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Abstract 

 
The authors of this study want to build a classification model which can help 

researchers and marketers to evaluate what kind of characteristics that photo 

online especially on Instagram can attract more attention. The process of this 

case of study can be divided into two steps. First of all, the authors of this paper 

will create a classification model of the characteristics of these pictures on 

Instagram based on several theories and previous studies. Then the authors of 

this paper will conduct nineteen semi-structured interviews with participants to 

reinforce the classification of categories color, visual composition, image type 

and emotional expression, and further develop this model to make it more 

comprehensive. 
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1.0 Introduction 
 

1.1 Background  

Instagram is one of the most popular social media platform worldwide, where 

people can share their pictures and videos on the app to others. According to 

statista.com (2018), there were more than 700 million active users of this app 

and daily users were more than 500 million (statista, 2018). In this case of study, 

the authors will investigate and analyze top-liked pictures on Instagram from a 

business perspective, since this social media app is more adaptable for this thesis 

compared to other social media networking platforms. 

 

Instagram is a popular social media App, it is considered as one of the dominant 

social media channels for business purposes. From a relationship marketing 

standpoint social media should be considered based on the ability to improve 

relationship quality, which will lead to a host of positive business outcomes 

(Dwivedi et al., 2016). In the article of Dwivedi et al., (2016) discusses that 

marketers places a high value regarding social media applications, around 83 % 

of the marketers is attached to higher role of value in terms of apps. In general, 

most of the social media channels helps business and entrepreneurs to fully 

reach their potential customers by providing solid platforms on the internet to 

advertise, promote and deliver ideas. Among the social media platforms that 

exist, Instagram is considered of one of the effective tools for reaching potential 

customers for businesses. There are several reasons behind why Instagram is a 

specialized tool for business to grow in the marketing era. A study was made 

where female entrepreneurs from the middle east explained that instagram gives 

them the ability to run their business from home and is free to use, which helps 

them balance their business and their personal life. A free of charge download 

allows the creating and maintaining of Instagram-based small business to be less 

expensive than running a professional website (Dwivedi et al., 2016).  

 

Meanwhile, according to Garifova (2016), Instagram can help users get potential 

business opportunities and customers, due to it being a low-barrier free access 
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social media platform. This means the users who want to launch a business in its 

early stages should post high quality pictures on Instagram. 

1.2 Problem discussion 

As previously mentioned, Instagram is one of the most popular social media 

platforms (Statista, 2018) and there are a lot of marketing users putting high 

value in this application (Dwivedi et al., 2016), so from the marketer’s 

standpoint, knowledge of what characteristics photos can have to attract more 

attention online is very important. But during the research process, the 

researchers found that there is lack of studies about constructing a model that 

can give an overview for evaluating Instagram photos. There exist articles that 

focus on a single aspect of photos on Instagram, such as Faces Engage Us: 

Photos with Faces Attract More Likes and Comments on Instagram by Bakhshi, 

Shamma, and Gilbert (2014). In this study researchers sampled 2,000 Instagram 

photos to determine whether the inclusion of a human face in a photo drew 

significantly more attention in the form of likes and followers, and found a 38% 

increase in likes received and 32% increase in comments in those photos. This 

article however does not specify the type of face or facial expression that 

contributes to likes, rather simply noting the presence of a face. The second 

article that the authors of this paper found, What We Instagram: A First 

Analysis of Instagram Photo Content and User Types by Hu, Manikonda and 

Kambhampati (2014), is about image type on Instagram. Those authors drew a 

sample of 200 photos from the “most popular” users to find frequencies of 

reappearing content, and categorize the photos into themes. In their study they 

found “Friends”, “Food, “Gadgets”, “Captioned Photos”, “Pet”, “Activity”, 

“Selfie”, “Fashion” applied to the large majority of the photos found. Also, there 

is an article discussing visual composition, Instagram Likes for Architectural 

Photos Can Be Predicted by Quantitative Balance Measures and Curvature 

(Thömmes and Hübner, 2018), which goes in depth on the aesthetics of visual 

composition in the Instagram photo. In this article, the researchers tested several 

types of visual composition and people’s Instagram like-behavior per photo 

based on symmetry, balance and curvature over angularity. Color is an 

important element of the photo. Also, during the research, the study of color of 

Instagram photo proved very lacking in the scientific field. One possibly 

relatable article is The palette that stands out: Color compositions of online 



 

