Which one maybe more and why?
IR10: I think in relation to the visual consistency I would say Adidas is better, because in terms of colors it
matches better. They use a lot of warm colors in the summer and in the winter rather colder colors. So you have
the feeling that the whole picture is suitable and appropriate. Nike on the other hand is a bit untidier, so it kind of
mixes the colors a bit more unconsciously. But the textual consistency is better on Nike’s profile, because from
top to bottom there are always these success stories and the claim “we are strong women and we want to show
it to the world.” So they refer to every kind of women and they illuminate how these different women feel strong
in their own way and how the company can convey this message to the outside.
I1: So regarding message consistency Nike is better and visual consistency rather Adidas, right?
IR10: Exactly.
I1: So what would you say is more important to you? Which kind of consistency? In order to get a good perception and feeling about the company? Or is it equal?
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IR10: I think on Instagram, because it is also a channel which actively started with pictures, and it is all about
visuals, I think actually the visual consistency might be more important than the textual message behind. Because only when I find the post visual appealing I start reading the caption underneath.
I1: Okay, great. So Adidas would win this point now?
IR10: Yes.
I1: Okay. So let’s move on to authenticity. We define it as a company on Instagram, which is credible, honest,
not pretending anything, so it is not manipulative. It shows its true self and tells their audience a credible story,
so you might even get the impression that there is a real person behind the post, and not only the big corporation. So it is simply authentic. What would you say, which company is more authentic?
IR10: Adidas. Because of this #MeetTheCreators campaign they published for example, they really cater to individuals, who are also not famous, like in this example, or a musician on the drums. I think something like that is
kind of more authentic, because it shows people from everyday life and not famous athletes.
I1: But is this authenticity then more important regarding this campaign, because before you said that this campaign is not really relating to the sports topic. So what is more important then, the authenticity, like portraying
everyday people, or is it more important that there is the connection to sports? So the transparency and consistency?
IR10: Well, I would say it’s still more important that it is transparent and consistent. Because at Nike there are
people portrayed, who really made it, who really achieved something in sports. And they still do this sport like
they have done for years. At Adidas’, of course it makes a good impression if they kind of also portray the
“smaller women”, not that famous and so on, who kind of realize their hobbies, like the cook with cooking for
example. But it is true that is does not fit that well, so again I would vote more for Nike.
I1: Okay. And do you think that what they show on their pictures, does that have an influence on authenticity? So
what they picture, which company is therefore more authentic? I mean, is it credible what there is portrayed?
IR10: Yes, I truly believe it I would say. Because the picture with the Muslim for example, Nike has particularly
confronted this issue that Muslims kind of need to always wear come head covering, also when they want to do
sports. So Nike’s innovation department has put thought in that and has tried to develop something like that in
order to enable these women to do sports.
I1: Okay. Where do you get more the impression that a real person might stand behind those posts and maybe
not just a whole corporate marketing department? Because that might also relate to authenticity. Of course both
are really professional, but where do you feel you can recognize the people behind the corporation? That there
are real people behind?
IR10: I think I have that with all their pictures. Because they are taken from every kind of sports, there is a marathon runner, a football player. I think really all of them are normal athletes, even though I don’t personally know
these two. I really think it is authentic, but I think it doesn’t matter if it’s Adidas or Nike, everyone kind of tries to
market itself with these people.
I1: But now after we have talked about it, in comparison, which profile do you think is more authentic?
IR10: I would say Nike, even if I have said Adidas before because of this creators campaign.
I1: Okay. Could you shortly summarize which aspects were decisive now for your choice? And what is it that
Adidas is maybe not doing that well?
IR10: I think Nike is more authentic than Adidas, because they systematically portray most different kind of athletes on their pictures and they celebrate their success stories. Thereby it is such a positive thing I think, because Nike as a company is happy for these athletes and glad about their success, and that is also why they
want to share this on their Instagram profile, they want to show it to the world. Nike wants to show that through
their sportswear they can make a difference, they can motivate the women out there to do sports and be successful and realize their dreams.
I1: Okay. And Adidas in comparison, what could they do better? What is maybe not that authentic?
IR10: I think the sporting goods are quite paramount and in general women who want to realize their true selves.
But they don’t really show that because of these sporting goods of Adidas something changes and maybe success stories are created. So they show that they have sports wear for every individual, no matter how different
they are, like they can offer them to everybody and they also fit perfectly. But you don’t really know what happens then, there are not so many stories behind. And Nike kind of picks the viewer up and shows that it helps
people to find their way and be successful.
I1: Okay. Yes, perfect. And does this authenticity support your perception of the company in a positive way?
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IR10: Yes, definitely. Now that we talked about it, I would also rather buy Nike clothes to be honest.
I1: Okay. Cool. So let’s move on to distinctiveness. We define it as a company that pursues a certain goal, which
maybe also gives its consumers a certain, special promise. So it stands out from the crowd, it distinguishes itself
from the other companies on Instagram, but also from competitors of course. Such companies also grab your
attention and therefore you can form certain associations in your mind about the company. So what would you
say, which company stands out more? And which one does rather follow a deeper purpose?
IR10: I think it’s Nike again. They touch show an interest in these success stories, which were kind of enabled
through the sporting goods of the company.
I1: Does Nike also communicate that it pursues a deeper purpose? And does it stand out thereby?
IR10: Yes, I think through their sportswear they also try to communicate that they are important success factors.
And the deeper sense therefore is of course, that you should buy their products, Nike products and you will be
successful in your sport. And it also stands out because they systematically post success stories on their Instagram account. So they use famous faces, they portray successes, and unlike Adidas, it can somehow prove that
their sporting goods have led to success.
I1: Yah. When scrolling through the feed, which picture would you say has grabbed your attention?
IR10: I would say mostly the picture with the Muslim. Because she has achieved the aim that she can do sports
again, without compromising on her faith.
I1: Okay. Do you know Nike’s slogan?
IR10: Yes, it’s “just do it.”
I1: Okay. It also reappears kind of frequently on the profile. And for Adidas, can you recall a slogan of the company?
IR10: No, to be honest, no.
I1: And do you think Adidas also stands out through it’s communication, or less?
IR10: I think Adidas has realized that Nike is having a really good communication with its customers and consumers, and now it kind of tries by all means to jump on the bandwagon. And I think that’s also why they post a
lot more, also more stories, so they try to systematically to catch people’s attention. But I think Nike has established itself so strongly in this sports business, and regardless of men or women, I think the majority, like 80% I
would say, would rather buy Nike clothes than Adidas. And that is why they have the better perception of Nike
instead of Adidas.
I1: But does Adidas also stand out with something? Through something it conveys on its profile? Or was there
also a post, which specifically grabbed your attention?
IR10: I think Adidas stands out by showing a really positive vibe on their profile. So the vibe is positive, the colors are really positive, the women are all totally relaxed and they have fun while doing sport and in their activities. And for Nike it’s more that the women are not really laughing or smiling on the pictures, they rather look
quite strained, but you believe them that they live for the sport, and not that they are just paid for it. So at Adidas
profile you could also think that the pictures are really staged.
I1: Okay, okay. So it is again also regarding the authenticity, where Nike was also better in your opinion.
IR10: Exactly.
I1: Perfect. And this distinctiveness, does it also support your perception of the company in a positive way? Is it
important for you and do you also like the company better therefor?
IR10: Yes, I think so. Through distinctiveness Nike for example is also standing out again in a positive way.
I1: Okay. So let’s move on to products and services, so especially the products, how they are portrayed. Which
company is doing that better and do you think that a company can also show the quality, innovativeness and
practicability of its products through Instagram? Who is doing that better?
IR10: I think the products per se are portrayed better on Adidas’ profile.
I1: Why?
IR10: They zoom more in on the products, so there are also close-ups, and they show the colors of these products and how they conform perfectly to the body. For Nike it is more the big picture you get of the products, so
for which sport this and this product is produced. Or which sport stands behind the different products.
I1: Do you like these product presentations better in a video? Or do you think a picture is sufficient?
IR10: I think, if I had a lot of free time, then I would also watch the videos. But as I am quite busy and mostly just
scrolling through Instagram, I think a picture is enough. If it is a good picture it can also offer the right informative
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value and expressiveness, whereas the start image of a video is often totally insignificant and that’s why you just
skip it.
I1: And what if you are interested in the picture then?
IR10: Then I could always go to the whole profile and maybe watch the video then. Or I would even go to the
online shop if I were really interested in buying.
I1: Okay, good. So next point is vision and leadership. Do you get an impression of the vision of the companies
on Instagram?
IR10: Yes, definitely. So again for Nike there are these success stories, so this is clearly the vision of the company, the empowerment of women. The vision of adidaswomen is again clearly to bring women to the fore, to
encourage women to do sports. But the companies have a different approach. Adidas shows an interest in like
these micro cases of personal histories, they say that everyone can write his or her own story. And they also
portray normal women, like no names doing sports in groups, having fun. Nike is approaching it from another
side and kind of gives examples of people who have already made it, who got highly successful and reached
their goals. And thereby it wants to say “you can do it as well.”
I1: But do you think both are conveying this well?
IR10: Yes.
I1: Okay. Regarding leadership, can you recall and pictures portraying the companies’ leaders on Instagram?
Like maybe Apple did it with Steve Jobs? Are they doing something like that? Or do you know the companies’
leaders?
IR10: I don’t know neither of them.
I1: Do they show something like that on Instagram?
IR10: No.
I1: Do you think this is missing? Would you like to see that here? Or do you think it’s not the right place to do
that?
IR10: I don’t think it’s the right place. Because what benefit can I gain if I see someone who once has maybe
thought about how my sporting wear should look like? How they should be or how they should be produced? Or
for which sport they are? I would like to see people in action here, who wear the clothes and who do sports.
I1: So would you say it is important that they convey their vision well, does that support your positive perception
about the company?
IR10: Yes, for sure.
I1: Okay, but leadership, if they would portray their leaders here, and say “hey, this is our CEO, he is doing this
and that”, how would you find that?
IR10: I think it would be inappropriate here. Because it is about the sports and not the development of the products or the design development and so on.
I1: Okay. So let’s move on to social responsibility. Can you recognize posts, which involve social responsibility?
And do you think the company shows that it is doing good and that it contributes to the social welfare?
IR10: Yes, I think so. So for Nike it would be the post of the Muslim woman again, with the sports burka. There
you can clearly see that only a part of the population would use that product, but Nike still put an effort in developing this piece and it has thought about Muslim women out there who would like to do sports, and it decided to
support that.
I1: Okay. Does Adidas also offer something like that?
IR10: On Adidas profile wasn’t there these women, who were a bit overweight…? Oh no, that was also Nike.
Well then I think I cannot really see anything for Adidas, than rather Nike I would say. So they show that they
also address more corpulent women, and they also want to encourage them to do sports, even though right now
they might not yet be in a perfect shape.
I1: Okay. Well Adidas is doing something as well, they have a shoe produced out of ocean waste material for
example. Would you find something like that interesting? Do you think Instagram should portray more social
responsibility matters, like also that they show that they have not child labor, or that they produce sustainably?
Or do you think it’s not the right place on Instagram, since it might be more about lifestyle?
IR10: I think they should post something like that from time to time, definitely. Because in general something like
that is always interesting if a company is environmentally but also socially sustainable, I think. But of course, it is
a sporting goods manufacturer, so still the focus should be on the passion about sports. And I think if they would
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start using the Instagram profile only to show how environmentally friendly they are, a lot of people would unfollow.
I1: Mhm, mhm. So do you think it would not really contribute to the perception of the company, if they would do
something like that on Instagram?
IR10: No. I think I don’t really want to know too much about that on Instagram. And if yes, it should be done in a
cool way and still be highly connected to sports.
I1: Okay. So let’s move on to the last point, which is innovation. Do you think the two companies are innovative,
modern, up-to-date, fresh and that they might also be considered as pioneers regarding the things they do and
the topics they address?
IR10: If I would have to name one than maybe Adidas. So if you think of the post with the shoes produced out of
ocean waste. So that is definitely an innovation, a new possibility of how to produce sports shoes.
I1: Well, but that did not stand out, since you didn’t actively realize it. So please only consider the things, which
you perceive on their feeds. Is there something innovative do you think, or not that much?
IR10: Yes, maybe a little bit, but not to a high degree. Of course you can name some innovations if you actively
deal with the profile for a while, but then also for more then five minutes. Then you can watch the videos and see
how the new shoes are more flexible and elastic now, it conforms better to your feet and so on. So of course you
can find small innovations there, like also the sports burka for the Muslim woman. But I think they are both not
like highly innovative.
I1: But this innovativeness, would that support your positive perception about the company? And would you like
to find out more about a company’s innovativeness on Instagram or do you think again that Instagram is not the
right place for that?
IR10: I think Instagram is maybe not the right medium for it. Maybe they should put it on their website, where
they can kind of better show these deep-dives. But on Instagram spend about two to three seconds on a picture
on average, so I don’t want to deal with difficult topics, but I rather prefer slight fare, something easy and intuitive. I want to be able to quickly understand what it is about and what they want to tell me. Or I can also just see
a product, which I like and I would think, nice, they have nice product, let’s check out their online shop.
I1: Okay. Last question, do you assign these organizations a good reputation? Which company is maybe better?
Do they also emotionally appeal to you, do you trust them, do you esteem them?
IR10: I think Nike has a really long-standing good reputation. But also Adidas. I think they have both a really
good standing in this regard, since there are also a lot of competitors. For example Under Armour is highly growing. But I think the frontrunners are always Nike and Adidas, they also sponsor a lot and they are really present
everywhere also in the sports clubs and associations. I think they both have a great reputation. And I don’t think
they need to fundamentally change something. Of course, you always need to stay up-to-date and innovative,
and cultivate your reputation, you can never stand still. But I think both have a really good reputation.
I1: Okay. And only relating to Instagram now. What do you think, through which drivers we just discussed can a
company on Instagram build, cultivate or increase its reputation?
IR10: Certainly through authenticity, through visibility and distinctiveness as well.
I1: Okay, good. Thanks a lot.
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Appendix I: Transcriptions of the Instagram Ethnography Research
Respondents for “nikewomen”
03.04.18 to haylee.j0 – ER-N1
I2: Hi, I am Andrea and I am writing my Masterthesis about nikewomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-N1: Sure!
I2: Thank you so much ☺ Do you think Nike has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular? So what do you specifically like about the profile?
ER-N1:: I think Nike’s reputation is amazing, they advertise all kinds of sports and people on their profile and it’s
refreshing.
I2: Can you give an example of things Nike does on Instagram in order to make you think about it in that positive
way?
ER-N1:: This → Sent video of “nike” official account: “Sport is for everyone. Introducing the Nike Pro Hijab” and
“you don’t play @rogerfederer on grass. You play on his grass”
If you look at their feed, it’s mostly basketball right now, but that’s casuse it’s still March Madness, but there’s
tons of sports. Like, tennis.
I2: Great! Thank you so much for your response ☺ But so when you look at the ‘nikewomen’ account, what do
you specifically like there?
ER-N1: Their advertising of the relevant sports
03.04.18 to ccsintyan – ER-N2
I2: Hi, I am Andrea and I am writing my Masterthesis about nikewomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-N2: Sure! I love Nike.
I2: Great, thank you so much for your response! So why do you think Nike has a good reputation, meaning you
have a good perception and feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc. in particular? So what do you specifically like about the profile? Do you have
some examples?
ER-N2: Nike has always been a company whose values I really align with. Having a diverse staff matters to
them. Offering a large selection of actual plus size clothing matters to them. They get people. They create for
everyone. Every message that Nike sends out is a message that they stand behind.
I also love the brand because it was (essentially) started by runners. A lot of what they design and make is made
for runners, and I run, so that’s really attractive to me.
And they think through everything as a company. Of my favorite pair is for running tights is a Nike pair that has
like 4 different pockets in it - on that zips in the back, one on the side of the legs (which I use a lot after races to
hold my phone while I have a beer in my hand), another one on the inside front top part of the pants. It’s so geniously designed. I can buy a pair of Nike shoes and they’ll last me for years. Lasting quality.
I like that their social media/Instagram presence highlights these amazing athletes that also stand behind the
brand. Serena Williams can do no wrong! (*high five* smiley) What they post inspires me to push myself - beyond what I may feel like I can achieve at the moment.
I2: Wow, thank you so much for your insightful response! That’s great ☺
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03.04.18 to shamolia_official – ER-N3

I2: Hi, I am Andrea and I am writing my Masterthesis about nikewomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-N3: Sure no problem x
I2: Great, thank you so much for your response! So why do you think Nike has a good reputation, meaning you
have a good perception and feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc. in particular?
20.04.18
I2: Do you maybe have a quick response for me and my thesis partner? :D
ER-N3: Hi there
I do apologize for not responding, completely forgot. Thanks for reaching out.
So in terms of reputation absolutely, Nike has a trusted legacy and consumers love brands with a good story and
history, for me personally I love that.
Regarding the social aspect, they should consider using more influential folks of different backgrounds, sizes
and colour in order to enhance the brand to a wider market.
I2: Great thank you so much for your response! So you think they do not address issues such as equality and
diversity enough yet?
What about social initiatives? Do you think they disclose their actions for society well on Instagram?
ER-N3: No, not at all. And if they do, not all markets are exposed to it. For instance, I was excited about the plus
size exercise range for bigger girls esp because I am a curvy influencer. I contacted Nike in South Africa and I
was told it’s not launched here. So no.
Same applies for Nike hijab, great concept but not rolled out in enough markets.
Re: social initiatives, instagram is followed by an international audience. If u are not following through with initiatives globally then why are you making customers around the world excited. It’s unfair.
I2: Ok, great! Tanks, that’s very interesting! So as followers on Instagram are still consumers of companies in
real life, you think that global profiles should either not disclose product launches or initiatives that are not globally rolled out (yet) or maybe state where they are available/held?
But when you consider Instagram only (nikewomen in specific), do you think Nike presents itself and for instance
how it empowers and motivates women well?
ER-N3: Absolutely! Clearly they are thinking about the everyday women in this new era. And yes, they should
communicate launches better.
03.04.18 to indianhijabigirl – ER-N4
I2: Hi, I am Andrea and I am writing my Masterthesis about nikewomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-N4: Sure, you can ask
Will try to help
I2: Great, thank you so much for your response :) So do you think Nike has a good reputation, meaning you
have a good perception and feeling about it, and why? How does the company achieve that though its Instagram
presence and its profile, its posts etc. in particular?
ER-N4: Yes, I would as Nike has a good reputation in Indian Market. I have purchased and used few of its products, t shirts and shoes. I very much looking forward to buy Nike Pro Hijab but it is unavailable in Indian Market
online as well as offline. Nike post ads are always motivating sometimes when I’m down in motivation I do like to
watch its posts or ads and get the enthu jest (enthusiasm) back.
03.04.18 to anicastagnola – ER-N5
I2: Hi, I am Andrea and I am writing my Masterthesis about nikewomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
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ER-N5: Yes!!!
I2: Great, thank you so much for your response :) So do you think Nike has a good reputation, meaning you
have a good perception and feeling about it, and why? How does the company achieve that though its Instagram
presence and its profile, its posts etc. in particular?
ER-N5: Nike of course has a great reputation. They also manage their Instagram really good. I believe in what
they do and that they do it right, because they share these stories about famous athletes and how they made it
to the top. Also I know their clothes are really good, I always use them for sports.
I2: Thanks a lot for these insights!

Respondents for “adidaswomen”
28.03.18 to thatmegisa_shewolf – ER-A1
I1: Hi, I am Alina and I am writing my Masterthesis about adidaswomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-A1: Sure!
I1: Thank you so much ☺ Do you think Adidas has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular?
ER-A1: I think they do and I do have a positive image of them. I think they achieve it by portraying “real” women
in their ads instead of models. Real athletes with muscles and strength. Women who would rather wear something that feels great for their sport instead of something impractical.
I1: Great, so do you think they are authentic?
28.03.18 to em_eastwood – ER-A2
I1: Hi, I am Alina and I am writing my Masterthesis about adidaswomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-A2: Hi Alina! Sure you can ☺
I1: Thank you so much ☺ Do you think Adidas has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular?
ER-A2: No worries! I do think Adidas has a good reputation! Using its Instagram posts it includes a variety of
races and sizes of women doing a range of sports to promote confidence in sport. It’s strong brand presence
and frequent posting allows it to spread its message across social media using artistic photography and informative captions. It openly communicates with its customers. It’s reputation is also enhanced by its recycled ocean
waste products to help the planet which is something people are becoming more and more aware of at the moment. Hope that helps!
I1: That helps us definitely, thank you so much!
03.04.18 to the_game_of_fitness – ER-A3
I1: Hi, I am Alina and I am writing my Masterthesis about adidaswomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-A3: Hi! Sure you can
I1: Thank you so much ☺ Do you think Adidas has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular?
ER-A3: About the reputation, people as me, that work out frequently, we think they do, they have a good reputation, they support female sports, I mean, they treat women same than men and push women to work out, however… People who are out of this “sport world”, people who don’t work out often still think about the scandals,
about where they produce their products (same than happens to Nike) and about if they use kids to make their
products….
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I don’t know too much about Instagram... But I think they are doing pretty good as they post every now and then
their new products, they advertise, for example, the new t-shirt of the Spanish soccer team as the world championship is coming this summer.
So young people that usually use this app are going to demand their clothes.
I don’t know if this helps you, English is not my language… So I can’t express myself properly.
I1: Thank you so much, your English is great! Do you think they should post more about how they produce, in
order to make people forget about these scandals?
03.04.18 to marie_frederick89 – ER-A4
I1: Hi, I am Alina and I am writing my Masterthesis about adidaswomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-A4: How can I verify what you say? What is the name of your school, and the professors?
I1: It’s Copenhagen Business School in Denmark!
The question would be: Do you think Adidas has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular?
ER-A4: Yes, I have a good feeling and respect the brand as a long standing sportswear brand that has always
shown and supported ethnic diversity and inclusion in it’s marketing.
I1: Great, thank you! How does adidaswomen show this on Instagram?
03.04.18 to saya_gardi – ER-A5
I1: Hi, I am Alina and I am writing my Masterthesis about adidaswomen on Instagram. I saw you commented on
a post of the account. May I ask you some questions about it? ☺
ER-A5: Yes
I1: Thank you so much ☺ Do you think Adidas has a good reputation, meaning you have a good perception and
feeling about it? How does the company achieve that though its Instagram presence and its profile, its posts etc.
in particular?
ER-A5: Yes I think it does have a very good reputation specially for me as someone who loves sports in general
so I like what they do they inspire me and motivate me even with there clothes and stuff they make me love
sports even more so yeah
I1: Ok that sounds great ☺ what do you think makes them distinct and special and how do they get this good
reputation through Instagram? ☺
ER-A5: I think there products are so well done and so well made and now so many celebrities and famous people use there products and that’s easy for them to have a really good reputation on Instagram.
I1: Thank you so much!
ER-A5: Welcome ☺
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IR2

IR1

IR1

IR1

Resp.

No, I rather look at their pictures and at their posts.

Follow companies: Yes

Yes, follwed adidaswomen and nikewomen before (has told it before interview)
I would say I use it a bit more passively. I use it every day, but I don’t post that much, approximately one post every second week. And I don’t really share.

Yeah, I post a lot as I said. I also do Stories and I use it, I use the platform for inspiration, follow of course my friends but
also companies. And if I post my outfit of the day, then I also tag companies and the labels that I wear. And I watch also
the companies’ Stories. Sometimes I even comment. Yeah, I would say I interact both with private users but also companies on Instagram.

I have to admit I am almost not anymore on Facebook, but I mostly use Instagram.

I am almost addicted. So I check Instagram every hour, and I really like it, I post a lot and yes. I am on the platform a lot.

Instagram Behaviour

Following companies

Following companies

Extensive Instagram usage

Following companies

Extensive Instagram usage
Facebook is not a thing
anymore

Codes

Appendix J: Coding of all Collected Data

IR2

Follow Nike & Adidas

Follow Nike & Adidas

IR2

IR1

IR2

Nike & Adidas: Yes (has told it before interview)
I have become more active, not in terms of sharing so much myself, I am sometimes sharing pictures, but I am more
liking other posts and going through Instagram checking what’s new out there and commenting quite a bit as well, but
more checking other users’ content and postings I would say

IR4

Follow companies: Yes, for sure.

Follow companies: Yes. Yes, some of them, but I mostly follow private people.
I would say I am like averagely active. I don’t comment that much but if something appeals to me then I of course like it,
not only from friends, but also from companies and public accounts.

Extensive Instagram usage

Following companies

Following companies

IR3

IR4

Nike & Adidas: Yes I do, especially their women accounts.
I wouldn’t describe me as a super user, I am posting something maybe every one to two months. I like approximately ten
posts per week. I wouldn’t describe me as a hard core user, but rather in moderate in the interaction. But still, I check the
platform a lot.

Extensive Instagram usage

Extensive Instagram usage
More private than corporate

IR4

Yes I do follow corporate accounts, but also like accounts where companies are presented or, yah, things like that.
And, also because I am really sporty, I follow also the classical sports equipment producers, like Adidas, Nike, Puma etc.
[...] I follow both adidaswomen and nikewomen.
Actually I do use my Instagram quite a lot I think, so I share Stories, I share my own pictures and I share other users’
pictures but then in private messages. So I seed and I forward it as an Instagram message.

Following companies

IR3

IR6

I do follow some corporate accounts

Follow Nike & Adidas

IR5
IR5

Follow Nike & Adidas

Following companies

Follow Nike & Adidas

IR6

Not a follower before.

IR5

IR6
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IR10

IR10

IR10

IR10

IR9

IR9

IR9

IR7

IR8

IR8

IR8

IR8

IR8

IR8

IR7

IR7

IR6

IR6

I use it quite a lot.

Instagram is getting more and more important as source of information.

Companies: Yes, I do. In general yes. And I occasionally also like their content, if I find it appealing.
So as you have already told me, you are also following adidaswomen and nikewomen on Instagram, which is great,
since today we will be talking about them.

I like, I comment sometimes, but I don’t really share anything.

I am looking at their pictures, and I am liking them, but I am not sharing and I am not commenting most of the time.
You are following companies and you like their posts, so you can get influenced by what they do on Instagram.
IR9: Yeah, I am definitely interacting with them.

I actually use it quite actively within my group of friends, but towards companies I am not that active.

I personally don’t really use Facebook

I like to follow sports brand, so I also follow Nike and Adidas and their profiles for women.

I still also follow some companies, if I am interested in them.

I would say I spend a lot of time on Instagram though
So I follow mostly private profiles and I like a lot of my friends’ pictures, so not so much companies, more like other feeds
that have some interesting or more inspirational content, or also travel content.

I have a private profile.

I do post, not very frequently but I do post pictures, and also Stories, recently rather Stories.

I think it’s the most used social medium at the moment

So I use Instagram for, that’s like the main source of information, right? So then I think…
I actually really like to post my own stuff and what I also do a lot is looking at Stories from other people. And if I find them
funny or interesting I directly contact the person by a private message or direct message, or however it is called on Instagram.
I am not a passive user I would say. But I do not comment publicly on corporate pictures mostly, only maybe sometimes,
if there is something really nice you can win, then maybe.
Yes, I do. I have a lot of chocolate companies, and I also like fashion companies, fashion companies, on the one hand
something like Dolce & Gabbana, because they have really nice advertisement.
But I also really like sports, so I of course also follow pages like Nike and Adidas, and also their women pages, because
they are more specifically what I am looking for, because I am not really interested in guys shoes or something, but, yah,
I really like especially the nikewomen page.

Facebook I don’t use for scrolling through the wall.

Extensive Instagram usage
More private than corporate

Extensive Instagram usage

Follow Nike & Adidas

Extensive Instagram usage

Following companies

Follow Nike & Adidas
Facebook is not a thing
anymore
More private than corporate

Following companies

Extensive Instagram usage
More private than corporate

Private profile

Extensive Instagram usage

Extensive Instagram usage

Follow Nike & Adidas

Facebook is not a thing
anymore

IR7
IR7

Following companies

Following companies

Following companies

Extensive Instagram usage

More private than corporate

Extensive Instagram usage

FR1

I follow some other also companies and other stuff, but mainly I use it to follow my friends.

IR7

FR1
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FR4

FR3

I like and comment but it’s mostly my friends’ pictures, but also some companies’.
I like Instagram, because it doesn’t have a lot of like ads and very unknown stuff, like Facebook. So I use Instagram
more than Facebook.

Yes, I would say I post maybe every two weeks, or every three weeks and just if a cute picture came around.

I use Instagram more than Facebook as well, but I feel like when you just talk about ads, I feel like it comes more and
more. And I find that annoying.
I use it for sure daily, sometimes I have phases where I like a lot and comment a lot and sometimes I am just annoyed by
it, because it is too much input.
I think I would consider myself active, although there are probably more people that are doing more things than I do, but I
would not say I am passive. [...] I share my food pictures whenever it looks nice and it was good. [...] hobby. [...] now I
also got to know how to do Stories on Instagram.

No private account

Extensive Instagram usage
More private than corporate
Facebook is not a thing
anymore
Facebook is not a thing
anymore

Extensive Instagram usage

Private profile

IR1

IR1

Resp.

Visibility

Visibility

Visibility

Driver

Adidas

Adidas

General

General

Relating
to

But still Nike is visible because a lot of bloggers I follow tag it on their profiles if they
wear Nike, of course also Adidas, but I think Nike is even a bit more popular among
bloggers and also stars. So they tag it and they also use the hashtag #nike and
#nikeapparel, so yah, they are both like visible.

Adidas is doing a lot more for it.

I think Adidas is more visible, because they post a lot more than Nike I have the
impression.

a Story is just within the first three Stories in the line.

Transcription
I would say, if a company is visible on Instagram, it’s always present, I don’t have to
look for it. The posts are often, if I open Instagram, the post is there,

Tags, Hashtags,
Links, Influencer,
Sponsorships

Frequent posting

Frequent posting

Posting Stories

Frequent posting

Tags, Hashtags,
Links increase visibility

Frequent posting
increases visibility

Frequent posting
increases visibility

Posting stories
increases visibility

Generalization
Frequent posting
increases visibility

Extensive Instagram usage

Facebook is not a thing
anymore

FR4

Using it more than Facebook

Private profile

FR2
FR2
(all
agree,
except
FR5)

FR5

Private account

IR1
Visibility

Nike

FR2

All FR
All FR
(except
FR2)

IR1

Visibility

Codes

IR1
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IR1

IR1

IR1

Visibility

Visibility

Visibility

Visibility

General

Adidas

Nike /
Adidas

Adidas

Nike

I think when a company is on Instagram it is automatically also visible.

I think it’s really good that they even do Instagram.

I think a little more. And they have a lot of videos. And they also have Stories sometimes, so I think that’s good.
I think Adias is posting Stories sometimes, I like that. But Nike not really. Actually
not at all I think. Maybe I am not even often enough on Instagram, but I don’t really,
yeah, I miss that a bit from nikewomen.
Yes, I would say Adidas, as I said is more visible, and I think in this regard I like it
better and I get the better impression of it. It’s nice that it’s more visible, but still I
think both companies are cool, Nike maybe even a little cooler. But Nike should be
more like Adidas in terms of visibility.

Frequent posting

Influence on Reputation
Visible when on
Instagram
Visible when on
Instagram

Tags, Hashtags
and links enable
users to access
more information

Frequent posts
increase a company's presence in
the consumers'
minds

Company seems
unapproachable

IR1
Visibility
General

they post quite frequently in order to be present in consumers’ minds. That’s the
same for Adidas and Nike.

Tags, Hashtags,
Links, Influencer,
Sponsorships

Visible collaborations and cooperations influence external reputation

Infrequent posting

IR1
Visibility

General

also the collaborations are always tagged and linked under the pictures. I think both
do that. I have the opportunity to click on the link and inform myself about it if I have
time and if I want to.

Tags, Hashtags,
Links, Influencer,
Sponsorships

Nike not so much I would say. I would like to have a little more I think. I think the
company is rather unapproachable. So, I don’t think they do so much. Of course
they have their campaigns, but I think they are rather far away.

IR2

Visibility

General

Influence on Reputation

Posting stories
increases visibility

IR2

Visibility

General

Especially due to these collaborations, which Adidas has for example, this cook for
example, it offers a totally new view of the company. I would have associated it with
Adidas at the first moment. I think thereby they try to change the view on their company. Or also the cooperation with the tennis player, I think they try to show their
image to the outside and that has an influence on me, yes.
Positive. Because what Nike does for example, with the woman with the burka, I
wouldn’t have thought they would do something like that before. So you don’t know
that, but if you see they post a picture like that, that exerts a really positive influence.

Frequent posting

Posting Stories

IR2

Visibility

General

I am not that much a person that scrolls a lot [...] But they should definitely be on the
feed and that requires frequent posting I guess and a lot of interaction as well with
the customers. So yah, frequent posting and interactions.

Posting stories
increases visibility

IR2

Visibility

General

Posting Stories

IR2

Visibility
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Frequent posting
increases visibility

Visibility increases
Reputation

IR3

IR5

IR5

IR5

IR4

IR4

IR4

IR3

IR3

IR3

IR3

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Nike /
Adidas

Nike /
Adidas

General

Nike

Nike

Adidas

Adidas

General

General

General

In general I would say that adidaswomen has a higher visibility, because they post
more frequently and due to that, I more actively perceive them. For Nike, I have the
impression that it is less.

So adidaswomen stands out in this regard, since they post quite a lot of Stories,
which is again another way in which the company can be perceived. For Nike I
didn’t realized that so much, they don’t post Stories that often I have the impression.

So, visibility on Instagram is for me, that accounts share posts frequently in order to
be perceived by the followers.

Popular hashtags I think, spread a lot and you see them also on posts of other Instagram users or maybe my friends. Famous hashtags of the company, like
#justdoit are then also used by other users on Instagram, so it almost gets viral,
which of course enhances visibility a lot.
I think for Nike the gaps between the different posts are too long, you just forget
about it. You would be reminded more often about the company if they would post
on a more regular basis.

it is notable that Adidas is posting a lot more than Nike. [...] So of course there are
shorter gaps between the different posts of Adidas, which I think is good. So you
perceive it more often and it is more noticeable.

And if it’s greatly communicated then you feel a better connection towards a company of course than if some brand is like not saying anything at all and kind of gone
from the stage.
Adidas is more appealing to me, I like the content that they post, I like the pictures.
And they, as we said, they post more frequently and they seem to be more interactive with their customers.

Well if there is much content you feel I guess closer to the brand, you feel as if you
are up-to-date, as if you know what is happening in the company, if there are new
products in there, some releases coming out soon. And if it’s greatly communicated
then you feel a better connection towards a company [...]

I am not that much a person that scrolls a lot [...] But they should definitely be on the
feed and that requires frequent posting I guess and a lot of interaction as well with
the customers. So yah, frequent posting and interactions.

Frequent posting

Posting Stories

Frequent posting

Infrequent posting

Tags, Hashtags,
Links, Influencer,
Sponsorships

Frequent posting

Influence on Reputation

Infrequent posting

Frequent posting

Interaction

Frequent posting
increases visibility

Posting stories
increases visibility

Frequent posting
increases visibility

Users forget about
the company

Tags, Hashtags
and links enable
users to access
more information

Frequent posting
increases visibility

Visibility increases
Reputation

Company seems
unapproachable

Frequent posts
increases proximity,
connection, users
feeling informed

Interaction increases visibility
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IR8

IR7

IR7

IR7

IR6

IR6

IR6

IR5

IR5

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Visibility

Adidas

General

Nike /
Adidas

Nike /
Adidas

General

General

General

Nike /
Adidas

Nike

I feel like they share more and more and they are more and more active on Instagram as well. That’s noticeable. Adidas probably posts a little bit more frequently,
like they make use of what they posted, for example in Stories a lot and then they
repost it permanently in the feed. And Nike also recently posts more Stories

I personally don’t like to watch the Stories of companies. I like the pictures, but for
Stories I mostly look at the Stories of my friends.

I think for me it’s enough, because I don’t want to see them every day on may
newsfeed. Like I mean the reason I use Instagram is not only to see advertisement
and companies, but mostly I like to see my friends. So if Adidas and Nike post
sometimes, than I am happy about it, but for me they don’t have to post more. [...] If
they post too much I think I would get annoyed. So it has to be the right amount.

So, I think they are quite visible and I think they also post, well they don’t post too
often new things, but when they post, I think it seems like really nice. Well Adidas
certainly posts more. But I am not sure that’s the only reason for visibility. So, I really like the nikewomen campaigns, because they are, for me they seem very interesting and Adidas, yeah, they also have some campaigns but for me personally I just
like Nike more.

I think they, I mean the accounts they should probably be quite visible, otherwise
you just don’t see it, right? You scroll through so fast, if one doesn’t catch you attention immediately, then at least the next day where they repost something else, maybe that one will. But then if they wait another week, I have not seen anything, it is
like out of my mind then, right? And the chances that I see every post are very low.
I think the more you see in general, the more often, the more you like it, right? And
you have the feeling there are new things happening, if they repost frequently. And
they kind of also put effort if they create imagery for all the new posts. I think it’s
good for the reputation.

I think I have a better perception of both Adidas and Nike because of that
Yeah I think they do frequently communicate things. They communicate more like
values or more like an image rather than really the information. It’s more like they, I
don’t know, show kind of an image, a “feel”, yah. So I think they are visible, but
mainly in that direction.

Yes, I would say more frequently from Nike. I have noticed that they often don’t post
at all for 3-4 days. And I think especially a lifestyle brand, like Adidas and Nike,
should express their lifestyle on a regular basis. So I would like them to post more
and also on a more regular basis.

Frequent posting

Posting Stories

Frequent posting/negative

Frequent posting/negative

Influence on Reputation

Infrequent posting

Frequent posting

Influence on Reputation

Infrequent posting

Companies are
getting more active

Dont like to watch
companies' stories

Too many posts
can get annoying

Frequent posts are
not the only reason
for visibility - content

Visibility increases
Reputation

Users forget about
the company

Frequent posting
increases visibility

Visibility increases
Reputation and
Authenticity

Negative effects
especially for a
lifestyle brand
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General

General

General
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Well, of course the more they post, the better, so if they are not present on the platform, they are just not in my mind then.

Moreover, Adidas is posting more Stories, so I would say it is more prominent also
in my mind, because I see their Stories when I access the platform.
Yes, I would say so. Instagram is getting more and more important as source of
information. And also because I am 24 years old, I would rather look for new products, which are posted on Instagram, then directly addressing the company’s website to be honest.

Adidas is more visible because it posts more frequently than Nike.

Both are quite visible, but Nike should post more equally to Adidas.

Adidas, they post more frequently, I have them more in my feed. Nikewomen I
acutally actively go on to, because it does not show on my feed that often at the
moment.
Does this visibility improve your perception of the company? Definitely. Because I
actually want to see what they are posting and I know that Instagram for example,
they changed their algorithm, so I actually, either I am turning on the notification,
that they have posted something, but I am not doing that, so I actually need to go on
their profile by myself.

Visibility isn’t always a good thing? Yah, I would say so. It depends on the content
definitely.

I think it depends, if they have a new product or content, that is worth sharing, of
course, I would not mind also seeing more from them.
Because of course you are not like active on Instagram all the time, so you probably
miss a lot of content as well. [...] I think I miss a lot of information as well, even
though they might share a lot.
So of course, yah, the more the merrier probably. But then of course it should not
be an overload. So it is nice if you always have something new, which is also what
Instagram is about, you kind of reward yourself by always having something new
you can look at.

Frequent posting

Infrequent posting

Influence on Reputation

Posting Stories

Frequent posting

Frequent posting

Influence on Reputation

Frequent posting

Influence on Reputation

Frequent posting/negative

Frequent posting
increases visibility

Users forget about
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Visibility increases
Reputation

Posting stories
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Frequent posting
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Frequent posting
increases visibility

Frequent posting
increases visibility

Too many posts
can get annoying
Visibility has a positive influence if the
content is right

Likeability depends
on the content interesting & new
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General

Actually did not recognize that much in terms of visibility, just that I feel like they
actually as we said earlier, they communicate frequently, they post pictures and
videos
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And I am missing this for Adidas a bit [...] I think the transparency is a little
missing because sometimes I think it’s quite hard to know what this campaign is about.

Transcription
I think transparency is if a company, like, makes transparent what it does. If,
you know, if they make clear what they do.

Visibility on Instagram improves the perception

I like it if I see that a company makes an effort to post regularly. Of course also the
content should be appealing, visibility on Instagram with nice posts would definitely
improve my perception of the company.

I think it’s also because a lot of the athletes I follow are Nike-sponsored. So Serena
Williams is one of the main ones and she posts a lot about Nike. [...] So like in total I
think Nike is just a lot more prominent in my life.

Of course I see them on the streets, but still, I think they miss out a lot if they are not
present on such an important platform for young people. I kind of get most of my
information there.

Influence on Reputation

Influence on Reputation

Tags, Hashtags,
Links, Influencer,
Sponsorships

Frequent posting

Visibility increases
Reputation

Visibility has a positive influence if the
content is right

Prominent collaborations increase
visibilty

Frequent posting
increases visibility

Making clear what is
done and why, easy
explanation
Answering to comments

Making clear what is
done and why, easy
explanation

Making clear what is
done and why, easy
explanation

Generalization

IR1

Transparency

Adidas

Maybe they should add better captions or better, or something like a text in
the picture, but I think it’s quite hard sometimes to know what this campaign
is about.
Nike’s initiatives are mainly like supporting athletes like Serena Williams for
example. And that’s quite transparent, so I really like the picture about Serena Williams with the headline, the text which says “you told a little girl she
was to black for the tennis whites, and she grew up to be Serena Williams”,
so that I found really nice.

Codes
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Making clear what is
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explanation
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Comprehensibility
of initiatives,
posts, feed, message

Definition
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Comprehensibility
of initiatives,
posts, feed, message

IR1

Transparency

IR1

I think their feed is a little more clear to me, so I would say they are more
transparent, yes. So I understand their feed better, it’s clearer.
Oh actually Adidas did answer!! Maybe Adidas in this regard is like more
responsive. Nike is clearer, but they don’t answer to posts that much I think.
Transparency

Nike
Nike /
Adidas
IR1
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Transparency

Transparency

Transparency

Transparency

Transparency

Nike

General

Nike
General

Nike

General

Adidas

Nike

Yes they respond to comments, I have seen that quite often under their pictures. So they directly address the people who commented under the pictures. They tag them and give their answer or reaction in the comments section. So I have the impression that they show an interest in the comments of
the users. [...] I have the feeling that they both try to react and cater to the
users.

It is conveyed that they are anti-racism, if they post something like they did
with Serena Williams. They definitely express what they stand for and what
they do not support. So I would say they are transparent because of that.

For Nike, maybe also their campaigns are a little easier. Maybe also because
the initiatives are more related to the company.
I would say the more transparent the better, of course. So, it can get annoying if it’s not transparent, so of course my feeling is better if the company is
more transparent and I immediately get what it’s about. I would say in this
regard Nike is a bit more appealing at the moment to me.
The company should be accountable and stand by the fact if it is criticized.
More information about the company itself? To be honest, no. I don’t miss
that. Because if you follow a company on Instagram, you generally also know
it or have a certain knowledge about the company. So I don’t think I would
need any additional information about the company.

Responsiveness

Information about
company itself
Comprehensibility
of initiatives,
posts, feed, message

Influence on reputation
Responsiveness

Comprehensibility
of initiatives,
posts, feed, message
Comprehensibility
of initiatives,
posts, feed, message

Critical issues,
ethical, fair

Critical issues,
ethical, fair

Answering to comments

Making clear what is
done and why, easy
explanation

Transparency increases Reputation
Accountability

Relatedness to the
company,
#MeetTheCreators

Diverstity, different
body types & cultures, empowerment

Diverstity, different
body types & cultures, empowerment

Credible, fair, ethical: they also post pictures about diversity and different
body types and different cultures. So I think they take, it’s important for them,
I have the feeling it’s important. I also like the boxing lady, the Muslim boxing
lady with the had, so, yah I think they raise awareness for that.

IR2

Transparency

Nike /
Adidas

Not needed, because
companies are popular

Comprehensive slogans, hashtags; useful, direct links;

IR2

Transparency

Credible, fair, ethical: So they also have different cultures and they, like this
initiative #MeetTheCreators, I think they want to raise awareness for “be who
you are” and empowerment
Of course you can click though the links and then you will find out what it is
about. But I am not always willing to go on Youtube to get what this is about
for example. With this cooks on their page, so I am not like interested enough
to go to their YouTube channel, and it’s not even a direct link, so I would
have to open YouTube.
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Transparency

Nike /
Adidas

Nike /
Adidas

I think they do seem ethical, especially Nike, because they try to combine
different people, different cultures and backgrounds. So there are not only
posts about people form the USA, there are really different skin colors and
cultures among the posts. [...] Adidas has posts with people form different
cultures, so they are also ethical. But I think this is better perceivably on Nike’s profile.
I think Nike’s message is conveyed more clearly, than Adidas’. So I would
say Nike is more transparent. So of course Adidas portrays normal people or
like different people with not really a connection to the sport, but more because they are special in what they do and how they live their lives. Nike
focuses more on the ethics topic, by portraying the different cultures.
Yes, for sure [it increases reputation]. Because thereby you also get to know
the company in another way and you can see what they attach value to.

Comprehensibility
of initiatives,
posts, feed, message
Influence on reputation

Relatedness to the
company,
#MeetTheCreators
Transparency increases Reputation
Not needed, because
companies are popular

Diverstity, different
body types & cultures, empowerment
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General
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ethical, fair

IR2
Transparency

IR2

Information about
company itself

Transparency

Nike /
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I do think that there are not really telling a lot about the company themselves,
because I assume that people know already what the company is, so it’s fine.
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General
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Transparency increases Reputation
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Transparency

Influence on reputation
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Answering to comments, Interaction

Transparency

Responsiveness
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Diverstity, different
body types & cultures, empowerment

Transparency

Critical issues,
ethical, fair

IR4

Difficulties to recognize the message
Adidas

Comprehensibility
of initiatives,
posts, feed, message
Transparency

Nike, with the Muslim lady with the burka. And also for sports and women
sports, like playing soccer. And I think that here it’s pretty in the focus, the
ethical part. And for Adidas, a bit less I think.
[Transparency] creates a much better connection to the company. If you feel
like they are acting transparently, they involve their customers and their followers, then I think that there is much more easily a emotional bond that can
be created with this company, especially if you are really a customer as well.
Spontaneously I would have said that I find Adidas somehow more appealing
[...] form what I see they really reply often, which I think is really important.
And also in terms if someone is complaining or saying something bad, then I
guess they are trying to figure things out.
Nike is transparent. Especially because Nike also addressed critical social
issues, for example it visibly shows but fair- as well as dark-skinned women.
It shows women of every culture, so it also motivates women with a burka to
do sports and it portrays them. Thereby the company also represents a certain viewpoint. [...] Adidas does that less.
From the pictures it is not clearly perceivable that the company would address some critical issues, compared to Nike. I have the impression as if
Adidas would focus more on the exercising and doing sports per se. You
have to actively deal with the profile, so by reading the captions in detail, in
order to get what they want to tell or in order to recognize the message.
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General
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Company informatioE3: I don’t miss it because I am familiar with both of the
companies, I know them, I have already heard something about their organizational history, since they are well known companies. And personally I already have experience with the companies, that’s why I don’t miss it to be
honest. Instagram for me is more about getting information about the latest
trends, lifestyle and products.