 

 8 (61) 

curated visual UGC that attracts higher consumer interaction. In that paper 

researchers discussed the influence of color composition to the consumers on the 

social media platform regarding to different type of color composition, which 

are hue, chroma and brightness (Jalali and Papatla, 2016). The authors of this 

paper find there is almost no research done to comprehensively review the 

incredible number and variation of photos on Instagram from a well rounded 

perspective. Due to the in depth, but narrowly focused view of the previous 

studies, the researchers will combine each of those characteristics into one 

study. Accordingly, the authors believe if there is a study offering a 

comprehensive view of Instagram photos, it will be a contribution for future 

studies. 

 

Many studies of Instagram have struggled in detail to remove bias in the 

measurement of photos, likes, and followers to what is relevant to their study, 

especially descriptive studies. Studying Instagram trends offers several problems 

in operationalizing its different facets. In a study to characterize popular types of 

users on Instagram and find what makes them popular, Marwick (2015) had to 

recruit Instagram savvy younger people to search and “contextualize” users with 

many followers, because a simple random sample would not produce a “diverse 

array of popular users”, which is best for scientific study. Thömmes and Hübner 

(2018) for example choose accounts with over 10,000 followers to study photos 

that recieve Instagram likes for general judgments of aesthetic appeal, using the 

logic that there will be little person connection in such a wide followership. 

However on the contrary, the argument is made that accounts of such large 

followerships attract users that are only into that account’s niche material, and 

like for niche reasons. Thelander and Cassinger (2017) in Brand New Images? 

Implications of Instagram Photography for Place Branding found that even 

recruiting participants who volunteered to be in a study where they would post 

on Instagram to study the culture of Instagram’s posters was not enough, as 

many proved to not be interested or tasteful in photography, despite their 

common use of Instagram. The researchers had to conduct hour long interviews 

and remove many participants to get a sample that was “obviously different 

enough” to be studied. Large quantitative studies sent through API’s, such as 
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Hochman and Schwartz (2012) Visualizing Instagram: Tracing Cultural Visual 

Rhythms where 550,000 photos are sent through the Instagram API to test for 

color, or Bakhshi, Shamma, and Gilbert (2014) where 2,000 photos are sent 

through Face++ API have proven the most successfully operationalized. 

However researchers seek to study the social and cultural aspects of Instagram 

in the age of social media photography networks, and how those play into 

success. Zappavigna (2016) discusses the subjectivity of perception of online 

media saying there are “emerging genres” in the online world. Genres as a 

concept have appeared throughout history, with the separation of painting into 

still life, portrait, and landscape for example, and have served to differentiate 

between different visual patterns. As visual media has made its way online, it 

has eventually morphed into the “social photography” of Instagram Zappavigna 

(2016). There has been increasing difficulty in identifying the patterns, 

terminology, and semiotic differences that one could use to study the emerging 

genres on these mediums. For example, 100,000 photos from American families 

were reviewed in a study from the 1940’s to the 1960’s, and fewer than 100 of 

them were self portraits. However “selfie’s” as they are called in current times, 

are ubiquitous due to the influence of social media photography Lasén and 

Gómez-Cruz (2009). Some in the aforementioned studies have attempted to 

define what “success” on Instagram is, from finding correlations between likes 

and followers to studying the pure content of photographs. The authors of this 

study feel that by allowing participants to use their own words to evaluate 

photos, with no previous knowledge, the arduous and often not entirely 

successful removal of bias in scientifically studying Instagram success will be 

mitigated. This is because it is the participants who are left to make the 

judgements of a range of photographs from a range of perspectives and not the 

researchers who often aim to find a very specific type of result. However 

success on Instagram is created the emerging culture, and generation of value on 

Instagram has inevitably led to its usage in marketing, business, and generating 

revenue.  

 

In today’s era, the number of followers on social media is growing each year 

dramatically. As more people tend to use different platforms of social media, 

different companies and organizations are using it as a marketing tool to interact 
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with their customers. Moreover, different social media platforms have become a 

natural part of companies marketing strategies (Virtanen, Björk and Sjöström 

2017). Many different brands are also using the platform of social media to 

reach a diverse range of audience, using a variety of powerful marketing 

strategies (Vassallo et al., 2018).  