They also address more complicated or critical issues, like for Nike I especially recall the pictures where women are in a burka bathing suit. You really
perceive that they take up that issue about equality and racism, which is also
relevant in our society. Thereby they give this minority group, in Germany for
example, a chance to present themselves. That is my impression of transparency of Nike. For Adidas it also stands out that they, for example through
dark-skinned models, they also take up this aspect.
A thing, which could be improved in terms of transparency, is that they could
give information about the prices of the products.

Nike uses more slogans, like “Just do it”, which are really popular and present in peoples’ minds. Or #equality also, it is kind of self-explanatory.
[Nike is more transparent] by means of more popular hashtags I think, which
spread a lot and you see them also on posts of other Instagram users or
maybe my friends. On Nike’s profile, you more immediately get to know what
it is about.
Ok, regarding Nike, I think there is an open dialogue. You can also see that
they react and answer to user comments, you can see that they deal with it.
Also for Adidas I saw that they answered to user requests and reacted to
them.

[Transparency] would also spare my time. Moreover it would motivate me
much more to follow up on this campaign.

#MeetTheCreators. When they posted these pictures I didn’t really understand what it is about. It is not instantly clear to me what it has to do with
Adidas. These pictures of the cook, also through the hashtag, you don’t really
know what they mean with it, like #MeetTheCreators. Are they the creators of
some Adidas products now or what? And how can a cook be associated with
Adidas? You would not expect that.
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information
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General
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I think they push very much what they think is positive. So for example if they
do something with recycled materials they put a lot of pictures, but for a consumer it would be for example interesting, how is it produced? Like are people paid well where they produce it? Is it harming the environment in that
country? That would be really interesting to know, but of course those things
they don’t show.

Then I think both kind of try to, for example, not exclude any nationality from
the pictures or anything. But I think they are quite similar probably.

Nike [is more transparent], because through the burka initiative I have the
impression that the company also deals with critical and agile topics.
Yes, for sure. I think in these days it is important that companies also reflect
upon critical issues. And I think Nike is doing it more than Adidas, but I would
say that both deal with such topics.
Nike posted some pictures about some boxes, which were made with recycled materials or also Adidas with some shoes, which were of recycled materials.

Nike [is more transparent], because I get more information from the posts.

If Adidas presents a lady in a sports bra, there are popular hashtags, like
#bra or #adidaswomen, but at Nike‘s account it is more specific, they give
more information, for example for the Air Max, they publish the specific number of the product. Here I have the impression that the product is more easily
identifiable, and therefore also more unique. The hashtag #bra, as I just said,
that is not a company-specific product name, through which I could identify
the product.
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I like for example that they show the creators in Adidas. So that’s very interesting, because there you can really see where it comes from
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IR7
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Critical issues,
ethical, fair
Transparency

What I am personally missing on the pages, on both of them is how they
actually produce their stuff.
Adidas that they do some shoes out of ocean waste material, that’s what I
really liked. So they could do more about that and show more how they actually produce the shoes, or clothes, whatever
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General
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Nike would be a little bit more transparent in terms of communicating what
they stand for. Adidas is also transparent. So they want to show a little bit
more what is behind the company I think as well, like their values.

It depends, I mean of course if I only see them on Instagram and sometimes
see some shoes or some initiative, then of course it’s nice. But I mean, if then
on the same they there is something in the newspaper or the TV saying
something about the company that isn’t nice, than I would not say “Oh it
doesn’t matter because they have a nice Instagram feed.” So it’s always the
perception that I have on Instagram, yes, it’s of course always nice what they
post, but then there is also the public, global, whatever reputation, that not
only comes from Instagram.
I would say probably both are rather transparent in terms of their communication, like I think if people would add a comment and ask something, I think
both would be responsive.

Hashtags and links actively tell you where you can look up more information
if you need so.

If I comment under one of their pictures I think they are really quick in answering. So there is always somebody who can answer my questions.
I think they try to build a picture to the outside that really shows that they are
responsible and I think they are making a great progress regarding their ethical side.
I think it’s easy to find out [what the posts are about], because most of the
time they either put a link into their caption or into their feed information section or here for example they have a YouTube channel, which they refer to. I
think it’s quite easy if you are interested to follow up on the posts.

Adidas is more, recently more communicating kind of off-topic stuff. So they
have this creator thingy… the #MeetTheCreators campaign that is maybe at
first sight not really kind of referring to what they are doing.
I think that’s really important. That they show what is going on and what they
stand for apart from only product related. I think that’s really important actually. That is what sets them apart.
[To find out more information] I think this is very easy actually, because there
is always links in the captions, there is always hashtags or links directly at the
posts. So for example this drummer, which is kind of, you think she is really
unrelated to the brand, so you can just go to her profile and check out who it
actually is and what she does in her life and how she kind of relates to Adidas.
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General
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They are both transparent. But again, I think adidaswomen more, because
they systematically answer to every request of their users on the posts and it
seems like really a dialogue. They really try to give the best possible answer
to every consumer, but sometimes also just react to comments or if someone
is excited, they seem to really appreciate that. For nikewomen they don’t
really respond to every request, so maybe only to the ones the regard as
more important.

Links & hashtags: if it leads you to more information or if it’s also, I think if it’s
easy to understand, then they should maybe do this more for the posts as
well.
Transparency could be enhanced. I think if the posts are, of course you don’t
want to be overwhelmed with text, but if it’s easy to understand, like the
Serena Williams post with the #UntilWeAllWin hashtag, I think it’s a little bit
easier to understand what the message is, more straightforward.
And I am not using the comment section, but a lot of people use it, and I saw
that adidaswomen always responds, like if you look at nikewomen, you don’t
have that.
#MeetTheCreators: I can get where it is coming from, even if I am not familiar
with that initiative. I still can read the texts and know that it is about like
strong women and they actually tell me to check it on YouTube. So if I am
interested in this I am going actively on YouTube, or have a look at the
hashtag for example, and it automatically will pop up.
Adidas better perceptioE3: Yes, definitely. Because it’s like, I know what they
are doing and I know where it is coming from, it’s also German, and actually I
am able to retrieve more information about it.

Critical issues,
ethical, fair

Responsiveness

Influence on Reputation

Well-known ambassadors make it more
transparent

Answering to comments

Comprehensive slogans, hashtags; useful, direct links;
Transparency increases Reputation
(Homecountry bias)
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Transparency spares
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Both address ethical issues. Personally I think Nike’s contributions are more
interesting, because they systematically collaborate with people who everyone knows from the sport world, like Serena Williams or like Winnie Harlow. I
feel more like spoken to by these ambassadors, even though Adidas also
addresses topics like women rights. So they put the woman in front and want
her to be equal.

Comprehensive slogans, hashtags; useful, direct links;
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Maybe they could also implement a link to their homepage. [...] Nike, they
actually have a link to their homepage. I noticed that there is not much to find
out there. There is not much information. [...] So in that point they are probably not very transparent because I did not get what it is about.
#MeetTheCreators campaign, I did not understand what it was about at first
sight, so I feel like the viewers or the people that are interested actually, they
need a lot of time, or do more research on it, because otherwise they don’t
understand what it is about.
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Answering to comments is a good thing

Adidas is responding more to comments of the users on their posts
Yeah, I realized that too. They are kind of responding sometimes, even
though you just wrote like “wow, that’s inspiring” or something. I think that’s
nice, you feel like being in a dialogue with the company.

Adidas' #MeetTheCreators campaigE3: I don’t understand where there is the
connection to the sport.

Adidas' #MeetTheCreators campaign is not that clear, you don’t understand
at once what it is about and what they want to tell you.

[Because Nike has more] known and famous testimonials, they are also more
transparent

And because the face of Serena Williams is also known it supports this campaign a lot.

[Adidas] always portrays a very strong woman on every post I think. And they
also position her well to make this strength and the willpower of the woman
even more apparent.
I am more a fan of the Nike campaigns, for example the #UntilWeAllWin
campaign. I think this is a stronger slogan, a stronger hashtag and I think it is
generally targeted at the woman who is now famous and before she was like
a nobody and they didn’t want to give her the chance.

Nike is much more clear. You precisely know that it is about success stories,
it is about strong women and to promote them, to share their success stories.
So they offer their followers stories, which should motivate them.
Transparency influences reputatioE3: Yes, a lot. Nike is much more clear.
You precisely know that it is about success stories, it is about strong women
and to promote them, to share their success stories. So they offer their followers stories, which should motivate them.
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General

I kind of wish that they were more transparent, and communicating more like
openly about the sustainable issues

I liked that one! It is kind of about different characters following their own
creativity, in whatever way. But you are right, it is not that much about sports.
Nike, I think they are bigger in diversity, so just in terms of transparency I feel
like they include a lot more diverse people, whereas Adidas is very mainstream and maybe they have some tanned people, but mostly white people
and all are really skinny.
But I mean in terms of like supply chain sustainability or anything, I don’t
think Instagram has any info regarding that. On both accounts I don’t see
anything.
I also agree with that. Because I am also into sustainability and I am super
into seeing what’s happening in supply chains, especially Nike and Adidas
they had super, like really bad scandals

One thing I didn’t get at all was this strange campaign Adidas has put up
lately. It was something about creators, but so unrelated to sports. I still haven’t understood what it is about.

Well, but I think it’s better with Nike, since it puts products names there.
Adidas just writes “bra”, no model or anything. It’s harder to find it on the
online shop, if you want to buy it.

They both have captions, hashtags, if you want to know who the people in
the pictures are, you can look them up, since they are tagged.

Critical issues,
ethical, fair

Critical issues,
ethical, fair

Comprehensibility
of initiatives,
posts, feed, message
Comprehensibility
of initiatives,
posts, feed, message
Comprehensibility
of initiatives,
posts, feed, message
Comprehensibility
of initiatives,
posts, feed, message

FR3

Transparency

Critical issues,
ethical, fair
Missing transparency
Missing transparency

Critical issues,
ethical, fair

Critical issues,
ethical, fair

Critical issues,
ethical, fair

FR3

Transparency

Agreeing, that on Instagram neither the companies are very transparent.

I feel like on Instagram neither the companies are very transparent.

Nike does more for diversity as well, because it was also the first company
that produced this first hijab for Muslim women, so I think in that sense Nike
is doing better than Adidas.
Serena Williams, what we talked about before, they were also stating that,
you know, she was too black to wear her tennis whites, which also supports
what you just said.

FR2

Transparency
Transparency

Nike
Nike /
Adidas
Nike /
Adidas

FR4
All
FR

Comprehensive slogans, hashtags; useful, direct links;

Comprehensive slogans, hashtags; useful, direct links;

Relatedness to the
company,
#MeetTheCreators

Relatedness to the
company,
#MeetTheCreators

Diverstity, different
body types & cultures, empowerment
More information
about sustainability
needed
More information
about sustainability
needed
More information
about sustainability
needed

Diverstity, different
body types & cultures, empowerment
Well-known ambassadors make it more
transparent

Missing transparency

Missing transparency
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Relating
to

Generalization

Driver

General

Colors, filters

Interrupting, catching

Codes

Resp.

Consistency

General

Definition

IR1

Consistency

Visual consistency, vibe

IR1

Similar, fitting, recurring
topics

Nike

Inconsistency
as a good thing
Content / message consistency

Consistency

Transcription
Consistency I think it’s about, like that the posts are, like the vibe is like the
same. [...] So it’s like the pictures, which come up, it’s like, it’s a flow. It’s a
certain vibe.
But maybe sometimes it’s also cool if something interrupts the vibe. So, consistency is nice but it can also be boring. I wouldn’t always say it’s just a good
thing. [...] But as I said, it can also be a bit boring. So sometimes it’s also nice
to have something catching, yes.
Well, it’s always a little bit the same. There is Serena Williams, than there are
shoes, than there are women of different body types. Then there are again
athletes, fashion. So, yeah I think it’s rather consistent.

IR1

Nike

I think for Adidas, the feed is a little brighter and more colorful. But I think it’s
also consistent, definitely.

Colors, filters

Consistency

Adidas

Visual consistency, vibe

IR1

Consistency

Also in terms of the colors and of the filters used, I think it’s consistent.

IR1

Adidas

Similar, fitting, recurring
topics

Consistency

Visual consistency, vibe
Content / message consistency

IR1

Adidas

FUE3: Healthy, strong,
cheerful, creative,
community

Consistency

Comparison

IR1

Nike

DRIVE (determination,
fierce, power) & DIVERSITY

Consistency

The themes, there is a lot of yoga and, yah it appear consistent to me, definitely.
I think so, it’s always like women doing sports, being like healthy and, yah,
strong, happy women. [...] Adidas it’s more like sport, it’s about having fun, it’s I
think more relaxed in a sense. It’s like often women smiling while doing yoga
and women smile more, it’s like a little more cheerful.
I think so, it’s always like women doing sports, being like healthy and, yah,
strong, happy women. That’s the case for both I think. But Nike’s women kind
of seem more determined, than carelessly happy. [...] It’s always like power
and, yah, maybe on Nike there is more like power in the sense of fighters and
fight and like “just do it”
[Nike is easier to identify] because there is always the logo somewhere. So I
think it’s easy to identify. That’s not that much so for Adidas. I think the logo is
less perceivable. Because with Nike, the swoosh logo, it’s really easy to see.
For Adidas, I think a little less. There is sometimes sports pictures where you
don’t really get this is Adidas at the first moment.

Comparison

IR1

Nike /
Adidas

Logo for consistency
and easier identification
(popular Nike logo)
Consistency

Identification /
recognition
value

IR1
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Consistency

General

General

Visual consistency, vibe
Content / message consistency
Content / message consistency

Similar, fitting, recurring
topics

Similar, fitting, recurring
topics

Colors, filters (recognition value)

Consistency leads to
credibility

Hashtag consistency

Consistency increases
reputation (trust) (But it
needs to be consistent
with the outside world)

IR1

Consistency

Nike

I think I find Nike a bit more appealing. Because, as I said, it’s a little more clear
to me.
I think the company needs to follow a consistent line. The pictures they post or
the hashtags they use, they need to have recognition value in a certain sense.
For example if I think of Nike or Adidas, I would immediately relate it to sports
shoes, so I would expect that there is something like that on their profile or that
they consistently use the same colors or that they always picture groups or only
one person, it should be consistent and you should have this recognition value.
Thereby, the focus does not always need to lie on the product, it can also be
something else, but I would say that the recognition value is especially important especially for companies, which are active on Instagram, like Adidas
and Nike.

Influence on
Reputation

IR1

Consistency

Nike /
Adidas

Credible has also something to do with consistency, if they live their values also
beyond their social media channel.

Companies act on what they communicate, which leads to trust.

IR1

Consistency

General

This shows consistency at Adidas’ profile, that they always have like a collection of posts with the same theme in a row.
For Nike, I would say that’s similar. They also try occasionally to prioritize the
shoe. So regularly the shoe comes up again and is in the focus, so not only
sportswear or a group of women. That is also consistent for me then.

Identification /
recognition
value
Consistency
with outside
world/accross
channels
Identification /
recognition
value

Consistency increases
reputation (feeling at
home)

IR2

Consistency

General

Influence on
Reputation

IR2

Consistency

Adidas

Yah I kind of feel at home. So, I think it’s good, like, it’s good that it’s consistent.

IR2

Consistency

Adidas

Consistency increases
reputation (more clear,
more appealing)

IR2

Consistency

Nike

Influence on
Reputation

IR2

Consistency

You need to see the red thread, a common theme among the posts. [...] that
supports the recognition effect.
Adidas has this new campaign at the moment, where the posts are all orange
and it is about sportswear. I think they always try to post pictures that are relatively similar, that have a recognition value.

IR2
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IR3

IR3

IR3

IR2

IR2

IR2

IR2

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Nike

Adidas

Adidas

Nike

General

Nike /
Adidas

Nike

General

Consistency supports the perception you have of a company?
If it is consistent, then yes.
So they are very diversified and I think that they are coherent with their message and what they want to share, what pictures they want to share about
themselves (greater emphasis on ethical standards, internationality, doing stuff
for all kinds of religions and body shapes)
For Adidas, the big picture seems to be very coherent to me as well, it’s very
much focused on activity, on sports and power, empowerment, and less on this
cultural diversity I would say. Also the people in the pictures they are all very fit,
they are all very slim and they are all very similar, so if the focus here is more
on like really just lifestyle, then I think they are coherent as well.
I do not think of course that it’s like very realistic that all the people are the
same and like the same size. Adidas it’s really like, it seems to be kind of coherent in their picture, like from maybe who they target, but it’s maybe a bit less
realistic.
Nike is doing a bit better, because they are having a bigger variety and a bigger
diversity and showing like different kinds of people.

I would say Nike is more consistent in terms of their messages. Maybe Adidas
is better in terms of color patterns and the visual consistency.

Nike is more recognizable, because they regularly portray their shoes and you
can really see the logo in every post.

Also the filters are important in terms of consistency, because it influences how
the pictures then come across. The pictures always have the same vibe if they
use the same filter, or similar ones. The filters and the colors also support the
recognition effect.

Visual consistency, vibe

Comparison

Comparison

Comparison

Comparison

Influence on
Reputation

Comparison

Identification /
recognition
value

Visual consistency, vibe

Colors, filters

Realism

Realism

People all look very
similar (slim)

DRIVE (determination,
fierce, power) & DIVERSITY

Consistency increases
reputation

Nike better in message,
Adidas better in visual

Logo for consistency
and easier identification
(popular Nike logo)

Colors, filters (recognition value)

IR3

I also think that the color of the pictures also contributes to consistency, because just when I look at the picture, from how it feels.

Consistency

General

IR3

Adidas

Colors, filters

Consistency

Visual consistency, vibe

IR3

Chaotic

Nike

Visual consistency, vibe
Consistency

Adidas is doing great. Because like the colors, the tones and like, kind of what
they show is pretty coherent. It’s very colorful, very active, very sporty.
For Nike I have the feeling it’s a bit more chaotic. So they show like faces, lifestyle, action, but they also show products and only shoes. And then they show
like some percentages and numbers, so I think it’s a bit more chaotic and also
the colors are a bit more diverse.
IR3
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IR4

IR4

IR4

IR4

IR4

IR4

IR4

IR3

IR3

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Adidas

General

General

General

Adidas

Adidas

Nike

Nike

General

Adidas

Nike /
Adidas

For Adidas it is sometimes tricky [to recognize it] to be honest. Because the
logo is not really in the focus.

Consistency supports the perception you have of a company?
Yes I think so, for sure.
if I follow a profile, then I have a specific expectation about it and I expect certain content, which is consistent with what I am expecting. That’s why it is quite
important that the topics fit this expectation and that they are not totally out of
line. So if there are again and again topics in between, where I cant get what
they are about, then it might reduce my interest in the profile and I might unfollow.
No consistency: Bad for reputation, because I might not identify myself with
certain topics.

Nike: all the pictures and videos that they have correspond to a certain style,
they are all somehow similar, the kind of picture.
I think you can recognize clearly that Nike is targeted at the strength and power
of the people, which they also act out. That topic is really consistently
conveyed.
Visually I would say that partly Adidas is really consistent. or example, when all
the colors match I can assume that it is all one campaign or one product, like
here where the color scheme is all in orange.
Sometimes it is more difficult to recognize the connection, like with this campaign where different people are presented, which are not related to sports, this
#MeetTheCreators campaign.

Nike is appealing in terms of the consistent diversity they show. But Adidas is
more coherent, so it’s more appealing in like the way they present themselves.
The pictures are more consistent I think.
colors they use and how they position the people. Because I think that the picture they give, it’s really smooth and it’s really nice to watch. And it’s not chaotic
at all.
Consistency is for me that the companies follow a straight line, so that they
remain true to their chosen path. A company is also consistent if I can understand the image that they want to show to me.

Identification /
recognition
value

Inconsistency is
bad
Inconsistency is
bad

Influence on
Reputation

Visual consistency, vibe
Identification /
recognition
value

Visual consistency, vibe
Content / message consistency

Visual consistency, vibe
Identification /
recognition
value

Consistency increases
reputation

Unrelated content

Similar, fitting, recurring
topics

Logo for consistency
and easier identification
(popular Nike logo)

Expectations

Colors, filters

Similarity

Chaotic

Nike better in message,
Adidas better in visual

IR4

Consistency

Comparison

IR4
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IR5

IR5

IR5

IR5

IR5

IR5

IR5

IR5

IR5

IR5

IR4

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Nike

Adidas

Nike

Nike

Nike

Nike

Adidas

Adidas

Adidas

General

Nike

For Nike I think it’s easier, it is consistently visible I would say. I think also because they have the Nike logo, which is so popular, and the slogans or Nike
writings on the clothes, it is easier relatable and consistent. So thereby they can
show the brand more frequently and also not in a too obvious manner, on the
clothes for example.
Consistency for me, in relation to Instagram, is that the posts and also the
whole storyline are uniform and consistent. I don’t want to think about certain
pictures that they don’t fit in or cannot belong to the companies. Or if it is such a
colorful mix that you cannot tell to which company it belongs.
I like it for Adidas that they always post about three to four posts in the same
color scheme, that makes it easy to recognize them and know that these posts
belong together. Also the transition between diverse campaigns or posts always fits well in terms of the colors. For example, they use orange in some
posts and before there was a yellow shade. I would say that fits together and
looks consistent and nice, without any strong break.
#MeetTheCreators? Well, sometimes the faces are a little suspect to me. But
maybe the company also want to lure or attract the users by it, to make them
think about it, since it doesn’t fit visually and also in terms of the topic that well.
#MeetTheCreators? Of course, if you see the picture of the chef, it is not that
easy for a moment to find the connection to a sporting goods manufacturer.
You rather expect sporty females.
I think for Nike especially the hashtags, they are more consistent than Adidas’.
Because they always use the specific product names if they present a new
product and always #nikewomen, that is more consistent for me there.
Also the pictures fit nicely together. Nike mostly bundles two posts thematically
together, for example they directly post two pictures of the campaign with the
women in the burka.
I would say [I can identify the companies easily]. I think for Nike there are a lot
of sports pictures, showing different types of sports, but always with the swoosh
logo or the slogan “just do it”. Or they show their shoes or their products. I
would say you can recognize it quite well.
I would say [I can identify the companies easily]. Moreover, they also use wellknown influencers like Serena Williams for example, and they appear quite
often.
I would say with this #MeetTheCreators campaign it’s a little harder [to recognize Adidas]
I would say it’s easier at Nike’s profile to recognize it. The pictures are more
similar in terms of the poses; there are a lot of shoe pictures, which is also typical.

Identification /
recognition
value

Identification /
recognition
value

Visual consistency, vibe

Logo for consistency
and easier identification
(popular Nike logo)

Colors, filters

Similar, fitting, recurring
topics

Inconsistency
as a good thing

Inconsistency is
bad
Content / message consistency
Content / message consistency

Similar, fitting, recurring
topics

Relatedness, connection

Well-known ambassadors

Logo, slogan

Hashtag consistency

Expectations

Identification /
recognition
value
Identification /
recognition
value
Identification /
recognition
value
Content / message consistency
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IR6

IR6

IR6

IR6

IR6

IR6

IR5

IR5

IR5

IR5

IR5

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

General

General

Adidas

Nike /
Adidas

Nike /
Adidas

General

Nike

Nike

General

General

Adidas

For Adidas, it is a really colorful mix between sport pictures, but also the different campaigns, which are not always directly connected to sports, like the example with the chef in the creators campaign.
I think that this inconsistency or discrepancies could also stimulate followers to
click on the pictures in order to find out more. However, personally, I prefer it
when it is more consistent.

However, personally, I prefer it when it is more consistent.
For me it’s once the point of consistency, the whole picture and vibe is more
consistent in Nike’s profile.
For me it’s once the point of consistency, the whole picture and vibe is more
consistent in Nike’s profile.
I think it’s just important to show it everywhere. So Instagram has to tell the
same messages as in the store. But then more coherence-wise rather then, so I
think yes, it’s important on Instagram just because it has to be also in Instagram
I think on Nike’s ones it’s a lot about kind of empowering women and showing
the new products, maybe. And, I am not sure if it’s really consistent actually.
Doesn’t really feel very consistent. Adidas seems a bit more consistent
I mean they are consistent in a way that it’s always about women, but then it’s
about all kinds of sports and it’s even about not doing sports but having the
lifestyle stuff that makes it a bit inconsistent.
As long as it’s still with what they usually communicate, it’s fine. I think that
advertisement back then was also with a singer and not a sportsperson, which
was really weird then.
I think on Instagram it’s super important. Like the most successful accounts are
the ones which are consistent, because you know it’s one topic, and you know
you are interested in it, so that’s why you follow. As soon as one account
changes topic or has several ones, you don’t really know what they are posting,
you usually don’t follow.
I am not sure if it has so much effect on the reputation. I think, maybe it has
more to do with how many people follow you, and if more people follow you and
see good things, then maybe your reputation increases. But I think it’s not so
much the reputation but more indirect, so, you just, consistency creates more
followers and then more followers see the content, I think.

Inconsistency is
bad

Comparison

Comparison
Consistency
with outside
world/accross
channels

Comparison

Influence on
Reputation

Similar, fitting, recurring
topics

Too many topics

Nike better

Nike better

Consistency increases
reputation

Expectations

Comparison
Content / message consistency

Expectations

Inconsistency
as a good thing

Inconsistency is
bad

Indirect, through attracting followers

Too many topics

Influence on
Reputation
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IR7

IR7

IR7

IR7

IR7

IR7

IR7

IR7

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Nike

Nike

General

Nike

Adidas

General

General

General

Content / message consistency

Visual consistency, vibe

Comparison

Comparison

Consistency
with outside
world/accross
channels
Consistency
with outside
world/accross
channels

Consistency
with outside
world/accross
channels

Logo, slogan

Similar, fitting, recurring
topics

Important on the feed,
less important on landing page

Adidas better in visual

Adidas better in visual

Responsiveness, accountability

Consistency increases
reputation (But it needs
to be consistent with the
outside world)

Responsiveness, accountability

It’s important for me that on Instagram they can react to this story somehow
[negative publicity from elsewhere]
For me personally more consistent looks Adidas, because I think they have a
really nice color scheme and they are really good in connecting their next story
to the previous one. And I, like looking at their feed is like seeing a lot of stories
but somehow connected and always the colors are somehow related to other
posts nearby, and I think that is really consistent.
Nike is just a bit more, it’s not that, well it’s still consistent of course, they also
have their stories and campaigns and stuff, but regarding colors and, I don’t
know how to say, the matching of the posts maybe, something like that, is not
as coherent as in Adidas maybe.

Identification /
recognition
value

But at the moment, like if I only see nice stuff from them on Instagram, yes, my
picture of them is positive. But it might also change regardless what they post
there if it is not consistent with what happens in real life outside.
H&M scandal: It was obviously bad, but what I liked about the company reaction a lot was that they directly gave feedback to that on Facebook and Instagram as well. So they didn’t ignore the topic on social media and I think that is
something very important, and I would expect that from every company, so also
nikewomen and adidaswomen. So if they wouldn’t do that I would be disappointed.

If I only see on my newsfeed like one post, it doesn’t really matter. But of
course if I go to their page, then yes.
I personally really like the Nike stories, because they are doing this campaign
called #UntilWeAllWin. And I really like it because they show different personalities and [...] they show that every woman regardless from where she comes
from, can achieve everything and I really like that and I think it is consistent on
Nike’s page, because they do it with different personalities.
It’s definitely Nike where you can see directly who it is. Because even on the
pictures that are not from the products but from personalities you can always
see that it’s Nike. Because they always wear some thing from Nike where you
can also directly see the logo on the side. So actually I don’t see any picture
where you cannot see it.
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IR8

IR8

IR8

IR8

IR7

IR7

IR7

Consistency

Consistency

Consistency

Consistency

Transparency

Consistency

Consistency

General

General

Nike

General

General

General

Adidas

But then when you scroll down in your overall feed, where also my friends’
posts and all the posts of other users are, then I think visual consistency is not
given anyway, so I don’t really care about that.

I mean it depends, if I am interested in the products, then yes, maybe I am interested in consistency, then I just look at the products. But for me personally, if
I am interested in the company’s story, it would be better if it is not always to
strictly consistent. If you can see “okay, Nike does a statement for child labor in
Bangladesh”, then I would be more interested, even if the post before was
about a shoe or something. So something like that for me personally would be
more interesting, but I am also aware that they would probably never do that on
Instagram. That’s why it’s not all about their reputation on Instagram, because
they would never post something like that there, because it does not really fit.
It depends, I mean of course if I only see them on Instagram and sometimes
see some shoes or some initiative, then of course it’s nice. But I mean, if then
on the same they there is something in the newspaper or the TV saying something about the company that isn’t nice, than I would not say “Oh it doesn’t matter because they have a nice Instagram feed.” So it’s always the perception that
I have on Instagram, yes, it’s of course always nice what they post, but then
there is also the public, global, whatever reputation, that not only comes from
Instagram.
Yah I mean of course, I think if it’s content that I find interesting, definitely. But
sometimes I am also annoyed by content and then I unfollow. So I always, if I
follow a profile or a brand, if it’s not relevant to me over time, then I do unfollow.
So it should be content that is useful for me, and not just spams my feed.
If I just go through, if I just look at the visual consistency, I would say that both
are very consistent actually, but I feel like in different ways. Color-wise for example I feel like Nike is consistent, since it’s very toned down, so it’s not very
colorful, it’s all more like greyish and you get a very urban vibe kind of. It’s very
cool, there is not too much color and it’s not too, I don’t know, not to bright kind
of.
I think on Instagram it’s definitely important that the overall feeling or how I perceive a feed, the overall feed if I scroll through, it’s definitely important that it is
visually appealing and consistent. Because otherwise, if there is too much going on I feel like it overwhelms me and it’s not nice to look at. So I like that for
example colors are kind of make sense with each other and don’t clash too
much.

And for Adidas, at least for some of the posts, you cannot directly identify Adidas, and I personally like that, because then it’s more like a subconscious process of attaching somebody to the company, because you are like “oh I like the
post” and it’s not like about the logo, it is not that obvious than.

Visual consistency, vibe

Visual consistency, vibe

Comparison

Inconsistency is
bad

Influence on
Reputation

Consistency
with outside
world/accross
channels

Identification /
recognition
value

Important on the feed,
less important on landing page

Important on the feed,
less important on landing page

Less colorful

Expectations

Consistency increases
reputation (But it needs
to be consistent with the
outside world)

If relevant/critical issues
need to be addressed
(Does it fit to Instagram?)

Missing identification as
a good thing
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General

Expectations

Consistency

Inconsistency is
bad

IR8

Adidas

More colorfull

Consistency

Nike

Relatedness, connection

Users dont want to do
research

Comparison

But in terms of message of course, I mean, I want the company to stand for
what I feel like they pretend to stand for, or what they also communicate on
other channels, and overall, what they stand for.
And for Adidas, I feel like it is exactly the opposite, it’s very bright, there is a lot
of orange and yellow, natural colors, so green and blue and I think it’s very
colorful and there are always like kind of themes that are going on, so
#MeetTheCreators it’s all the same colors, than this with the bra and the textile,
that is just recent, it’s all in orange.

IR8

Consistency

Adidas

I mean I think both are also consistent in this regard. Like I said, Nike is probably more about cool and confident women, it’s the message they want to send.
#MeetTheCreators: I was very confused. But when you get the message, like of
course you, unfortunately have to do some research on your own, but when
you get the message that it’s like their personal stories and how they are creative in their own ways, then of course I feel like it makes sense with Adidas.
Inconsistency: Not if it makes me think too hard to be honest, because on Instagram I feel like you don’t want to take the time to not understand and do
research. I feel like it has to be very clear at first sight, because otherwise it is
too much of a hassle.

DRIVE (determination,
fierce, power) & DIVERSITY

IR8

Consistency

General

It should be the message that I can relate to, understand easily and also associate with the company.

Comparison

IR8

Consistency

General

Users dont want to do
research

IR8

Consistency

Inconsistency is
bad

IR8

Nike

More diverse

Consistency

Inconsistency
as a good thing
Content / message consistency
Identification /
recognition
value

IR9

FUE3: Healthy, strong,
cheerful, creative,
community

Adidas

Comparison

Consistency

So it’s more diverse I think. Because they don’t show a clear picture of themselves.
And then for Adidas I would say the message is more individual, like that it
shows more people and what they do, how they are creative, how they are their
own individuals with their own identity. So I feel like that is the message overall
that they want to show. I feel like there are a lot

IR8

Adidas

FUE3: Healthy, strong,
cheerful, creative,
community

Consistency

Comparison

IR9

Too many topics

Nike /
Adidas

Comparison

Consistency

That one goes to Adidas as well. I think the color and how the pictures are taken are more like fitting into the big picture I just mentioned, they only cover
those sport things and a happy lifestyle and stuff like that.
I think Adidas is doing better. Because they have like that one message. And
from Nike I don’t have that perception. I mean like of course they are doing
fashion as well, because Nike shoes are not only about sports. But either do
this either do that! That is my opinion.

IR9
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IR9

IR9

IR9

IR9

IR9

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Nike /
Adidas

Nike
Nike /
Adidas

General

General

General

Nike /
Adidas

Nike is better in this, because Nike has always like the logo somewhere in the
picture. And for Adidas, some bras or some clothing don’t show these typical
three stripes, so I can’t really tell whether it’s Adidas or something else.
Yes, it does. Because if I am following a certain channel, I am kind of looking
forward to similar content. So if it’s like mixed I don’t know whether I will continue to follow.
But it isn’t that necessary, since on the overall landing page you always see the
picture together with other users’ posts anyway and it wouldn’t visually fit anyway. So the visual consistency is more important if you go to the profile I would
say.
The consistency, which is more important, is about the topics and the information within the profile, rather than the colors.
Whereas Nike has like for example a video of a black baby maybe or sometimes even like only shoes itself and then a crowd. So it’s all more busy maybe
and it doesn’t really fit together. It’s not that consistent compared to Adidas.

Importance

Comparison

Comparison

Comparison

Comparison

Importance

Expectations

Visual more important
than message

Nike better in message,
Adidas better in visual

Nike better in message,
Adidas better in visual

Less colorful

Too many topics

Important on the feed,
less important on landing page
Message important than
visual

Logo, slogan

IR9

Consistency

Nike /
Adidas

And it uses a lot of black and white and is not that colorful than Adidas is.
I think in relation to the visual consistency I would say Adidas is better, because
in terms of colors it matches better. They use a lot of warm colors in the summer and in the winter rather colder colors. So you have the feeling that the
whole picture is suitable and appropriate. Nike on the other hand is a bit untidier, so it kind of mixes the colors a bit more unconsciously.
But the textual consistency is better on Nike’s profile, because from top to bottom there are always these success stories and the claim “we are strong women and we want to show it to the world.” So they refer to every kind of women
and they illuminate how these different women feel strong in their own way and
how the company can convey this message to the outside.
I think on Instagram, because it is also a channel which actively started with
pictures, and it is all about visuals, I think actually the visual consistency might
be more important than the textual message behind. Because only when I find
the post visual appealing I start reading the caption underneath.

Content / message consistency

Identification /
recognition
value

IR10

Consistency

General

I think that for both they are quite coherent with their posting, what I just thought
was interesting, since we talked about – and I also believe that – Adidas is
stronger in street wear, I thought it was quite interesting that the “adidaswomen” didn’t use that. Because that one is mainly just focused on sports, so in that
sense it’s super consistent, because all you see is all about working out and
having that community feeling, whereas for me Adidas would also be more
focused on supercool street wear.

Expectations

IR10

Consistency

Adidas

Influence on
Reputation

IR10

Consistency

Visual consistency, vibe

FR1
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IR1

Resp.

FR1

FR4

All FR

FR4,
All FR

FR4

FR1

FR1

FR1

FR1

FR4

Authenticity

Driver

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Consistency

Adidas

Relating
to

General

General

Nike /
Adidas
Nike /
Adidas

Nike /
Adidas

Nike
Nike /
Adidas

Adidas

Adidas
Nike /
Adidas

Content / message consistency

Too many topics

Similar, fitting, recurring
topics

Too many topics

Codes

Ambassadors contribute to authenticity

Generalization

Adidas better in visual

Ambassadors, (emotional) & real stories

Comparison

Comparison

Comparison

Confusing

Comparison

Consistency increases
reputation

Comparison
Inconsistency is
bad

Personally think it’s good that they split it, because I do think that is two different categories that you shop for. If I follow “nikewoman” I don’t think I would
want to see their street style. Because then I would want to have more nutrition
content and workout content and the new products. So I thinks it’s good that
they separate it.
And that’s probably also why they have a clearer overview cause it’s way more
focused in Adidas than “nikewoman”, which tries to cover everything.
So they are definitely more consistent in Adidas, whereas in Nike they have
mixes, women, street styles, sports, and stuff like that.
Nike is a bit more confusing in a sense because they are really mixing all kinds
of like feels.
So I feel like everything looks great but you can’t relate to everything, whereas
Adidas seems more specialized to the everyday type of women who work out.
The creator community, the workout community, ‘join me for this’, I feel like they
are more collaborative and try to create a community, whereas Nike is more
focused on these amazing athletes, like ‘look at Serena Williams and let her
inspire you to do sports’ and in Adidas they are more ‘come do sports with me,
with everyday people’.
What I noticed is the color scheme in Adidas is a little more consistent. They
have a better full-profile posting scheme, I feel like it looks more coherent than
Nike’s.

Influence on
Reputation

Consistency increases
reputation

Too many topics

Adidas is more consistent than Nike.

Influence on
Reputation

Comparison

Preferece for consistency: It looks like the pictures belong there.
Preferece for consistency: Yes, especially when you have that many posts, you
hardly just look as one picture by one as an Instagram user, because that
would just take too long, so it’s nice to have a nice overview.

Transcription
Adidas: first female marathon runner and the videos are really nice and, like
she changed really the running for women, she created running for women in a
sense. Yah, I think that makes it also credible if you have real persons’ stories
behind. That makes it authentic.
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IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

General

General

Nike /
Adidas

Nike

General

Adidas

General

General

Nike
Nike /
Adidas

It would create empathy I think.

I would feel closer to the company, yes. Definitely.

They don’t really give you an insight into their company.

Of course they are all staged I guess, but not manipulative.
For Nike, the picture of the marathon runner, if I see here, like crying almost
because she did it, this Shalane Flanagan, I think this is not staged. Of course
it’s all a lot deliberately planned, but not really staged or manipulative, not at
all.

I would like sometimes to have a story about a normal, casual employee working there and telling something about their daily life and, yah, I don’t think you
get so much like the look behind the facade. So that could be a bit more but
maybe it’s also because it’s such a big company, that you cant get that. But,
like startups do it, you know, it’s nice if you have these little stories from their
daily lives, what are the people behind.
that you feel that it’s about people as well, you know. And it’s not all planned.
It’s a little, like, easy
for Adidas a little more, because it’s a little more cheerful. So it appears that,
yah, this could be a friend of mine who posted that picture. So I think Adidas in
this regard is a little more, maybe even a little more authentic.

Really professional. But that’s for both.

Importance / Impact
of authenticity

Importance / Impact
of authenticity

Looking behind the
corporate curtain

Staged content

Corporate guidance/
professional

Ambassadors, (emotional) & real stories
Corporate guidance/
professional

Nike: because of Serena Williams. She is a black woman and she got so successful, so, it’s nice to have stories behind the profiles and the pictures.

IR1

Authenticity

Staged content

Definition

Looking behind the
corporate curtain

IR1

Authenticity

Importance / Impact
of authenticity
Corporate guidance/
professional

IR1

It’s really important. Because, yah, I think they are authentic
but they both could do more, like to get more personal, and that also means
more authentic even. Not just like, the big corporation you cannot get close to.
Authenticity

General
Nike /
Adidas

IR1

Ambassadors contribute to authenticity

Both are professional

Knowing more about
the corporate life and
people in the company would be appreciated
Spontaneousity is
appreciated on IG

Adidas seems more
authentic
Content on IG is
always staged but
not necessarily manipulative

Real emotions do not
feel staged
Both don't provide
access behind the
'corporate curtain'
Authenticity increases perception/feeling
towards company
Authenticity increases perception/feeling
towards company
Authenticity increases perception/feeling
towards company
Both could be even
more authentic
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IR2

IR2

IR1

IR1

Authenticity

Authenticity

Authenticity

Authenticity

Adidas

Adidas

Nike

Nike /
Adidas

Staged content

Staged content

Preference

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

Adidas seems more
authentic

Ambassadors contribute to authenticity

Ambassadors contribute to authenticity

Ambassadors contribute to authenticity

Both don't provide
access behind the
'corporate curtain'

Pictures on IG are
always staged
The choice of brand
ambassadors and
models is really important for authenticity

both don’t really post stories or something about behind the scenes.
Nike I like the picture with the marathon runner, because, as I said, it’s not that
staged, it’s like more natural or also like, there is a, I think it’s the UK football
league, there is a woman, like… I like the pictures where sport athletes are like
in, they don’t pose, they are just in their element, it conveys a lot of emotions,
yes.
Authenticity at Adidas’ profile is for sure that they integrate those other people
and these other stories like in the #MeetTheCreators campaign. Like, people
that are not directly related to sports. That appears authentic to me,
it does not seem staged at all. Because in general, everything on Instagram is
staged. And therefore I think what they did with this campaign is really really
authentic.
For Nike it is the shoes in daily life, not staged. For Adidas, the product is
much more prioritized on the profile. Nike portrays it much more subtle, which
is better I think. It is not that “in your face”, not so staged, it is much more authentic.

Staged content

Nike

IR2

Authenticity

Nike /
Adidas

Ambassadors contribute to authenticity

Unrelated content

Adidas seems more
authentic
Adidas seems more
authentic

Ambassadors, (emotional) & real stories

Authenticity

IR2

Authenticity
Nike /
Adidas

Staged content

IR2

Authenticity

Adidas

because the pictures appear like as if they were from daily life. Of course they
are also staged. But for example the marathon runner or the soccer player,
that does not seem staged, not like models who were told to stand somewhere
and then pictures were taken. On Adidas profile for example, I think the
#MeetTheCreators campaign is not that staged, the cook for example, but
otherwise the pictures are really staged I think.

IR2

Authenticity

Nike /
Adidas

IR2

Adidas

Preference

Authenticity

pictures are always staged, the people are models, but the company put
thought in how they present it, like which model they take and in which pose.
So they thought about how they do it and which message they want to convey
with it.
Nike, it is also authentic if they sponsor athletes, because it relates to the
company, but it is something else. I think Adidas is focusing much more on
emotional content in this regard, which always supports authenticity.
I think Adidas are even a bit more credible than Nike. Because as I said regarding authenticity, they also portray people like this cook, from another
background. Thereby is seems more authentic I think, especially because
there is not this direct connection to the company and the sporting goods.
they try to convey a certain message, they use people out of the real life,
which increases the credibility.

IR2
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IR2

IR2

IR2

Authenticity

Authenticity

Authenticity

Authenticity

Adidas

Nike

Adidas

Adidas
Nike /
Adidas

Adidas it appears as if they would just like to market their products, and this is
what I don’t like.
I don’t really think you can see that. Because these are all athletes who are
pictured. And I don’t think that only athletes work for Nike and Adidas. I don’t
really think you get an impression about how the company behind is and how
the people who work there are.

I think both are credible, Adidas is more authentic to me. Because it focuses
more on the individuals themselves and what they think and do, their personal
stories.
both companies are professional, for sure. Also like how the photographs are
made. All pictures are beautiful.
Adidas is more staged in this regard. For example, the lady with the sports bra
they want to sell. You can see this sports bra a hundred times form different
views. Or also how the lady who wears the bra looks, I think this is really
staged.
also staged, but the people are also pictures from further away, so the focus is
more on the overall picture and not only on the product. I think because Nike
pictures the whole person it is also more authentic

Looking behind the
corporate curtain

Staged content

Corporate guidance/
professional

Preference

Importance / Impact
of authenticity

Advertising

Both seem authentic

Nike seems more
authentic
The choice of brand
ambassadors and
models is really important for authenticity
Nike seems more
authentic
Adidas seems more
guided by the company
Nike seems less
guided by the company

Both don't provide
access behind the
'corporate curtain'
Authenticity increases perception/feeling
towards company

Nike seems more
authentic
Adidas seems to
strongly market its
products

Both are professional

IR2

Authenticity

Nike /
Adidas

Preference

Preference
Corporate guidance/
professional

IR2

Authenticity

General

Absolutely.
both have their pros and cons. But regarding taste, I would say Nike, that’s just
my feeling. Of course Adidas has the #MeetTheCreators campaing, which I
think is authentic, but I would still say in overall it’s Nike.

Adidas seems to
have more staged
content

IR2

Authenticity

General

Staged content

IR2

Authenticity

IR2

Authenticity
Nike

Definition

IR3
Authenticity

Adidas

being like the maximum degree of realistic as well. So showing what’s like, so
not creating a fake world of how everybody is so sporty and so slim and how
the company is made for those kind of people, but showing a variety and diversity of people and how the brand is made for everybody.

IR3

Authenticity

General

IR3

Nike

Corporate guidance/
professional
Authenticity

Nike to be a bit more authentic according to their Instagram.
Adidas it’s more controlled by a company. You see that it’s very well structured, that the colors are, that they are following certain standards and rules I
guess. behind Adidas there is a company and many rules
Whereas, for Nike I wouldn’t be surprised if there is like a lot of individualistic,
like diverse people on it that post just as they feel. for Nike it seems a bit more
easy-going.

IR3
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Authenticity

Nike

Nike /
Adidas

from both it seems rather staged then spontaneous. Like there are some spontaneous pictures on Nike, from what I see now, but I think that it’s pretty obvious that both of them are staged, but trying to be spontaneous.
Nike is more showing mere product pictures, like promoting obviously a special pair of sneakers or some kind of clothing. But the authentic part is more
real here because they are showing a greater variety of people and not just
one streamline of, like one specific personality that is made for the brand.
I2: Do you find one company more appealing than the other in terms of their
authenticity?
IR3: Well, at the beginning I was team Adidas. But now in terms of authenticity
I would say even Nike.

Definition

Importance / Impact
of authenticity

Content on IG is
always staged but
not necessarily manipulative

IR3

Authenticity

General

really clear and honest line the company remains true to. What the company
presents needs to be credible, so that the viewer can believe it.

Staged content

IR3

Authenticity

General

Preference

Nike seems more
authentic

IR3

Authenticity

Nike realizes that in a better way than Adidas.

Preference

IR4
Nike

Communicating in
line with the overall
message is important for authenticity
Nike seems more
authentic

Authenticity

Ambassadors, (emotional) & real stories

IR4

women on Nike pictures can comply with everyone. Everyone can identify with
them, because they portray really diverse kinds of women, every color, shape
and look. But the women are also always really strong, they seem strong, and
thereby they also seem real and authentic. And the strength Nike incorporate
also in its image towards the consumer is supported and verified through these
women.

Authenticity

Nike

IR4

Adidas

The choice of brand
ambassadors and
models is really important for authenticity
Communicating in
line with the overall
message is important for authenticity

Authenticity

Staged content

IR4

Adidas

Adidas' content
seems staged

Authenticity

Staged content

IR4

Adidas seems more
guided by the company
Nike /
Adidas

Corporate guidance/
professional
Authenticity

it seems staged. Because sometimes you get the impression that the women
that are portrayed don’t comply with the image that should be represented.
it does not seem like a snapshot, it just seems staged. And thereby I think it is
harder to identify with it, if you have the feeling that what is pictured is not the
reality.
Adidas not really, I don’t have the impression that there is a real person behind. For Nike more, yes. Maybe also because I see her, I know her. She is
just a world-class gymnast, Simone Biles. And these are people where you
really know they do that every day. And thereby it also seems as if the picture
was just shot in this moment, without her even realizing.

IR4
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IR4

IR4

IR4

Authenticity

Authenticity

Authenticity

Authenticity

General

Nike /
Adidas

General

Adidas

General

the people on the pictures play a really important role. Because I think that
they communicate authenticity through emotions and expressions best.

I don’t think you can really see it. I would appreciate that, like also to see who
works in these companies or where they work. I think that would again enable
that even more people could identify themselves with the company.

For sure.

influencer, who really fit the company also convey authenticity? IR4: That’s for
sure!
quite ambiguous for me to be honest, because I think, she is a topmodel. She
doesn’t do sports everyday like she pretends to do in this picture. I don’t think
so. So this renders everything really implausible, in my opinion. And straightaway I would say here that I see less and fewer authentic faces, compared to
Nike.

Ambassadors, (emotional) & real stories

Looking behind the
corporate curtain

Importance / Impact
of authenticity

Ambassadors, (emotional) & real stories

The choice of brand
ambassadors and
models is really important for authenticity
The choice of brand
ambassadors and
models is really important for authenticity
Authenticity increases perception/feeling
towards company
The choice of brand
ambassadors and
models is really important for authenticity
The choice of brand
ambassadors and
models is really important for authenticity
The choice of brand
ambassadors and
models is really important for authenticity

Ambassadors, (emotional) & real stories

IR4

Authenticity

Ambassadors, (emotional) & real stories

IR5

most of the models from Nike for example also appear authentic, they fit the
brand, for example Serena Williams. The influencer in the picture does not
look arrogant or something like that, but through her expressions she conveys
the message and the brand behind this message.

Authenticity

Adidas

Unrelated content

Nike

IR5

Authenticity

Adidas

Ambassadors contribute to authenticity

IR5

Authenticity

Content should be
related to sports
the choice of brand
ambassadors and
models is really important for authenticity

Ambassadors, (emotional) & real stories

IR5

Adidas

Corporate guidance/
professional
Authenticity

Adidas, I think, there is not a really a clear, recurring brand ambassador at first
sight, like Serena Williams for Nike.
missing the connection to the sport. And that is also something, which belongs
to authenticity, that there is always this connection, because still they are always sporting goods manufacturers. They should deal with critical topics of
society, but they should still always connect it with their company.
For Adidas for example not so much, you can see that the people on the pictures are professional models or athletes. It’s not the woman, who does the
product or the event management for Adidas, who comes across. For me it is
more a clear story that the company has thought about, where external people, like brand ambassadors are pictured.
IR5
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IR6

IR6

IR6

IR6

IR6

IR6

IR6

IR6

IR5

IR5

IR5

IR5

IR5

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

General

General

Nike /
Adidas

Adidas
Nike /
Adidas

Nike

General

Nike /
Adidas

General

Nike

Nike

Nike

Adidas

Ambassadors, (emotional) & real stories

Content should be
related to sports
Content should be
related to sports

Both are professional

Unrelated content

Preference
Corporate guidance/
professional

Both are professional

Ambassadors contribute to authenticity

Importance / Impact
of authenticity

Both seem authentic

Advertising

Content should be
related to sports

Preference

Ambassadors, (emotional) & real stories

Real emotions do not
feel staged

Looking behind the
corporate curtain

Ambassadors contribute to authenticity
(Stories)

Ambassadors contribute to authenticity

I think they support the authenticity. How they are pictured, it seems authentic,
but sometimes, like I said for Adidas, it is too far away from the sports topic.
And that affects authenticity in a negative way for me.
Nike, most of the posts also have to do with sports, or with the products that
are also displayed really clearly.
Because I know that you can wear those Nike shoes also in daily life, and they
show that. That is why the authenticity is higher at Nike’s profile, and because
they also show a lot of sports pictures and also Serena Williams fits perfectly
and stuck in my memory, because she is featured repeatedly. And therefor I
can also identify myself better with it.
this “be a woman” topic, she is really successful while she didn’t always have
an easy life and nonetheless she reached all this goals, I think she is a really
good influencer for Nike and adds a lot to the company’s authenticity.
I1: Okay. And this authenticity, does it also lead to a better perception of Nike
compared to Adidas?
IR5: Yes, I would say so, yes.

Ambassadors, (emotional) & real stories

Looking behind the
corporate curtain

Ambassadors, (emotional) & real stories

I think both they are quite authentic in a way that they show women in each
kind of way,

Ambassadors, (emotional) & real stories

Content should be
related to sports
Adidas seems more
authentic

it’s not only the pretty one posing, it’s each kind of sports and even if the picture is not as pretty, they still show it.
for Nike it’s really that you, that it should be sports focused, I mean of course
it’s a great brand and you want to wear the logo, but it should really be about
the sport and that people are really serious about it and also, yeah, I mean
now it’s about women, right, that in all kinds of sports they succeed.
And for Adidas I have more the feeling they are a little bit more lifestyle. So for
them it’s a bit more, they are really authentic in this kind of lifestyle thing
I think it’s super professional, both of them.
I think it’s super professional, both of them. And it’s not like I am following
some kind of Nike persons, personification, you know it’s a company and they
do kind of their advertisement and you chose to see it.
No I don’t think so. Because I follow them because of the sports, not because
of how they work, right? So I do sports, so I want to see something related to
sports, not something related to doing business.
Yah, for example, that would be cool, to also even give an athlete, you know,
the account for a week and just see what they do, that would be cool. But then
you actually follow a person and not only the company doing the advertisement.
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IR7

IR7

IR7

IR7

IR7

IR7

IR7

IR6

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Adidas

General

Adidas

Adidas

Nike

Nike

Nike

General

General

But I feel like both of course are rather staged.

Message authenticity for me is more important.

really some big media department behind it that shows that the colors match
and everything is in order and stuff. So it seems a bit more planned on Adidas.
Adidas is a bit more professional regarding the social media maybe, or at least
I think it seems more guided to me. I mean, of course they have an authentic
campaign, but also that one, of course it’s guided by somebody, so I think this
one is, for me it’s looks more like professionally guided from Adidas.

people on the pictures they show are quite authentic for me. For example I
also like that they sometimes have pictures of a bit overweight people and
that’s authentic I think. And sometimes they really just show street styles or
also people just doing sports and stuff, and I really like that.

I really also like that they show some street styles as well, so how you can
wear their stuff also besides in sports maybe. So for me it is authentic.

Nike is trying really hard to give the big picture of their company, because they
show a lot of personalities. But they are still a sports company and of course
they support these people and I think it is very authentic, because that’s what
they do

for me it’s important that a company is authentic, so if I know they present
themselves differently on Instagram than in real life, I would not really like
them. But with Nike I have the feeling they are quite honest, with what they say
and with their campaigns and everything.

Yes, definitely

Staged content

Ambassadors, (emotional) & real stories

Corporate guidance/
professional

Ambassadors, (emotional) & real stories

Unrelated content

Ambassadors, (emotional) & real stories

Importance / Impact
of authenticity

Importance / Impact
of authenticity

Corporate guidance/
professional

IR8

Authenticity increases perception/feeling
towards company
Communicating in
line with the overall
message is important for authenticity
The choice of brand
ambassadors and
models is really important for authenticity
Interesting additional
content could be
beneficial for authenticity
The choice of brand
ambassadors and
models is really important for authenticity
Adidas seems more
guided by the company

Adidas seems more
guided by the company
Communicating in
line with the overall
message is important for authenticity
Content on IG is
always staged but
not necessarily manipulative
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IR8

IR8

IR8

IR8

IR8

IR8

IR8

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Nike

Adidas

General

General

Adidas

Nike

Nike

Adidas

Nike /
Adidas

like a real person behind it, who just shows her interests.

I think at Adidas’ profile it looks more natural, maybe because they are smiling.
It looks more natural
it speaks to me more that I see people that like doing sports for themselves.
Because I enjoy doing group sports or like people having fun while they are
doing sports, you know, because I do it for fun.
Adidas probably more, because they are just with friends and having fun while
they do sports. And here for Nike it’s more like campaigns.
Adidas shows more professionalism in their pictures, so I have more the feeling that they have like those marketing person behind
it’s not the perception that a blogger, photographing like all the stuff he likes, I
rather have that at Nike. Because Nike shows like different content, like “I
bought new shoes, look at those shoes” or “there is a person I met”, like a
laughing person, “look at her story”, and “I just went for a run”, so they are
more spontaneous maybe.

Corporate guidance/
professional
Corporate guidance/
professional
Corporate guidance/
professional

Staged content

IR9

Authenticity
Nike

a big marketing strategy behind Adidas.

Importance / Impact
of authenticity

Ambassadors, (emotional) & real stories

IR9
Authenticity

Adidas

t’s not that important.

Ambassadors, (emotional) & real stories

all the photos are very well chosen, they are all edited, so of course you would
not just post something random.
Adidas there is more natural seeming, like here with the people on the beach,
you know, it looks less, like it doesn’t look like they were told what to do, you
know. I feel like it looks very natural and not too staged.

IR9
Authenticity

General

more authentic, because it shows people from everyday life and not famous
athletes.

Preference
Corporate guidance/
professional

Preference

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

IR9

Authenticity

Adidas

Staged content

IR9

Authenticity

the marathon runner here, that’s also not staged, that was her feelings at the
point when she crossed the line.
lot more staged maybe. Because they are all looking into the camera, so they
all know they are being photographed, so it kind of seems a little bit more
staged, yah.

IR10

Content on IG is
always staged but
not necessarily manipulative

Authenticity is not
considered very important for reputation
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IR10

IR10

IR10

Authenticity

Authenticity

Authenticity

Authenticity

Nike

Nike

Nike /
Adidas

Adidas

Nike

is happy for these athletes and glad about their success, and that is also why
they want to share this on their Instagram profile, they want to show it to the
world. Nike wants to show that through their sportswear they can make a difference, they can motivate the women out there to do sports and be successful and realize their dreams. Nike kind of picks the viewer up and shows that it
helps people to find their way and be successful.

at Nike there are people portrayed, who really made it, who really achieved
something in sports. And they still do this sport like they have done for years.
At Adidas’, of course it makes a good impression if they kind of also portray
the “smaller women”, not that famous and so on, who kind of realize their hobbies, like the cook with cooking for example. But it is true that is does not fit
that well, so again I would vote more for Nike.
Because they are taken from every kind of sports, there is a marathon runner,
a football player. I think really all of them are normal athletes, even though I
don’t personally know these two. I really think it is authentic, but I think it
doesn’t matter if it’s Adidas or Nike, everyone kind of tries to market itself with
these people.
I think Nike is more authentic than Adidas, because they systematically portray
most different kind of athletes on their pictures and they celebrate their success stories.

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

Preference

Ambassadors, (emotional) & real stories

IR10

Authenticity

I think the sporting goods are quite paramount and in general women who
want to realize their true selves. But not really the stories behind it

Advertising

Preference

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

IR10

Adidas

IR10
Authenticity

Nike

Authenticity

IR10

Authenticity
Nike

Preference

IR10
Authenticity

Nike /
Adidas

Now that we talked about it, I would also rather buy Nike clothes to be honest.

FR3

Authenticity

Nike

FR2

Adidas

Unrelated content

Authenticity

you believe them that they live for the sport, and not that they are just paid for
it. So at Adidas profile you could also think that the pictures are really staged.
whereas for Nike it was just the person and not the body or the face or whatever. So that made it also more sympathetic
I feel like both brands always try to manipulate you and always try to influence
that you are thinking so I don’t really, yeah, catch up on that. Because I just
don’t want to fall for it, so to say.
I think it is authentic. Also, just one thing that I stumbled upon on the Adidas
one is that they also had a post about a female cook. And I was a little bit confused why they would include a cook. You know because it is not really related
to sports.

FR2
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IR1

Resp.

FR1,
FR3
agrees

FR3

FR1

FR5

FR1

FR3

FR4

FR3

FR4

Distinctiveness

Driver

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

Authenticity

General

Relating
to

General

General

Adidas

Adidas

Nike

General

Nike /
Adidas

Nike /
Adidas

Nike

Ambassadors, (emotional) & real stories

Corporate guidance/
professional

Ambassadors, (emotional) & real stories

Ambassadors, (emotional) & real stories

Corporate guidance/
professional

Corporate guidance/
professional

Preference

Ambassadors, (emotional) & real stories

Generalization
Distinctiveness is to stand out,
sometimes due to unrelated/surprising content

Ambassadors, (emotional) & real stories

Definition

Codes

personal stories, I think Nike has more to offer, because I mean it is about
athletes and really do their thing. so they also show their personal experiences,
I do not feel any personal attachment to this profile, I really feel like it’s probably several people, like a whole team sitting behind it and uploading whatever
they are told or whatever they think is nice as a team maybe but there is not a
person I think behind it.
Adidas uses more models I think. less authenticity just for me, because I don’t
know, Nike and Adidas I associate with athletes. commercials they use more
models whereas Nike uses more athletes.
on the one hand I want to do sports so one day I can look like the models who
are wearing these clothes, but on the other hand I also want to identify myself,
so I wish that they would also just use normal people doing it.
combine their street style quite nice that it looks less posed, it looks less professional in that sense, but of course they still need to fit in with the rest of the
profile.
I use Instagram normally for enjoying good images and finding very good photos. But I think Adidas is better than Nike because it has more edited photos
and more edited videos. Very good photos. t’s less relatable but I can enjoy it
more.
I do a lot of yoga, so in that sense I like Adidas’ approach more and I actually
also like the community feeling and especially because I like that better.
F3: That’s actually so true, because if you follow an influencer you really like
and see them wearing for example Adidas shoes, you would think “oh, that
looks so good, where can I find them, maybe I can get the same ones”, because it looks good on that person, and it is a normal person.
F1: Exactly, because it’s not some unreachable person like this supermodel
Karlie Kloss, it’s completely normal people wearing it and they incorporate the
products in their everyday lives, that’s why it is more authentic. [...] People just
like to follow influencers because they are more relatable and people feel like
they know them.

Transcription
distinctiveness is to stand out, to do something special, not always the
same. I would define it like that, like also pictures sometimes that are not
related.
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IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

General

General

General

Nike

Adidas

Nike
Nike /
Adidas

Adidas

Nike /
Adidas

Nike /
Adidas

Nike

Adidas

General

sports in the gym and freeletics kind of stuff, and Nike training club.
the emotional content that makes you stop. Or of course fashion if I really like something they wear. Or if there is an influencer I like and she
wears something I like, yah.
If you have the feeling that there is something behind, it’s not just about
selling, then of course it’s good. So I think it’s really good that they have
this thing about motivation and they, I think it’s really good that they even
do Instagram.
they should sometimes even have, like in between, a picture that is a
little more capturing, like it’s not so consistent, it stands out, that surprises you

For Adidas it’s more like the yoga part and do sports with your friends.

Nike is more about getting there, being strong and work out hard. And
more this, the people are tough.
The promise I think it’s that they not only sell sports wear, but they also
try to motivate you. And that’s for both

Adidas, as I said is brighter, it’s more cheerful, it’s more like, it’s a lot
about creativity.

Nike is using the swoosh logo and in general the logo a little better. But
also the Adidas logo, like, makes it stand out or you know it at least.

I don’t think they are so different. So I don’t think they have this huge
distinctiveness

Yoga, sports. The shoes.
nice ambassadors, like Serena Williams and Bella Hadid and diversity,
power, yah, “just do it”.

but kind of it raised, it like woke me up, it made me stop, it made me
think, and think like “What the fuck”, but it kind of was good for the company because I was thinking about Monki and I was telling others, so.

IR1

Stopping power

First Thought

First Thought
Comparison /
differentiating
factors
Comparison /
differentiating
factors
Comparison /
differentiating
factors
Comparison /
differentiating
factors

Promise
Comparison /
differentiating
factors
Comparison /
differentiating
factors

Stopping power

Promise

Stopping power

Distinctiveness is to stand out,
sometimes due to unrelated/surprising content
Adidas is associated with
yoga and diverse other sports
Nike is associated with athletes and power

There is not a big difference
between the two brands

Nike's logo is a littler easier to
identify

Adidas is brighter and more
colorful, it is about creativity

Nike is about empowerment
and strenght
Promise to motivate, not just
sell

Adidas is associated with
yoga and diverse other sports

Nike is more indoors
It's emotional content and
relatedness that makes you
stop

Promise to motivate, not just
sell
Distinctiveness is to stand out,
sometimes due to unrelated/surprising content
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IR3

IR2

IR2

IR2

IR2

IR2

IR2

IR2

IR2

IR2

IR2

IR2

IR2

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Nike

General

Nike

Nike

General

Adidas

Adidas

Adidas

Nike

Nike

General

Adidas

General

Nike I would say the first thing that comes to my mind now is like of
course the motivation, the sports spirit, and the ambitions for everybody.

Yes, for sure, that’s really positive.

that on Instagram a company shares posts not only for marketing and
sales purposes, but in order to change or influence the perception they
have among the consumers. So they should show who they are and
what they stand for, what their values are. I think this is so important.
Adidas I have the impression that it’s only marketing, they just want to
sell their new products
Instagram is not a mere marketing and sales platform, I think there you
can also communicate other topics, maybe more emotional ones, like
values and so on.
through the campaign with Serena Williams they show that they actively
take action against racism, because there is also this text in her picture
models they portrayed, I think that appears so credible, they show their
promise and the bigger need they pursue very much. Well, both promote
diversity, this is similar. But Nike does it better, it stresses it more, they
put it in the focus, also through their models, for example they portrayed
the model with the two skin colors.
I think it’s catchy because an emotion is conveyed. I think colors are also
catchy, like the women with the yellow background. She is also a strong
personality, which stands out. Something like that catches the viewer’s
attention.
I think colors are also catchy, like the women with the yellow background.
For example all those pictures where they promote the sports bra, they
would never catch my attention. Those are not pictures where I would
think “wow, this is a cool picture”, I would never stop scrolling
Group pictures also don’t really catch my attention. I think portraits do, of
women with strong expressions, again, there is an emotion conveyed.
[...] Not just this like pictures with a mass of people, and then I don’t
know what it is about, there I would never stop my scrolling.
Also the picture with the burka stood out a lot. I didn’t know that Nike
was producing something like that, or that this even exists.
model with the pigment disorder. in general, pictures with the focus on
individuals, who convey an emotion or who are somehow special, that is
what stands out on Instagram

Definition

Platform should be used to
communicate values not as a
mere marketing platform

Marketing focused
Platform should be used to
communicate values not as a
mere marketing platform
Promise to motivate, not just
sell

Marketing

Promise

Nike encourages diversity
more

Marketing

Comparison /
differentiating
factors

Emotional content makes
viewers stop
Colorful content makes viewers stop

Stopping power

Stopping power

Product focus does not have
a strong stopping power

Nike is about empowerment
and strenght

Emotional content makes
viewers stop
Distinctiveness has a positive
influence on the viewer's perception of the company

Individuals have more stopping power than group shots
Surprising/controversial content makes viewers stop

Stopping power

Stopping power

Stopping power

Stopping power

Importance of
distinctiveness
Comparison /
differentiating
factors
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IR4

IR4

IR4

IR2

IR4

IR3

IR3

IR3

IR3

IR3

IR3

IR3

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Nike

Nike

Nike

Adidas

Nike
Nike /
Adidas

Nike

Nike

Adidas

Nike

Adidas

Nike

Adidas

motivate people to give everything, regardless of what they do.

Power and strength. Many skin colors and individuality.
also through the captions they write or their descriptions they kind of
target these topics repeatedly. So people should stay strong in what they
do.

Shoes. Sport disciplines, classical sportswear

The shoe.

content is better from Nike, like the diversity of people.
what I do not really like about Nike is that they once in a while have
those only product pictures.
what Nike does for example, with the woman with the burka, I wouldn’t
have thought they would do something like that before. That exerts a
really positive influence

for Adidas there is nothing really that caught my attention directly except
for maybe the very colorful accents that they put.

variety of people. So this is like a big distinction for me because it is just
not present for Adidas.

Adidas is somehow giving a feeling of empowerment, I don’t know how
to describe it, but it shows you kind of, like the goal where you want to
be. And it’s very motivating somehow, because their pictures are really,
as I said, there are not so much pictures about products or shoes, but
the pictures are really like about fun and motivation and sports and being
active. So they are really motivating.

Adidas it is more like, it is more like there is a lifestyle behind it, like there
is a certain brand connection as well and also for Adidas I am thinking
more about like, personalities that are collaborating with the brands, so it
seems a bit more like famous to me, but I am not really familiar with Nike’s brand ambassadors.
Nike is really that they are producing stuff as well for overweight people
or for Muslim people and I am not sure if Adidas is doing that for Muslim
people for example. So it’s really like this focus on the diversity of people
and how they make sports a thing for everybody.

Promise

First Thought
Comparison /
differentiating
factors

First Thought

First Thought

Importance of
distinctiveness

Marketing

Promise
Comparison /
differentiating
factors
Comparison /
differentiating
factors
Comparison /
differentiating
factors

Comparison /
differentiating
factors

Comparison /
differentiating
factors

The photo with the hijab is a
positive surprise

Marketing focused

Nike encourages diversity
more

Nike encourages diversity
more

Adidas is more of a lifestyle
brand

Captions contribute to distinctiveness
Promise to motivate, not just
sell

Adidas is associated with
yoga and diverse other sports
Nike is about empowerment
and strenght

Adidas is brighter and more
colorful, it is about creativity

Nike encourages diversity
more

Promise to motivate, not just
sell

IR4
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IR5

IR4

IR4

IR4

IR4

IR4

Distinctiveness

Distinctiveness

Also Product
Presentation

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Nike /
Adidas

Adidas

Nike

Adidas

General

General

Nike

Adidas

Nike I think that with the burka debate they address topics like equality
and racism. That also shows distinctiveness to me.

three stripes in the logo.
both companies take up the women debate, because they also both
have these adidaswomen and nikewomen accounts. And Nike also
states in many of its campaigns “the power of women”, so they specifically deal with the target group and also women’s role in society.

Air Max, the shoes. Then power and “just do it”.

Nike sticks out more
pictures that take my fancy, where a person is pictured, who is maybe
doing the same sports as I do. hings I am doing as well, so of course this
would make me stop
I think the profile is more for giving me an understanding of the products,
and of course also of the more emotional things, like the companies’
values.
what I like are the close-ups of the products, which also don’t look that
typical. And because you cannot see the entire product I think it arouses
your curiosity

Promise
Comparison /
differentiating
factors
Comparison /
differentiating
factors

First Thought

First Thought

Stopping power

Nike encourages diversity
more

Nike is more distinct

Product presentation can
arouse curiosity
Nike is associated with shoes
and power and slogan
The Adidas logo stands out
(more than Nike...)

Adidas is more of a lifestyle
brand

IR5

Distinctiveness

Nike

Which company is more distinct or stand out form the crowd more? IR5:
For me it’s Nike again.

Promise

less motivating, because they try to motivate you to act out your feelings
and desires, but they don’t try to animate you to give everything. And
thereby I think it addresses me to a lesser degree.

IR5

Distinctiveness

Nike

lady with the burka. There is one picture from the side, and the caption
says something about “to show people the potential of Muslim women.” I
really like that they took up that topic and that they show that those
women, which are often suppressed in their country of origin, that Nike
gives them a voice with this post and bolsters them up. They say “hey,
you are not a fringe group, you are also one of our target groups and you
all have the potential to just do it.”

Marketing

Nike encourages diversity
more

Both encourge female empowerment

Emotional content makes
viewers stop
Platform should be used to
communicate values not as a
mere marketing platform

Nike is more distinct

IR5

Distinctiveness

Nike

Promise
Comparison /
differentiating
factors

IR5

Distinctiveness

Stopping power

IR5
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IR8

IR7

IR7

IR7

IR6

IR6

IR6

IR5

IR5

IR5

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Originally Authenticity

Distinctiveness

Distinctiveness

Nike

Adidas

Nike /
Adidas
Nike /
Adidas

Nike
Nike /
Adidas

Nike

Nike

General

Adidas

Adidas also encourages diversity, but in a different way creativity of individuals
Distinctiveness is important to
differentiate oneself

Platform should be used to
communicate values not as a
mere marketing platform
Nike is about empowerment
and strenght

There is not a big difference
between the two brands
Nike is associated with shoes
and power and slogan

Nike encourages diversity
more

Promise
Importance of
distinctiveness

Comparison /
differentiating
factors

Stopping power

Nike's message is empowerment

Comparison /
differentiating
factors

Importance of
distinctiveness

#MeetTheCreators campaign, they are not like stereotypical sport models, like tall, blonde and beautiful, but they are like more special types of
persons which distinguish themselves and don’t follow the masses. Also
from their picture you can see the message “we are not like the standard, we are not like everyone else”, so diversity,
because thereby the company also distinguishes itself from competitors
and for me it is also more stuck into my memory.
women empowerment, “there is no wrong way to be a woman” and that
they are strong and distinguish themselves over and over again, they
prove themselves. By doing that they convey the feeling to the customer
that they can make a difference.
sports hijab. And for example in that way I think they are really special.
Because they basically created a product, which is enabling people to do
sports, and they basically say everyone should be able to do sports, and
that’s why we create a sport hijab. I think in that way that was very very
special. really truly committed to enable people to do sports.
often showing women in the same, in like sports poses or zooming onto
a product. In some way nikewomen also shows athletes, actually. That’s
where they differentiate here.
I want to see something new from them, something that catches my
attention or is unusual, that what I kind of also expect from them.
l Nike and Adidas are just great competitors and sometimes it’s Nike
who is better in this month and then again it’s Adidas. So for me, yes
their feeds look a bit different, but it doesn’t really make a huge difference for me if I wear Adidas or Nike. So I don’t really have a personal
attachment to them.

First Thought

Nike has more prominent
ambassadors

sports shoes and I think that they are nice.

First Thought

Comparison /
differentiating
factors
Comparison /
differentiating
factors

Adidas campaign that they are doing right now with the ocean plastic
material, I really like that purpose for example. I mean it’s also about the
products, but there you can see that they are really trying to make a
difference and somehow improve the world a little bit while selling shoes.
So, that’s something I would really like for example and that could also
be a reason for me to buy Adidas and not Nike, if I see that.
Nike definitely the fierce aspect, like very cool, very ambitious and hardworking for the goals.
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IR9

IR9

IR9

IR9

IR8

IR8

IR8

IR8

IR8

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Nike

Nike

Adidas

General

Nike

Adidas

Adidas

Nike /
Adidas

Nike

Adidas

Adidas

Adidas is more like, a little more mainstream, like the same like the other
sporty Instagram blogs.

Yes definitely

Adidas I feel like is more showing women that are very slim and very fit.
I am always looking at those short sport tutorials or when a famous runner or an Instagram blogger is featured. And yah, like those sporty and
active pictures are nice
Nike is more distinct, because if I take Adidas I mean, if I am following
another brand, which is selling sports stuff, I am probably going to see
the same pictures, or even a fitness Instagrammer, I have the same
pictures. And Nike is different. also show like different sizes and body
shapes, and different cultures as well. They have people who are also
like normal like you and me and not like only models. They also feature a
lot of street wear

Adidas it’s more I think of the fun aspect and natural, I feel like a lot is in
nature. So I feel like it’s just being outside, like living a healthy lifestyle
and enjoying it. It’s more about the enjoyment in sports, it’s not so much
about, I mean of course reaching your own goals, so like being ok with
who you are, but it’s not so much about the competitive aspect.
Adidas it’s like I said maybe the group aspect, that it’s like fun to do
sports together and that it is kind of very inclusive and bringing people
together via sports.
Nike does a lot in terms of sports for everybody, I think it’s inclusive in a
way that they have a lot of different people. So there are also people that
don’t look very sporty, I mean they are maybe not in perfect shape. also
sports clothes for maybe overweight or here even for Muslim girls. So I
feel like it’s more about diversity and yah, making sports available for
everybody.
definitely. Because if they would both be the same, I mean, because the
products are basically the same, it’s very important that they have like
their own purposes when they do stuff.

IR10

Distinctiveness

Nike show an interest in these success stories, which were kind of enabled through the sporting goods of the company.
But I think Nike has established itself so strongly in this sports business,
and regardless of men or women. Through distinctiveness Nike for example is also standing out again in a positive way.
IR10

Importance of
distinctiveness
Comparison /
differentiating
factors
Comparison /
differentiating
factors

Comparison /
differentiating
factors

First Thought

Comparison /
differentiating
factors

Nike is more distinct

Adidas provides more lifestyle/unrelated content

Nike encourages diversity
more

Adidas is associated with
yoga and diverse other sports

Adidas is more of a lifestyle
brand

Nike is more distinct

Nike is more distinct

Nike encourages diversity
more

Comparison /
differentiating
factors
Importance of
distinctiveness
Comparison /
differentiating
factors
Comparison /
differentiating
factors
Comparison /
differentiating
factors
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FR1

FR4

FR1

FR5

FR5

FR4

FR4

FR4

FR4

FR2

FR2

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Distinctiveness

Originally Authenticity

Originally Authenticity

Adidas

Nike

Nike

Adidas

Nike /
Adidas

Adidas

Adidas

Nike

Nike

Adidas

Nike

Nike /
Adidas

I have no idea what the slogan is for Adidas.

I don’t feel like I can associate Adidas like with a certain type of person.
Nike more appealing, just because I feel the purpose kind of closer to my
heart, I guess, or it speaks more directly to my values that they have all
these ‘empower’ campaigns and ‘do sports’ and empower like diverse
backgrounds of women in every campaign.
most people know their slogan, right? “Just do it”, speaks to empowerment, everyone have the chance to do something regarding sports or,
like, whatever you want to do in life. I think it’s just more relatable in that
sense.

for me Adidas is like creativity and also like original, so unique. But Nike
is more about like, I also agree to like power and “can do” spirit.

Nike is more focused on these amazing athletes, like ‘look at Serena
Williams and let her inspire you to do sports
Nikewomen empowers. I think that is really strongly the purpose. I think
the purpose is pretty clear for nikewomen. They want to empower and
inspire to do more sports for every athlete.
Adidas I don’t think is that clear on their Instagram, just defining it from
their Instagram.
Adidas there is a message of creativity. So the #MeetTheCreator, that
campaign hashtag is ongoing. And like when you scroll down there is
like creativity related to the posts and there are a lot of creativity posts.

don’t really see a big difference between the intend of the two brands.
I really like the message of Nike and I really think that sometimes, you
know, the ads that they do with this empowerment and for instance, with
Olympia as well, and stuff, it really gives you these goose bumps, and
‘wooow’ feeling, ‘so great’.
The creator community, the workout community, ‘join me for this’, I feel
like they are more collaborative and try to create a community, Adidas
they are more ‘come do sports with me, with everyday people’.

FR1

Comparison /
differentiating
factors

Nike is associated with athletes and power

There is not a big difference
between the two brands

Adidas is more inclusive

Nike's message is empowerment

Comparison /
differentiating
factors
Comparison /
differentiating
factors
Comparison /
differentiating
factors

Promise

Adidas' promise/purpose is
unclear

Promise
Comparison /
differentiating
factors

Comparison /
differentiating
factors
Comparison /
differentiating
factors

Nike is about empowerment
and strenght/ more distinct

Nike is about empowerment
and strenght
Adidas' promise/purpose is
unclear
Adidas also encourages diversity, but in a different way creativity of individuals
Adidas also encourages diversity, but in a different way creativity of individuals (Nike
is about empowerment and
strenght)

Promise

Adidas' promise/purpose is
unclear

Nike is about empowerment
and strenght/ more distinct

Comparison /
differentiating
factors
Comparison /
differentiating
factors
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Adidas

you’re more yourself and stuff but in my head it’s also more average.

Comparison /
differentiating
factors

Adidas' promise/purpose is
unclear (Adidas is less relatable)

Relating
to

Distinctiveness

Driver

Adidas

FR1

Resp.

Product

Well-known
influencers
presenting
products

Generalization

IR1

Transcription
Adidas has five or four posts about this specific fabric and how it’s like a second skin.
I don’t know, for me, you can really see, this is a good quality, but for me it’s not that
important
Adidas, because they even have videos showing the fabric and yah, in general they
have more videos, I think that’s good. You get a deeper idea. [I watch them] if I am
interested. [...] If you are interested in the product it’s definitely better to have a video.

IR1

Product

General

Orange tights video

Videos good if you are
interested, showing innovativeness

Involving the product in
daily life & stories, (emotional) content
Visual presentation on
Instagram is positive

Adidas

IR1

Product
General

Product

IR1
Product

Nike

Codes
Too much detailed information is irrelevant on
Instagram
Videos good if you are
interested, showing innovativeness
Too much detailed information is irrelevant on
Instagram

IR1

Product

Adidas

Of course, this new product is for sure really innovative. But, yah, as I said, it’s not
that important for me, but still it’s quite interesting, what is new there, yah.

IR2

Product

General

IR2

Adidas

Well done, but
in the beginning not that
clear
Well done, but
in the beginning not that
clear

Product

Orange tights video

IR2

It is more concrete and easy
to comprehend
Nike

Springy shoe video

Product

Practicability: For the fashion content, when bloggers wear them and tag the company, than of course, a lot yes I would say.
[Instagram] informs me quite well and it informs me much better from pictures than it
would through texts. So I think Instagram is really a good location for that.
Clearly, it’s always the question if you can really picture quality and innovativeness,
but if there is a new product on the market, and they show the advantages of the new
product in a small video, like the springy shoe, that has of course an influence on the
viewer. I think Nike is conveying that really well. But there are not that many videos.
I think Adidas puts a lot of focus on the quality of the fabric, like with those new orange posts of the sports tight. They emphasize this a lot, so it also seems a bit more
innovative even. Even if at the beginning you don’t really know what it is. But also
with the captions they have you get an understanding quite quickly.
I didn’t know what it is about in the first moment. It is just a fabric, and you first don’t
really know if it’s a pant or what it is. You don’t see that much of the product itself, but
it is also presented in a beautiful, sensually appealing way. It shows how elastic it is
and how comfortable.
But I think it’s not that good as Nike, because Nike is closer to the product, it is more
tangible and concrete and therefore also easier to comprehend. You can see the
shoe, you can associate the jumping with the springy and soft shoe, it’s easy. So you
immediately get what it is about, and that’s important especially on Instagram, since it
is so overcrowded with content and fast moving.
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IR3

IR3
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IR3

IR2
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Product

Product

Product
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Product

Product

Product

Product

Product

General

Nike /
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General

General

General

Nike

Adidas

Nike /
Adidas

General

General

I think you cannot really say that, it depends. For the springy shoe it’s better to portray it in a video. Because there you can see it. But for other things it’s not really
needed.
I think it has a positive influence. Because if you are on Instagram you of course also
want to collect new insights of a company, that they are innovative and develop new
things.
And if they portray that well, it has a really good influence on my perception of the
company, and Nike does it better. It is too staged for Adidas and the product focus is
just too much there, so “salesy”.
Well I know that both products are pretty high quality. But for some reason the Adidas, even though there is not such a focus on products, I get a higher quality feeling.
[...] Because just the, like the general, the general vibes are somehow a bit smoother
and a bit more high quality, and more thoughtful and that’s why you automatically
associate it with a higher standard.
Nike in this case. Because there are also for example with their new shoe now, they
are also showing videos like how they are actually resistant and how they are so dynamic and flexible.
I am not really a fan of just showing products only, but when there are videos which
show what is special about the shoe, what’s like innovative about the shoe, it’s actually very informative. But for example the picture, like the one with the orange-white
shoes, that’s a bit unnecessary I think. But when it’s a video, like an informative video
about the shoe, I think you get a really good sense of what it is and how it is.
Video: It depends a bit. If it’s a new product and if it’s a video like we have just seen,
where they shortly just explain what is very special about it, I would probably prefer a
video, because there is more explanation behind it and you get a better feeling than
just from a picture.
But then I also have to say that I don’t really often take the time to watch a product
video while scrolling through Instagram.
Adidas is doing a very great job. Because they are showing really only pictures where
the products are used. They are super practical. Like in every situation, in doing every sport, they seem to be like the perfect show in every occasion.
PresentatioE3: Because they are a sports brand, they have to be very dynamic and
that is why I always tend to Adidas, even though I like the content of Nike, because
Adidas is super dynamic, they are showing their ideal, how the product is just made
for every occasion, how you can run, do yoga, chill and do everything.
The people, the models portrayed, they really seem well dressed and wrapped also.
So you have the feeling everything fits and holds like it should.

Videos on Instagram are
often not watched

Except for
showing innovation

Adidas is too
product focused

Visual presentation on
Instagram is positive

Visual presentation on
Instagram is positive

Innovation

Practicability

Quality

Visual presentation on
Instagram is positive
Videos good if you are
interested, showing innovativeness

Videos good if you are
interested, showing innovativeness

Videos good if you are
interested, showing innovativeness
Videos on Instagram are
often not watched
Involving the product in
daily life & stories, (emotional) content

Involving the product in
daily life & stories, (emotional) content
Visual presentation on
Instagram is positive
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Nike

Adidas
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Nike /
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General

Nike

General

General

General

Adidas

Video: But the question is if you would stop to look at it, since you also don’t immediately see what it is about.

These orange videos of the new Adidas fabric, with the combination of these beautiful
and smooth colors and the shiny surfaces, you have the impression that you can feel
the fabric. So they try transmitting you the feeling of the fabric on the skin via a visual.
So I think it’s really well done.

Videos on Instagram are
often not watched

Orange tights video

For Nike, I think that a lot of products pictured are shoes. To some extent you also
see the context, if they are more running shoes or leisure shoes.
Regarding the innovativeness, the fancy design adds to that. Yes and also product
videos support that the user can see the soft and springy sole of the shoes. You get a
really good impression of the product.

Well done
Well done, but
in the beginning not that
clear
For details:
Online shop,
linkgs,
hashtags
Presenting
entire brand
picture

Visual presentation on
Instagram is positive

Visual presentation on
Instagram is positive

Practicability
Good impression about
products
Good impression about
products

Innovation

Good impression about
products

Creative ideas

Visual presentation on
Instagram is positive
Involving the product in
daily life & stories, (emotional) content
Videos good if you are
interested, showing innovativeness

Visual presentation on
Instagram is positive

Too much detailed information is irrelevant on
Instagram
Involving the product in
daily life & stories, (emotional) content
Visual presentation on
Instagram is positive

IR5

Product

Product presentation, detailed: No, to be honest, I don’t really need it there. For that I
can go to the online shop. I think Instagram as a platform has another purpose, it is
maybe more about the things behind, it shouldn’t be a mere sales platform.
I follow the companies on Instagram in order to identify myself with them, to get a
certain kind of attitude towards life form them in the short time I scroll through the
feed. So you always want to draw some emotions out of the pictures.
Close-up, but from an interesting perspective, which does not seem like out of the
catalogue. And thereby they stress the particular designs and the arty aspect.
Familiar? Yes, for sure. Especially if they introduce new products, which they both do
on Instagram in a really good way and as a consumer you get to know about it. For
example for Nike if they promote new Air Max shoes on their Instagram account I
more actively take notice of them. As a result I am also more actively looking for these products on the Internet or in the shop.
On both accounts, like for Adidas, they also have commercials and videos about new
fabrics they use, there you can get a really good impression about the products. In
general, as I have already mentioned, I sometimes find it a pity that there is no information about the price of the products.
I realized that lately they posted a lot with sports bras, because it maybe also fits well
to the target group. They also inform me well about the fabrics they use. They also
show how well and special it looks, so there is also something about innovation, because it appears as new to me.
Regarding the practicability, you can see that there are sports bras utilized in different
ways, there are different types, so through the pictures I can already see for what it’s
suitable, and for what not so much.
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So that’s really interesting but for me personally, that doesn’t, I cannot really relate to
that, because I know if I have the shoes on my feet, they will not feel like that.

But for example, what’s nice about Nike for example, they kind of show their production materials, with this jumping shoe video, that jumped around.

Sometimes I really like their, to see their offers, because then I am like “okay, I need
sports shoes, maybe these ones would be nice for me.”
I think they can do that [show quality, innovativeness, practicability]. But I think they
don’t always do it.
Well quality is always difficult I think. Because of course you can show videos of people running or also the shoes themselves, but I think you can only really see it if you
go to the store or order them online and then really look at it.

Innovation presentatioE3: Video is preferred

PresentatioE3: Instagram can really show a little story rather than in the store where
you have the made shoe already.

On Nike it’s more that you see people in a whole outfit running or training or like walking on the street or something. Or they are made in a really cool way.
I think the product stuff is a bit boring, because if I am really interested in something I
go to the store and want to know more. But I would also not see it, right? (Product
presentation) I mean, I don’t drop by the store, so it’s the only way they can show it to
me.
InnovatioE3: Maybe for footwear, like for shoes it’s really important, because there
you can basically, you know, show how it’s made, you know, kind of like visually take
it apart the shoe and see it there. Yah maybe in that way it’s really important for reputation. That there is like a lot of technology behind it.

If I see four pictures of the same sports bra, really close up, I mean I can see that on
the shop website, right? If I am really interested in the sports bra.

Nike shows the purpose of its products well in its posts. [Nike and Adidas] are on par.

Good impression about
products
For details:
Online shop,
linkgs,
hashtags
Good impression about
products

Visual presentation on
Instagram is positive

Too much detailed information is irrelevant on
Instagram
Involving the product in
daily life & stories, (emotional) content

Plain product
pictures are
negative

People cannot
relate to it

Good impression about
products

Innovation
Good impression about
products

Innovation

Too much detailed information is irrelevant on
Instagram

Visual presentation on
Instagram is positive
Involving the product in
daily life & stories, (emotional) content
Videos good if you are
interested, showing innovativeness

Visual presentation on
Instagram is positive
Visual presentation on
Instagram is positive
Visual presentation on
Instagram does not ensure quality
Videos good if you are
interested, showing innovativeness
Visual presentation on
Instagram does not ensure quality
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They can of course show me how the material works and I also like that in the Adidas
campaign for the pants and the sports bra, but it doesn’t convince me enough to say
their materials are better than Nike’s. I wouldn’t notice the difference I think, I am not
an expert, so.
Product presentatioE3: it certainly helps to see that they have some quality standards. So yeah, they are trying to show me the best way they can I think, on Instagram, how they produce and how they work.
I prefer pictures actually. Because when I scroll through my feed I rarely stop and
look at the videos. And I also, normally when I scroll through my feed, I mostly have
music in my ears and it just annoys me a lot if there is a video with sound. Well, that’s
just my personal opinion but I rather would look at pictures.
I think I am definitely more interested in something like that, where someone, where
there is a story rather than just the tights and what’s the benefits. But then for the
tights, it’s more like an advertisement you scroll through.
Yes so if you show me something like that through Instagram, then yes, I would be
very interested, like the 3-D printing or the ocean waste shoes.
So the quality, I think, I mean of course I know the quality myself because I have both
of the companies’ products. So I kind of expect a certain quality even though the
quality of course looks really good in the pictures. So the shoes they look really nice
and polished and well made.
So of course it is shown, like for example how even on the sole there is the logo. Also
they have a lot of videos recently where they show the quality or where they show the
product and how it is made of.
So for Nike a Story was really cool, where they show how this new sole is very airy
and very light and very bouncy obviously. So it would be very interesting to kind of try
out the product I would say.
Adidas recently there is a lot of focus on sports bras, where I think they also show like
a lot of videos, but I feel like it’s maybe not so important, because you kind of, I mean
it’s nice to see how it is kind of also in the back, it’s kind of different, but I feel like you
expect a certain quality, so, you expect it not to be itchy or too tight and that it’s kind
of supports you when doing sports. So I feel like you expect it.
Adidas orange video: I think it’s the textile that is definitely made, it’s like made on the
computer, so it’s not even real like this. It’s just on the computer and it just looks like, I
feel like you don’t really get an idea about it, it’s maybe too abstract
Adidas orange video: So of course it is nice because it looks very like innovative, it
looks like “wow, this must be something super new”, but then of course you cannot
be assured like what it really is, because I feel like you don’t really get an idea, there
is not even a person in it. So it looks very well made on the computer, so it looks kind
of high-tech, but then you don’t really know what’s behind it.

Good impression about
products

Visual presentation on
Instagram does not ensure quality

Visual presentation on
Instagram is positive

Innovation

People cannot
relate to it

Creative ideas

Quality

Videos on Instagram are
often not watched
Involving the product in
daily life & stories, (emotional) content
Visual presentation on
Instagram is positive

Quality is expected
anyway

Visual presentation on
Instagram is positive
Videos good if you are
interested, showing innovativeness

Orange tights video

People cannot
relate to it

Quality is expected
anyway

Orange tights video
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Product
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General

General

Adidas

Adidas orange video: In this example it’s maybe a little bit too much, I don’t need five
different posts to show me how a textile is made. [...] I feel like this orange videos is a
little bit too technical.

IR8

Product

General

PresentatioE3: It should be done in a playful way and in a fun way where I like to
watch and not where I feel like they want to just advertise the product.
Presenting quality, innovation, practicability: Yes, they can, definitely. Especially in
regard to shoes. The practicability, I think you have to distinguish there, one is the
sporty thing, like is it working with doing my sports, for example Nike’s video about
the new textures of the shoe and how soft it is. They show that they have put thought
in that sport shoe and that it is more comfortable maybe than another one.
Presenting quality, innovation, practicability: Yes, they can, definitely. And Adidas has
that as well. But not in that distinct way, like they show their innovativeness, but not
like “ok, I have this new shoe”, which combines all those innovations within one.

Conveying a
lifestyle
For details:
Online shop,
linkgs,
hashtags

Conveying a
lifestyle

Innovation
For details:
Online shop,
linkgs,
hashtags

Creative ideas

People cannot
relate to it (too
technical)
Sports clothes
are pretty similar
Good impression about
products
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Orange tights video
Too much detailed information is irrelevant on
Instagram
Involving the product in
daily life & stories, (emotional) content

IR8

Product

Adidas

But I feel like I don’t need to know so much about the specifics, because sports
clothes are mostly pretty similar, like a sports bra is a sports bra.
So I would rather, I would like to see how it like fits on the body and how people are
doing sports in it, because then I can kind of see myself for example wearing the
color of the tights for example, if I see that it’s nice.
Video: Nike with the shoe, with the chewing gum, I remember that, that was just very,
it was very up-to-date, it was very fast paced, like there were a lot of different pictures
in it in only one Stories video, and you just, it was very modern I would say and very,
it didn’t look like an advert to see how the product is, it looked more like a very fancy
video. So not boring and really easy to understand.

IR9

Product

Nike

In my mind Nike is better. Like, I don’t know, because if I want to buy the products I
am actually looking in the online shop.
The Instagram profile should not only be about products, but like do you like that it’s
this different things?
IR9: More about lifestyle, more about lifestyle, yes.

Visual presentation on
Instagram is positive
Involving the product in
daily life & stories, (emotional) content
Involving the product in
daily life & stories, (emotional) content

Creative ideas
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Product

General

[Product presentation] is not that important to me there [on Instagram].

Videos on Instagram are
often not watched

Videos good if you are
interested, showing innovativeness
Involving the product in
daily life & stories, (emotional) content

IR9

Product

General

Prefer picture: Yes, because, like, I have this picture, I know how it looks like and if I
want to know more about it I am actually looking it up, maybe in a link I have under
the picture, or just going with the hashtag.

Practicability
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Quality: That’s true, Serena Williams wouldn’t use a half/bad quality sports shirt for
example.

I think Nike has better quality. Just from how the pictures are portrayed. And I think I
know why, maybe it’s like the videos of the athletes using them make me more convinced. I just don’t like the Adidas model-thingy because you know the models only
wear them for two seconds and take them off again, and the athletes wear them and
do their sports, you know they are active in them and that’s subconsciously that just
portrays a little more trust in the product quality.

And especially since we all know that all pictures are always photo shopped you
know you don’t really know if the pants are see-through in the end or stuff like that.
You would expect a certain quality from the products, so I’ve never had that experience with the products in that sense.

There is some information about the products, but I cannot see [the quality] through
the visuals.

Nike has more pictures of also just the products. So in that sense it’s also more relatable, because it’s just a shoe that could fit anyone.

[If I am more interested in the picture] I could always go to the whole profile and maybe watch the video then. Or I would even go to the online shop if I were really interested in buying.

I think the products per se are portrayed better on Adidas’ profile. They zoom more in
on the products, so there are also close-ups, and they show the colors of these products and how they conform perfectly to the body.
Product presentatioE3: For Nike it is more the big picture you get of the products, so
for which sport this and this product is produced. Or which sport stands behind the
different products.
I think, if I had a lot of free time, then I would also watch the videos. But as I am quite
busy and mostly just scrolling through Instagram, I think a picture is enough. If it is a
good picture it can also offer the right informative value and expressiveness, whereas
the start image of a video is often totally insignificant and that’s why you just skip it.
You should buy their products, Nike products and you will be successful in your sport.
And it also stands out because they systematically post success stories on their Instagram account. So they use famous faces, they portray successes, and unlike
Adidas, it can somehow prove that their sporting goods have led to success.
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daily life & stories, (emotional) content

Visual presentation on
Instagram is positive
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Example clothing brand “goop” on Instagram: I think this is what it has to be. But they
sell lifestyle more, it’s like a lifestyle blog.

I guess when we see too many products we get overwhelmed and feel like “ok, we’re
being used to buy this new product”.

You want to know more about the product or the setting or what she’s doing in the
moment, you know, that’s what Instagram is about.
Exactly, I think they need to provide content. And that’s where Adidas is a little bit
stronger, because they have these workout routines and stuff like that. So I feel like
they give a little more value for followers because you’re not going to follow a company for ads

Yes, it’s too much product. Because you are not buying on Instagram. F3: you don’t
really shop on Instagram

Quality: I remember in Nike on Instagram there is a photo of a women’s marathon
champion and she is wearing the Nike shoes so you kind of deliver the message that
the shoes contribute to the win.
On Instagram I don’t want to see their products plain on a picture. I think though, both
are doing that, I think that was a little negative, because I think it’s better if they focus
on their brand and on their story, because I’m not going to go on their profiles and
buy something on Instagram.
So they should just focus on the story and the brand more and just use the products
in the videos. Then I’d be more enticed to follow the profile, because it is a cool message. I don’t want to have shoes on the pictures of my news feed.

I think it’s just easier when you see the product in movement in general. I think you
can also see lately they have way more videos of how they use it.
There is even a little icon on the bottom, where you can go directly to shop. I think it’s
a new feature. So I think Instagram is also changing. You can see the picture and you
can see the price and then you can go down and be redirected to buy the product.
F2: You can also see instead of the little camera icon they have a little shopping bag
icon.
And I also think it makes sense that you put the products that you have into specific
situations, put it into stories, because that is what you’d want to see. You don’t want
to see another product banner.
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Adidas orange video: I cannot see the quality, what is this? So what?
Orange workout video: But this video is using the same product but already this video
is more appealing.

I would never even finish the video.

I think the really focused video should be in the online shop.

Exactly, but see, this feels more like ads (shows Nike account), it’s too much product
for me, too much about shoes. I don’t want to have ads on my Instagram. They don’t
give me anything extra, it’s too much information about their products.
In general I think it’s always nice to have videos because I think videos are getting
more and more popular, and I don’t know, yes of course you can have videos where
you can show the products now, but as we said it shouldn’t be only the products, it
should be, you know, “I’m doing this and that and I’m wearing this because it doesn’t
cut into my breasts or stuff like that”

[If] the technology is really like innovative and state of the art, and maybe it would be
more interesting to see it, but if not, it would be not worth to post it.
I think also for customers both for Nike and Adidas, the technology is taken for granted, so I think it is not really convincing customers anymore, since at least for me that
is what I expect from both of them, that they have a state-of-the-art technology and
that they keep innovating superior materials and stuff like that, so that’s not where
they are going to convince me to buy something.
But actually, also the videos, I never really look at videos on Instagram actually. I
would never really watch it.
I mean if it’s a content video showing me how to exercise and how to cook different
stuff, maybe low carb, or whatever, maybe it would be something different than just
the product display. Then I may really go into it and see, “okay, what is the woman
doing. Maybe I can do it as well”, but if she just like, works out with kettlebells and the
video just zooms in and out on the product it is not interesting. Then I wouldn’t even
bother.
If I just want to get the overview of the feed I wouldn’t go into the videos except if I
find the product looking interesting, then I would want to see what it is and then I
would want to see it closer, but if it’s someone that I already follow, then I would
watch those videos I think.
But again, not fabric-wise or technology-wise, because again, I would also just expect
that they would have the best.

FR1

Involving the product in
daily life & stories, (emotional) content

Involving the product in
daily life & stories, (emotional) content

Too much detailed information is irrelevant on
Instagram
Videos on Instagram are
often not watched
Orange tights video/
Involving the product in
practice, stories, (emotional) content
Videos good if you are
interested, showing innovativeness

Quality is expected
anyway
Videos on Instagram are
often not watched

Involving the product in
daily life & stories, (emotional) content

Videos good if you are
interested, showing innovativeness
Quality is expected
anyway

Plain product
pictures are
negative

Videos
For details:
Online shop,
linkgs,
hashtags

Conveying a
lifestyle

Plain product
pictures are
negative (focus
only on product)
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Product

Nike

General

It’s nice to know. But it’s normal that it’s there, I'd expect that.

they both convey their vision well; also try to raise awareness as I said for different, for like diversity and yah.

Transcription
Nike is about empowerment, it’s about motivating you and also equality and yes,
I would say so, that you get an impression about the vision.

Leadership

Vision
Importance of
leadership & Vision

Leaders are not known

Generalization
Vision is clear (Nike: Empowerment, Equality,...)
Raising awareness for
different issues is part of
the companies' vision
Vision and purpose are
expected for such big
companies.

Plain product
pictures are
negative

Driver
Vision &
Leaders

Adidas

I don’t even know who their CEO is, to be honest. And well, I didn’t really miss it

Too much detailed information is irrelevant on
Instagram

Vision &
Leaders

General
Nike /
Adidas

And also sometimes it feels like they just throw products in your face.

IR1

Vision &
Leaders
Vision &
Leaders

General
Nike /
Adidas

FR1
(all FR
agree)

IR1

Vision &
Leaders
Vision &
Leaders

General

IR1
IR1

IR1

General

for both the diversity and the anti-racism, also women empowerment.
The company would get more transparent I think, because if you have a certain,
positive picture of a person in your mind, then you associate the whole company
with this person.
if they would portray their leaders, they might not be able to pursue the image
they have right now with their Instagram channel in the eye of the consumer.
Because the CEOs might maybe not even be sporty. CEO does not really belong
to Instagram then.
They could look for people in their company, who are also sporty. Because if
that’s not the case, then it’s not consistent anymore. They should always involve
people, who you can associate with the brand and also with the being sportive. I
think they could do it, but it should be really well thought through, it has to fit and
be consistent.
vision is really important. Nothing can work out without a vision behind, and it
should also be recognizable by the outside, because that is the goal you are
pursuing as a company.
It might improve the transparency, but it could also have a negative effect, because it might just not fit the channel.

Vision

Infos on leadership would
contribute to transparency

Infos on leadership would
be somehow appreciated
Vision is clear (Nike: Empowerment, Equality,...)

Leadership

Leadership

Infos on leadership may
harm their image

Portraying people
Importance of
leadership & Vision

Leadership

Implementing people must
be in line with the purpose/image
Vision and leadership are
important in terms of purpose
Infos on leadership may
harm their image

Leadership

Vision

Codes

IR2
Vision &
Leaders

Nike /
Adidas

IR2

Relating
to

IR2

Vision &
Leaders

General

Resp.

IR2

Vision &
Leaders

General

it’s nice if you have a person to relate to. If they have a nice leader, then they
should like, post it.

IR2

Vision &
Leaders
Vision &
Leaders
IR2
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Vision &
Leaders

Vision &
Leaders

Vision &
Leaders
Vision &
Leaders

Vision &
Leaders
Vision &
Leaders
Vision &
Leaders

General

General

General

Nike

Adidas
Nike /
Adidas

IR2

IR3

IR3
IR3

IR4
IR4

IR4

Nike

IR3

Vision &
Leaders

IR2

IR3

Vision &
Leaders
Vision &
Leaders

Adidas

IR2

IR3

Vision &
Leaders
Vision &
Leaders

General
Nike /
Adidas

Portraying people

Vision

Showcasing real people
contributes to image
More real people in the
stories

Vision

Vision

Adidas motivates and
empowers
Nike clearly communicates its values

Content must be emotional
Infos on leadership would
be somehow appreciated
(Stories)

Importance of
vision

Leadership

Infos on leadership would
be somehow appreciated

General

Portraying people

General

Purpose

Nike

Vision is clear (Nike: Empowerment, Equality,...)

Portraying people

Vision is clear (Nike: Empowerment, Equality,...)

Vision

I think it’s diversity and tolerance and also empowerment. Especially for Nike,
because it is conveyed much more clearly.
For Adidas, I am always disturbed by the whole obvious product advertising pictures. But in general also Adidas is about strong women.
In general, the vision is a bit more inconclusive for Adidas. For Nike it is more
clear.
Adidas is really like, it’s empowerment and being very motivated, like motivation,
empowerment and dynamics. So it’s really like they are going really active in the
actual doing.

Vision

Adidas' vision is less clear

Vision

Nike it’s more like the values behind.
actually create some kind of attachment. The pictures can be very nice, but if
there is nothing that moves you a bit, then I think that it’s not going to be very
successful.
great thing for the Stories, like just to have somebody introducing him or herself
quickly or giving a statement for their newest products or for their vision, their
values or what they do.
nice thing to know a bit more who stands behind the brand, like who is responsible for maybe for what innovative idea and what product especially. But not in
the feed.
Putting the customers and the people who use the brand up front, like in the
center, so that it is not all about the people from the company, but it would be still
nice to just like once in a while know a bit something.

Vision

Infos on leadership would
benefit relatedness

Adidas' vision is less clear
Vision is clear (Nike: Empowerment, Equality,...)

But then in the stories maybe a bit more interactive things.

Leadership

Nike for example yes, I think so, they convey their vision. Through the illustration
of these individual types of women you can see that it is really important for them
that everyone on the world can wear their clothes. So they want to support everyone. And this principle of strength and power is conveyed really well. And inclusiveness. I didn’t really read some articles about which vision they represent.
But still you know it due to the slogan.
For Adidas I think it is a little more difficult. I don’t think it is that clearly recognizable what their vision is.
Insights into the company and the leadership of the company would offer new
possibilities to identify oneself with the company. if you know who is behind the
company and who makes an effort to drive the company forward, it makes the
company more humane. And you can compare with these people or sympathize
with them.
both companies show that they want to do more than just selling sporting goods.
First of all, because they have these accounts only for women.

Adidas

IR3

Vision &
Leaders
Vision &
Leaders
IR5

317

Nike /
Adidas

General

Vision

Leadership

Leadership

Portraying people

Purpose

Vision

Leadership

Captions

Leadership

By addressing critical
topics the companies
highlight their visions and
purpose

Leadership

General
Nike /
Adidas

both also deal with critical topics, thereby they also show their vision within society.
Citations maybe yes. Pictures of the leaders themselves maybe less. Maybe
they should present their internal leadership mentality to the outside, because
that might also present this power,
I would like that, also maybe to work with citations or slogans, that would fit into
the company perception of both companies.
nice to have a standpoint from them within their vision and leadership, if they
take action against it (e.g. Child labor), they could show their standing towards it.
I also think it’s industry dependent. For companies like Tesla I really like that they
show their leader, Elon Musk. He is really cool.

Vision &
Leaders

IR5

IR5
IR5
IR5
IR5

General

Vision &
Leaders
Vision &
Leaders
Vision &
Leaders
Vision &
Leaders
Vision &
Leaders

Adidas

General
General

Nike /
Adidas

Infos on leadership are
not appreciated
Infos on leadership may
harm their image

Infos on leadership would
be somehow appreciated
Strong captions contribute
to conveying their visiona
Infos on leadership would
be somehow appreciated
Infos on leadership would
be somehow appreciated
Vision is clear (Nike: Empowerment, Equality,...)
Vision is clear (Adidas:
creativity, empowerment,...)
Instagram is an important
channel to communicate
vision and purpose
Vision

IR6
Vision &
Leaders
Nike /
Adidas

making everyone be able to do sports and everyone can do sports.

IR6
Vision &
Leaders

IR6
IR6

Nike

IR6

General

Vision

Vision &
Leaders
Vision &
Leaders
Vision &
Leaders

IR6

IR7

Adidas it’s a lot about creators and creating and maybe like creating some kind
of self-identity with the brand and stuff like that.
I think they should do it on Instagram. I mean on Instagram you can communicate a lot right? Like what are your values, what you think is important to show to
everyone, so, yeah.
someone who is famous for designing a shoe within the companies, that would
be cool to see. So if I see a shoe and I actually know from who it is and what
that person thought, that’s cool.
But I don’t care about the management team or something. It’s more the stuff,
which affects me, right?
hard for companies to, because you also don’t want to kind of see like the corporate content, so to say, like, so it’s kind of hard to incorporate it.
Yes, vision definitely, I would say, from both of them. They are trying to be sustainable and supporting great leaders in sports as well. both of them really show
their messages on Instagram and that’s I guess probably also what this platform
is for. To show what you really want to achieve and I think they are both doing a
great job.
Nike

Vision is clear (Nike: Empowerment, Equality,...)
Vision is clear (Nike: Empowerment, Equality,...)

Vision &
Leaders
Vision &
Leaders

Vision

IR7

Female ambassadors are
more important than managerial leaders
General

Portraying people

Vision &
Leaders

Nike especially I think a vision they promote is also equality.
leaders was more like people for example for Nike this Muslim woman, who
could be a leader for like Muslim people. And then there are these important
sportspeople who would form like an aspirational group, more like that. leaders in
general, like important sports people or personalities.

IR7
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IR7

IR7

General

General

empowerment or the competitive, strong and ambitious part for Nike

I don’t care who is the core manager of Nike or Adidas, I actually don’t even
know. It's not like how Steve Jobs was for Apple. For Nike and Adidas, I am not
interested in that, I mean they are probably great business people, but it is not
what I would look up to. [...] It does not fit there.
if there is a picture of him with the new ocean waste shoes in his hands and he
explains what they are going to do, than maybe yes. But if it’s just a picture of
him saying “Nike is great”, than no.

Vision

Leadership

vision

Leaders are not known

Infos on leadership may
harm their image
Vision is clear (Nike: Empowerment, Equality,...)
Vision is clear (Adidas:
creativity, empowerment,...)

Infos on leadership may
harm their image

Leadership

Infos on leadership may
harm their image
Infos on leadership may
harm their image
Implementing people must
be in line with the purpose/image

Implementing people must
be in line with the purpose/image

Portraying people

Female ambassadors are
more important than managerial leaders

Portraying people

Female ambassadors are
more important than managerial leaders
Vision is clear (Adidas:
creativity, empowerment,...)

Portraying people

Leadership

Leadership

Vision &
Leaders

Nike

IR8
Vision &
Leaders

Adidas

Vision &
Leaders
Vision &
Leaders

IR8
Vision &
Leaders

Adidas

IR8

Adidas

Portraying people

Vision &
Leaders

having fun in sports for Adidas.
I don't even know who is leading the companies. So I feel like, I mean of course
you know the kind of background with Adi Dassler of Adidas, which is kind of
prominent,
I know Runtastic, which is also Adidas, which belongs to Adidas now, and I
mean I am from Austria so I know that the leader or the CEO, the founder of the
company is very present in the media, he is super super sporty as well. So if it
fits with the company then maybe, but I feel like if it’s just a manager, you know,
in suit and tie, then it really doesn’t fit to the sports brand.
if it’s not a super sportive person that really stand for what the company is doing,
then I think it would rather harm than do anything good. Because then nobody is
interested and it would just feel out of place. Then it would also not be consistent.

IR8

General

Vision &
Leaders
Vision &
Leaders

General

IR8
IR8
Vision &
Leaders

Adidas

Leadership

IR8

Vision &
Leaders

Nike

Especially on Instagram it (portraying leaders) would not fit.

IR8

Vision &
Leaders

General

IR8

Adidas

Vision

Vision &
Leaders

If you do that, then it has to fit with the company and with what they are doing,
and not just to do it in order to be more transparent, as we said before.
there is still leadership shown in the pictures. But it is more in terms of these
women, that are kind of having a leading role or that are very like good in what
they do and like step forward. there is just a lot of women, that are women like
you and me, so I feel like I can relate to them
Serena Williams obviously, she is like the best tennis player, so of course she is
inspirational. But also, yah I think, for the Muslim girl I think that is also like basically the first time I ever saw that. So that might also be very, just empowering
women from this culture.
The vision is important to me. Especially where it is leading to and I, for this regard I like adidaswomen more, because they show more the vision that they are
all about the empowerment of women. And they actually have their focus on that.
IR9
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IR9

IR9

Vision &
Leaders
Vision &
Leaders

Vision &
Leaders
Vision &
Leaders

Vision &
Leaders

Vision &
Leaders

Vision &
Leaders
Vision &
Leaders
Vision &
Leaders

Nike /
Adidas

General

General

Nike

General

General

General

IR10

Vision &
Leaders

General

IR9

IR10

Vision &
Leaders

General

IR10
IR10

IR10

General

Adidas

General

FR2

Vision &
Leaders

IR9

FR4
FR3
(All
FR
agree)

Would be interesting, yes. I kind of like the idea that I can like read something of
how it is behind the company and the features for example, like management in
person, like a woman within Adidas, who tells a personal story. I would like that.
How they manage? I don’t think that Instagram is the right channel for that. Maybe YouTube or even their own website.
Like how did she get there for example, or what drives her or something like that.
Something emotional, rather than the leadership itself.

Portraying people

Leadership

Female ambassadors are
more important than managerial leaders
Infos on leadership are
not appreciated
How to implement female
leadership

Leadership

Vision is clear (Adidas:
creativity, empowerment,...)
Infos on leadership are
not appreciated
Conveying the vision well
supports perception about
the company
Infos on leadership are
not appreciated

Infos on leadership are
not appreciated

Portraying people

Both are not featuring
personal stories about
their sporty employees

Leadership
Importance of
leadership & Vision

Portraying people

Infos on leadership are
not appreciated

Vision is clear (Nike: Empowerment, Equality,...)

Leadership

Infos on leadership are
not appreciated

Vision

Vision is important; Leadership: it’s not interesting there.
for Nike there are these success stories, so this is clearly the vision of the company, the empowerment of women. examples of people who have already made
it, who got highly successful and reached their goals. And thereby it wants to say
“you can do it as well.”
The vision of adidaswomen is again clearly to bring women to the fore, to encourage women to do sports. personal histories, they say that everyone can
write his or her own story. And they also portray normal women, like no names
doing sports in groups, having fun
I don’t think it’s the right place. I would like to see people in action here, who
wear the clothes and who do sports

Leadership

Importance of
vision

Vision

Yes, for sure.
it would be inappropriate here. Because it is about the sports and not the development of the products or the design development and so on.
really focus on having active people working there so they can actually relate to
the products, but on the channels themselves I haven’t seen anything about “ok,
we really care about our employees that they have a nice community.” That’s not
what they are doing.
Yah, especially because we are business student, we think that’s interesting, we
think the company culture is interesting. But normal people that buy clothes they
couldn’t care less about who is running the company, who their management is
comprised of. it’s just a piece of clothing, then you don’t want to know if the leader of the company is inspiring or not right, you just buying it.
F3: depends on the product and the industry. And how much of this innovation
thing is needed or how much I get inspired by it. But I would say just clothing or
retail itself is not really… F1: IT'S FAST FASHION; F5 (all agree): too much information/not on IG
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IR2

IR1

IR1

IR1

IR1

Resp.

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Driver

Vision &
Leaders

Nike /
Adidas

Nike /
Adidas

Nike /
Adidas

Nike /
Adidas

Nike /
Adidas

Nike /
Adidas

Nike /
Adidas

Relating
to

General

But in case the would have a scandal in the future, it would be good if they
had portrayed their social responsibility a bit more. I don’t really miss it on
Instagram. But it would also not harm if they would for example show a
woman on a cotton plantation in Africa, and the woman feels good and is
treated well by the company, that would of course have a positive influence
on me.

I think it would be good if they did a little more in this regard.

Of course, there are people in groups and there are different cultures, so
tolerance is portrayed.
But they don’t have anything environmental for example, like that they would
have a sustainable production for example. Both companies don’t really
show something like that.

I didn’t really get it from both of them. Maybe they should sign it a little better
than. Because it’s always nice to know, you know.

I like that company more if they do it. It is [important]! But maybe they could
also show, if they do something, they could show it a bit better, yah.

Transcription
I didn’t really recognize the CSR initiatives, if there are some. [...] CSR in
terms of environment or something, or that they do good, I didn’t really identify something about that.
Of course there is the whole equality thing is of course always there but I
don’t know if this is, or also like women which are, yah, of a different body
type and stuff, and also different colors.

CSR is positive to show, but
needs to fit in on Instagram

Companies should reveal
more sustainable initiatives
on Instagram

Codes
No CSR / environmental /
sustainable production initiatives perceived
Topics of equality, tolerance,
empowerment, community
building
Companies should reveal
more sustainable initiatives
on Instagram
Companies should reveal
more sustainable initiatives
on Instagram
Topics of equality, tolerance,
empowerment, community
building
No CSR / environmental /
sustainable production initiatives perceived
Companies should reveal
more sustainable initiatives
on Instagram

It would back the
company up in
case of a scandal
People cannot
relate or dont
want to see negative things

Generalization

Infos on leadership may
harm their image

IR2
Social
Resp

Nike /
Adidas

Consistency is important and they should connect it with the brand and it
should fit the profile. CSR always has a positive influence, but they need to
incorporate it well into their Instagram.

Leadership

IR2

Social
Resp

Nike /
Adidas

I think it might even hurt them. It might put up of a corporate image, which they
don’t want to do right. It would conflict with the other messages of empowering
the individuals, and empowering the single athletes and not “hey were huge multinational conglomerate and this is our CEO and he’s the boss of I don’t know
how many thousands of people.”

IR2

Social
Resp

FR4

IR2
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IR5

IR4

IR4

IR3

IR3

IR2

IR2

Social
Resp

Social
Resp
Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Nike

Nike

General

Nike /
Adidas

Adidas

Nike /
Adidas

Nike

Adidas

Nike

I think for Nike, with the burka picture, they address the Muslims, so it is conveyed stronger.

And I think that is shown again by the social topics they address, like racism
and equality. So I think they take a role in this area of social responsibility.

I don’t really know in terms of environment
It is maybe community building for Adidas. This is addressed repeatedly, that
they cultivate and build communities. But it is not big I think. It is maybe
slightly perceivable, but not too much.
They should show that more. It could be even more. I think nowadays these
things are really important, it is really important to show social responsibility,
the more the better.
For Nike of course you can see the support of every cultural class through
their campaigns, where all the cultures are unified and together. For example
doing sports with the burka, that they present that. I would say they incorporate this stronger through their pictures than Adidas.
For me the whole topic of social responsibility is also about the companies
taking responsibility beyond the production of their products.

They could count more on what they do already. Because I know that Nike
for example is doing a lot in terms of environmental sustainability, but I only
know it because I wrote a paper about the company. But if people would
know, and maybe get to know about it also through Instagram, that would
change the perception people have of the brand I think.
There are recyclable shoes, and I miss that, that they don’t tell anything
about it. That would totally help the company and improve people’s perception about it.
I guess that’s better for Nike. They are engaging in that, but in terms of people, Nike is definitely putting a greater focus on that, by showing the diversity
of people, by showing that they are engaging in also creating products for
Muslim people and for women who are maybe a bit overweight, and just fulfilling those ethical kind of requirements

IR5
Social
Resp

Adidas

Nike

IR5
Social
Resp

Nike /
Adidas

IR4

IR5

Social
Resp

For Adidas it seems to me, yes, they deal with those topics, also with individuality and creativity, but it is not conveyed that clearly.
It wouldn’t disturb me. Because I think that also sustainability is a certain
lifestyle. Moreover, both Nike’s and Adidas’ products are not low-budget, so
therefor the quality is also important, and I connect quality with sustainability.
IR5

Topics of equality, tolerance,
empowerment, community
building
No CSR / environmental /
sustainable production initiatives perceived
Topics of equality, tolerance,
empowerment, community
building
Companies should reveal
more sustainable initiatives
on Instagram

Nike conveys
social topics
stronger

Nike conveys
social topics
stronger

Recyclable shoes/
ocean waste

Topics of equality, tolerance,
empowerment, community
building

Nike conveys
social topics
stronger
Nike conveys
social topics
stronger
Sustainability is a
lifestyle, indicates
quality

Companies should reveal
more sustainable initiatives
on Instagram
Companies should reveal
more sustainable initiatives
on Instagram

Definition
Topics of equality, tolerance,
empowerment, community
building
Topics of equality, tolerance,
empowerment, community
building
Topics of equality, tolerance,
empowerment, community
building
Companies should reveal
more sustainable initiatives
on Instagram
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IR7

IR6

IR6

IR6

IR6

IR6

IR6

IR5

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Nike /
Adidas

Nike

General

General

Nike /
Adidas

General

Nike /
Adidas

Nike /
Adidas

Adidas

What I am still always missing on both of their pages is information on how
they produce actually.

But if I see a shoe and I know that it’s sustainable and if I buy it I don’t support, I don’t know, bad labor somewhere, then that’s also cool.
But I think the problem is, they, first of all they just don’t, they probably do it,
but then it’s always relative. Like for example, if you pay people, I don’t know,
four euros in a country might be much, but for as still it seems very little,
right? Then that creates a bad reputation. So I think it’s just really tricky to put
it in a good way.
Well, what Nike certainly does is showing different personalities from different place on earth, I am missing the correct word what I wanted to say, but
from different nationalities and different ethical backgrounds maybe, something like that. So that’s for one part I think also social responsibility, not only
showing the western world.

Showing social initiatives is feasible on Instagram
I mean I know for example both companies do much more. So for example
they do a lot about a project with children and, I don’t know all that kind of
things. But they don’t really show it there. [It would enhance the perception of
the companies]. I personally would be interested.

I think yes, [social responsibility is visible on their feeds]. They also do like
different nationalities as I said. Yah.

I think yes, [social responsibility is visible on their feeds]. I mean they always
try to put kind of sustainability stuff on there, in regards to recycled material.

Adidas conveys that they deal with social topics, this is why sometimes the
sport flair is a bit lost. For example the pictures where there is Madame Gandhi with the drums, well she wears Adidas clothes, but for me, I don’t think
about sports.

IR7
Social
Resp

Social
Resp

IR7

But, as I said, they would probably not show that, but that is something I think
that would be important to show.
And I know that they do a lot of campaigns for like also disabled people,
some of them, and support them with their products and so I think that’s what
I also would call social responsibility.
Social
Resp

Nike

IR7

CSR is positive to show, but
needs to fit in on Instagram
No CSR / environmental /
sustainable production initiatives perceived
Topics of equality, tolerance,
empowerment, community
building
Companies should reveal
more sustainable initiatives
on Instagram

Companies should reveal
more sustainable initiatives
on Instagram
Companies should reveal
more sustainable initiatives
on Instagram

CSR is positive to show, but
needs to fit in on Instagram

Topics of equality, tolerance,
empowerment, community
building
No CSR / environmental /
sustainable production initiatives perceived
No CSR / environmental /
sustainable production initiatives perceived
Companies should reveal
more sustainable initiatives
on Instagram

People cannot
relate or dont
want to see negative things

Recyclable shoes/
ocean waste

It fits Instagram/it
is missing

Children project/disables people

Nike conveys
social topics
stronger

It fits Instagram/it
is missing

It fits Instagram/it
is missing
Children project/disables people
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IR8

IR8

IR8

IR8

IR8

IR7

IR7

IR7

IR7

IR7

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

Social
Resp

General

Adidas

Adidas

Nike

Nike

Nike /
Adidas

Nike /
Adidas

General

Adidas

Nike

No I think they do something like that, but I don’t see pictures about it. So
they should show that more. Because I know they have campaigns where
they do something like that, like campaigns supporting the Paralympics or
something, it shows the teams and how they go on.
And let’s come back to the ocean shoe, because that of course is also related to social responsibility, that you show that you are doing something
against like pollution and everything. Because of course producing that many
shoes is not always good, but at least they are trying to reduce some of the
bad in the world.
No I think [Instagram is] the right place, I mean where else would you do it. I
think it’s the most used social medium at the moment, so they should definitely do it.
I mean, it’s always, it depends on what you are interested in. But for me it
would be very important to see that. I would really like to see how do they
actually work and I think you cannot see that at the moment, from both of the
feeds.
Maybe that’s just my personal interest, but yes, I would actually really like to
know where my shoe has been produced. If it has been produced by child
hands, that are three years old in India, I don’t want to buy it.
Yes, I mean in terms of Nike, where just now, apart from the girl in the burka,
there is also like this one, which I like with a sports bra, and she obviously
does obviously not have the most athletic body shape. So I think that’s also
kind of really nice to see that it is, like I said before, sports for everybody. [...]
So it’s really important to kind of show this as well.
In terms of social responsibility here, I feel like there is not too much at first
sight, or not recently definitely for Nike, they did not really show anything
apart from like body shapes and cultural diversity I would say.
I don’t know if you can see the creator campaign as social responsibility. Of
course they kind of, I think they want to share that people, it’s also people
like you and me and they kind of have their individual ways of doing stuff.
I don’t know if it’s social responsibility what they really do with it, but I think
it’s more about bringing people together. I think that’s mostly what they do.
Instagram is the right place to show social responsibility. [...] I think it’s very
important that they show more what they do. Because it’s also what sets
them apart.
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more sustainable initiatives
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sustainable production initiatives perceived
Companies should reveal
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But Nike actually has more on that, it’s like, although they don’t post that
much, but they have that hijab for example, they promote it and this is actually a change

Adidas shows responsibility about the equality and that women of all social
classes have a story behind them and how they chose to live their lives.

So I think it would be really, really important that they show this more on Instagram.

And I think it’s so important, like they should do a lot more, like I would definitely buy it. I think it should be communicated a lot more, because the shoe
also looked really good, really well made and modern. So I would definitely
buy it, because I would like to have more sustainable products from them.

Adidas Stella McCartney: I know that these are very sustainable materials,
and that they also had this shoe produced out of ocean waste plastic.

Well, if they just show me that they are doing good, that they are not only
there for selling me sports products, but if they also support the communities
they are in or who they work with. I think, I don’t know, sometimes really a
long time ago, they did also something with football in Brazil or something,
supporting female football players and enabling them to do sports, which I
think is really important, because it’s not only about people that are top athletes, but it’s also how local communities can be supported and also be encouraged to do sports or facilitated to do sports. So I think that’s really important, yes.

And I think especially in the industry, I think it’s very important that companies that have like the power to change something actually do it. So I think
that would be super important also reputation wise, like I would feel better
about also consuming them and I would support them more. Like I would
also tell my friends that they are really good companies now.

Topics of equality, tolerance,
empowerment, community
building

Topics of equality, tolerance,
empowerment, community
building
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Nike

Adidas, they show that they are about diversity and stuff, with black models,
or Asian models, but they don’t really have moved or changed something in
this regard.
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I think I don’t really want to know too much about that on Instagram. And if
yes, it should be done in a cool way and still be highly connected to sports.

Well then I think I cannot really see anything for Adidas, than rather Nike I
would say.
I think they should post something like that from time to time, definitely. Because in general something like that is always interesting if a company is
environmentally but also socially sustainable, I think
But of course, it is a sporting goods manufacturer, so still the focus should be
on the passion about sports. And I think if they would start using the Instagram profile only to show how environmentally friendly they are, a lot of people would unfollow.

CSR is positive to show, but
needs to fit in on Instagram

CSR is positive to show, but
needs to fit in on Instagram

CSR is positive to show, but
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I think Instagram is maybe not the right medium for it. Maybe they should put
it on their website, where they can kind of better show these deep-dives. But
on Instagram spend about two to three seconds on a picture on average, so I
don’t want to deal with difficult topics, but I rather prefer slight fare, something easy and intuitive. I want to be able to quickly understand what it is
about and what they want to tell me.

And Nike actually changed something, like they have those supersize models
in there, they have the hijab, they actually change something, rather than just
talking about it, they changed it.
Actually it is important. I wasn’t aware of [the ocean waste shoe], maybe
Adidas should push that more into the main focus, that they are doing that.
Because I don’t know, like I have not seen it. And it is definitely also a point,
a pain point, where I would say, okay, if they are producing in Bangladesh I
would rather not buy that and buy somewhere else.
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Showing sustainability on Instagram would improve the perception. Nike is
better in this regard
So for Nike it would be the post of the Muslim woman again, with the sports
burka. There you can clearly see that only a part of the population would use
that product, but Nike still put an effort in developing this piece and it has
thought about Muslim women out there who would like to do sports, and it
decided to support that.
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I think those things are good, but we talked about CSR right, like supply
chain and stuff. We said it would be good to have that on social media, but I
don’t think so, I think as a brand you make yourself extremely vulnerable.
And as companies don’t have a face people will just comment. I think you
start a really bad feedback loop if you start about CSR, especially on social
media. So I think those social initiatives are good, but I don’t think they
should start talking about how sustainable they are in their supply chain. That
would also be really difficult.

It would heighten perception of company: Especially in fast fashion it is difficult to get the fine line. Because especially on social media you make yourself very vulnerable really quickly

To back it up, to back their stories up. Because you need to have proof of the
statements that they make.
#mygirls: So this is a nice break and it goes beyond just women and female
empowerment, it goes beyond to also people who are struggling in different
parts of the world and also equal rights for example. So it hits broader than
just this women club.

I think it’s super important to give the brand a soul.

Would like to know more about social initiatives of the companies.

[#mygirls campaign, #WWC] I would like to see more of that though. That is
not what I saw so far.

But I mean in terms of like supply chain sustainability or anything, I don’t
think Instagram has any info regarding that. On both accounts I don’t see
anything.
I mean it’s obviously even bigger since it is the purpose of their being [female
empowerment]. Regarding women it’s all about empowerment, but then it is
as well, I feel they are both really strong on that message.
[Female empowerment] But Nike, especially, because they are using these
real people with real stories behind it where you can say maybe identify with
or relate to. So in that sense Nike is much, much stronger.
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#mygirls: It’s just for the community, right? It’s not that they are changing the
world with that but it is at least a feeling of bonding in that sense.

Initiatives like #mygirls are good. Not controversial.

So I really think it’s great that they do it but I am not sure Instagram is the
right channel to communicate this.
If you think about it, it’s quite clear why Nike is not doing more, because they
were in such a trouble last time. That’s how it started, no? They wanted to
inform about their supply chain and the people started digging into it and
that’s when it really went bad.
So I think if you need social initiatives you shouldn’t do CSR and supply
chain, but you should think like the money you spent on clothes is then benefitting other parts. Because trying to convince that other people get higher
labor paid, I don’t think that is very believable.
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I don’t know if Instagram is the right channel, especially for all the CSR you
need such as big description to explain what product you are doing, why and
for what and what purpose that has and you kind of aim for, but then you only
have like 2 sentences of description maybe max, some hashtag and that’s it
and it may also be misunderstood, and people think it’s just PR even though
there may be a really big meaning behind it.
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CSR is positive to show, but
needs to fit in on Instagram

Codes

Generalization

CSR is positive to show, but
needs to fit in on Instagram

FR3

But I also have to admit, I think Instagram is a channel for like entertaining
people, and for example, just imagine you scroll down and you see only like
fancy pictures of your friends and also from other companies, and then you
have like maybe one pictures of a factory. Like it will make you think about it,
and then I can’t imagine that people are not happy, but I don’t think that they
would be, how do you say, like ok to see those kind of pictures that make
them think, because it’s all about scrolling and just looking at pictures, liking it
and not to make me think. So I can imagine that Instagram is also maybe the
wrong channel to do so. Although it is the best also to reach people. But on
the other hand, it makes people think and kind of feel also maybe miserable
in a way, which like people try to avoid all the time. So I think, I can also imagine that’s why maybe they don’t do it.

Transcription

General

Relating
to

Social
Resp

Driver

FR3

Resp.

328

IR4

IR2

IR2

IR2

IR1

IR1

IR1

IR1

IR1

IR1

IR1

IR1

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Innovation

Nike

General

Adidas

Nike

General

General

Nike /
Adidas

Adidas

Adidas

Adidas

Nike

Adidas

new kind of fabric, I think they always try to be innovative, to have new
stuff out there
there could be something a little more innovative once in a while, maybe they could also like have sometimes a new collaboration, maybe
with an artist or something, who paints the shoes, or, I don’t know, well
they try but they…I am sure they are innovative, but they could picture
it a little better on their Instagram.

And in terms of innovativeness maybe a little better than Nike, yah.
#meetthecreators: presenting like cooks, it can be addressing current
issues. Because people think so much about what they eat. So I think
it’s a really current topic. I kind of like that they did, but as I said, they
should explain it a little better what it’s about
they discuss the transformative power of colorful, creative, balanced
food. So, it’s a really good topic for the moment, maybe they (Adidas)
are a little more innovative in their Instagram feed.
Well, it’s always the thing, you don’t know if you would miss it if it’s not
there, you don’t know that. But know in the direct comparison, seeing
that Adidas is doing it and Nike not, then of course I prefer Adidas in
this regard.
if they would post recipes or healthy food recipes, like maybe it’s to
much away from their core, but it’s still Instagram, you know, it’s about
inspiration.
sports is also about nutrition, so that could be a nice thing, why not.
address critical issues, like racism, or the burka thing, they react to it.
They try to use it for their advantage, but in a good way. But of course
also their products appear really innovative and always up-to-date.
They kind of think ahead. Nike is more up-to-date and more longsighted, because they really address current issues.
also address the diversity issue. But it doesn’t appear really future
oriented for Adidas. They don’t deal with current issues like racism
that visible as Nike.
For sure. And the more innovative this is perceived by the viewer, the
better. So the influence is really positive, so the more future oriented
the company is, the better.
I don’t really think the topics and the feed are innovative. I think it is
more classical how they manage their Instagram profile.
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Both come across as innovative in terms of product

Nike does not communicate its product innovation
very well
Adidas is perceived a little
more innovative in terms
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#MeetTheCreators Campaign is good but difficult
to understand
#MeetTheCreators Campaign is good but difficult
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harm image
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Adidas is perceived a less
innovative in terms of issues
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Adidas is rather following a
trend on IG instead of
addressing important issues

Innovation

Following trends
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Product innovation

Adidas is perceived as
innovative in terms of
product and illustration

Innovation

Nike

I think this innovativeness would not like strengthening my feeling towards the company.
I wouldn’t like consider it as extremely innovative. Because also the
focus on a creative and healthy lifestyle, with the cook and the creators
campaign for example, that’s not really something new, it has come up
within the last years. So I would say they follow this trend now, the
modern time, but it is not like they have set the trend.
Adidas, I think innovation also comes across regarding the product,
because they show product videos for example about a new fabric
they offer. In general, their feed is up-to-date I would say, at the pulse
of the time.
also the case for Nike, it is up-to-date...Moreover, Nike has the product
video where they feature this shoe, showing that it is especially soft,
and that they innovated it and further developed it.
I would not say that Adidas is a pioneer in comparison to Nike. For me,
innovativeness in this field is a bit different, it is not like in the technological industry, where you can always expect big steps in innovativeness.

Product innovation
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Innovation

General

Product innovation

Nike is perceived innovative in terms of product
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both companies come across well, they show videos, which for example show how one fabric differentiates itself
I had the feeling Nike is more innovative. Adidas' recent video actually
looks exactly like a tight, which was there with Nike like one and a half
years ago.
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Adidas did a lot with boost, which was really innovative. So they have
also their own innovation

Innovation

Adidas
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Innovation is industry specific
Both come across as innovative in terms of product
Nike is perceived more
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product
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General
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they are both innovative but I suppose Nike is most of the time first.
I think it’s really tricky. Of course I want to see the new products, I
think it’s important I guess. But of course it is not that easy to come up
with like these huge innovations like with smartphones or something
like that. In the ends, it’s just sports clothes.
I2: Okay. So do you think innovation is not that important in this industry?
IR6: Not that important compared to others, no.

IR6

330

directly gave feedback to that on Facebook and Instagram as well. So
they didn’t ignore the topic on social media and I think that is something very important, and I would expect that from every company, so
also nikewomen and adidaswomen. So if they wouldn’t do that I would
be disappointed.
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I think actually both of them are, because with all the products they are
always up-to-date and there is always new models
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Nike does not run campaigns like Adidas
Adidas

Addressing important
issues / Responsiveness
Innovation

not that “in”, so not like the best style ever. But then they came up
again with I remember the Stan Smith for example. And then they were
the most sold shoes again
new production methods, like 3-D printing or other material innovations, they really try to experiment with new stuff and I think they always have a lot of research in that area.
I feel like they really go with the time, I think they are very innovative.
Like the #MeetTheCreators I mean, Adidas does not have to do that.
Like they don’t need to share like this seemingly unrelated content, so I
think that’s really nice that they do it, even, yah, they should maybe
communicate it a little better, how it fits with the brand.
I don’t want to see another shoe every day. I think that I would not be
interested in.
Nike just in terms of showing people that you would not expect on their
feed. more about different cultures and different body shapes, even
though Adidas is more about different individuals
definitely. Like, I want to see new stuff, that is unexpected and also
with like the fashion week thing, I think that was kind of unexpected
that Nike does more with bloggers and also I think in the recent Stories
they also kind of had some bloggers, which I like to see.
InnovatioE3: I think Adidas is better than Nike, because Nike doesn’t
post that much actually and is more about, they live from their overall
brand perception. Adidas is showing more innovation and they are
posting more
Adidas have many different pictures of their bras for example. They
look different from I have in my closet, and, yah, I don’t know. It’s active, that it is why I think I perceive it as more innovative. It’s more
fresh.
Also Adidas, because they have like that feature, where they take different people out of their #MeetTheCreators for example. That is more
innovative than what nikwomen does, because they address the same
things but they interpret it differently.
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I am indifferent about it. Like, I don’t know, it doesn’t really count I
would say. But it is better if they would do something new than like
maybe following a trend
Adidas. So if you think of the post with the shoes produced out of
ocean waste. So that is definitely an innovation, a new possibility of
how to produce sports shoes.
of course you can find small innovations there, like also the sports
burka for the Muslim woman. But I think they are both not like highly
innovative.
think Instagram is maybe not the right medium for it. Maybe they
should put it on their website, where they can kind of better show these
deep-dives.
Because the picture with the Muslim for example, Nike has particularly
confronted this issue that Muslims kind of need to always wear come
head covering, also when they want to do sports. So Nike’s innovation
department has put thought in that and has tried to develop something
like that in order to enable these women to do sports.

Importance of innovation
/ Future-orientation

Product innovation

Standing out/being fresh is
better than following a
trend on IG
Adidas is perceived a little
more innovative in terms
of product

Diversity may not be a
highly new/fresh issue
IG may not be the right
place for addressing important issues
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Transcription
I think Nike’s reputation is amazing, they advertise all kinds of sports and
people on their profile and it’s refreshing.
This → Sent video of “nike” official account: “Sport is for everyone. Introducing the Nike Pro Hijab”
I love Nike.
Nike has always been a company whose values I really align with. Having a
diverse staff matters to them. Offering a large selection of actual plus size
clothing matters to them. They get people. They create for everyone. Every
message that Nike sends out is a message that they stand behind.
I also love the brand because it was (essentially) started by runners. A lot of
what they design and make is made for runners, and I run, so that’s really
attractive to me.
I like that their social media/Instagram presence highlights these amazing
athletes that also stand behind the brand. Serena Williams can do no
wrong!
What they post inspires me to push myself - beyond what I may feel like I
can achieve at the moment.
Nike has a trusted legacy and consumers love brands with a good story
and history, for me personally I love that.
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Do you think they disclose their actions for society well on Instagram?
No, not at all. And if they do, not all markets are exposed to it. For instance,
I was excited about the plus size exercise range for bigger girls esp because I am a curvy influencer. I contacted Nike in South Africa and I was
told it’s not launched here. So no.
Same applies for Nike hijab, great concept but not rolled out in enough
markets. Re: social initiatives, instagram is followed by an international
audience. If u are not following through with initiatives globally then why are
you making customers around the world excited. It’s unfair.

Regarding the social aspect, they should consider using more influential
folks of different backgrounds, sizes and colour in order to enhance the
brand to a wider market.

Clearly they are thinking about the everyday women in this new era.
And yes, they should communicate launches better.
Yes, I would as Nike has a good reputation in Indian Market.
I very much looking forward to buy Nike Pro Hijab but it is unavailable in
Indian Market online as well as offline.
Nike post ads are always motivating sometimes when I’m down in motivation I do like to watch its posts or ads and get the enthu jest (enthusiasm)
back.
Nike of course has a great reputation.
They also manage their Instagram really good. I believe in what they do
and that they do it right, because they share these stories about famous
athletes and how they made it to the top.
I think they do and I do have a positive image of them.
I think they achieve it by portraying “real” women in their ads instead of
models. Real athletes with muscles and strength. Women who would rather
wear something that feels great for their sport instead of something impractical.
I do think Adidas has a good reputation!
Using its Instagram posts it includes a variety of races and sizes of women
doing a range of sports to promote confidence in sport.
It’s strong brand presence and frequent posting allows it to spread its message across social media
using artistic photography
and informative captions.
It openly communicates with its customers.
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It’s reputation is also enhanced by its recycled ocean waste products to
help the planet which is something people are becoming more and more
aware of at the moment.
About the reputation, people as me, that work out frequently, we think they
do, they have a good reputation, they support female sports, I mean, they
treat women same than men and push women to work out, however…
People who are out of this “sport world”, people who don’t work out often
still think about the scandals, about where they produce their products
(same than happens to Nike) and about if they use kids to make their products….
But I think they are doing pretty good as they post every now and then their
new products, they advertise, for example, the new t-shirt of the Spanish
soccer team as the world championship is coming this summer.
Yes, I have a good feeling and respect the brand as a long standing
sportswear brand that has always shown and supported ethnic diversity
and inclusion in it’s marketing.
Yes I think it does have a very good reputation specially for me as someone who loves sports in general so I like what they do they inspire me and
motivate me even with there clothes and stuff they make me love sports
even more so yeah
I think there products are so well done and so well made and now so many
celebrities and famous people use there products and that’s easy for them
to have a really good reputation on Instagram.
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