 

According to an article written by Garifova, L. (2016) explains that many 

organizations around the world such as banks, airline companies, universities 

and holding companies increase their promotional activities on social media. In 

addition, these organizations conduct extensive advertising campaigns in social 

networks together with traditional media. When Instagram started to grow, the 

increase use of social media offers businesses an opportunity in terms of 

searching their target audience. Through Instagram, different businesses and 

organization can use this application to interact with their consumers by simply 

endorsing them for an example following them and liking and commenting on 

their post (Garifova, L. 2016) Moreover, for a small businesses to be recognized 

on Instagram, an amount of 1000 followers are argued to be the minimum  

(Virtanen, Björk and Sjöström, 2017). 

 

Instagram has several features that helps people to modify and distribute their 

visual content to larger audience. One of the unique tools that Instagram 

provides to its users is using multiple different filters where the users can 

modify their pictures how they want. Another thing, is that the users can use 

hashtags together with the photos or videos they upload on Instagram, in order 

to gain more viewers and likes on Instagram. Likes is something that many 

younger people tend to seek and want when they upload a specific photo on 

Instagram (Dumas et al., 2017).  As previously mentioned the way of using 

certain filters and hashtags can help the user modify the photo to make it more 

appealing and successful to gain likes and followers. According to an article 

written by Dumas et al., (2017) talks about that users may upload pictures to 

Instagram for the purpose of gaining likes, and in order to successfully 

accomplish that is for an example making their photos more attractive using 

filters, or using widespread hashtags.  In addition, another helpful tool to 

successfully making the users picture unique in order to gain likes is for an 
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example utilizing secondary source companies that allows users to physically 

modify their appearance in their photo for an example performing digital plastic 

surgery or to posting photos of one’s accomplishments (Dumas et al., 2017).  

The purpose of including these previous studies in this study is that the authors 

can combine these unique angles to create a multi-faceted overview of 

Instagram photos they find lacking in the research area. The recurring content in 

these photos can be patterned, and combined with the operationalizing of 

“popular users” in previous studies to determine what photos receive significant 

attention on Instagram.  

  

 
 

1.3 Research Question 

 

What model can be created and used to comprehensively evaluate the content of 

Instagram pictures? 

 

1.4 Purpose 

 
The purpose of this paper is to create a model to evaluate photos on Instagram 

from a comprehensive perspective to determine the aspects of a successful photo 

on Instagram. There is a possible link to marketing and business success on 

Instagram through this evaluation. 
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2. Theoretical Framework  
In this chapter five different theories are presented that discusses about the rule 

of photographic composition regarding  visual composition, different colours 

that include light & Dark and Cool & warm colours are introduced, then later 

photographic composition in terms of rule of thirds is presented and last 

emotion expression.  

 

 

2.1 Visual Composition 

According to Krages (2012), visual composition is a very important concept of 

photography since it makes communication through a visual medium to be much 

easier to comprehend. He stated: “Composition basically comes down to 

determining how objects should be arranged and balanced within the 

boundaries of the image” (Krages, 2012). Meanwhile, the researchers Mai et al 

(2011) also gave similar definition of composition which as a concept refers to 

how to arrange visual elements within the frame of a photo, which is the one of 

the most important aspect in the creation and the quality of painting or 

photography (Mai et al., 2011). 

The rules of photographic composition shows there are multiple aspects that a 

photographer needs to consider when they are creating a photograph (Liu et al., 

2010). According to Krages (2012), these rules include: rule of thirds, shapes 

and lines, amputation avoidance, visual balance and diagonal dominance 

(Krages, 2012). Additionally, Swanson et al. (2012) also acknowledges that 

following the rules of composition could increase the quality of the pictures. 

During the research process, author Krages (2012) was noted for comparing the 

placement of dominant objects in a image either following the rule of thirds, 

which is the division of an image into three sections vertically and horizontally 

and the placing of the dominant object or element of the image on one of the 

resulting four “cross-points”, or placed in the center of an image. Without 
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researching too deep into the concepts of professional photography, the authors 

of this paper decided to dedicate special focus to the center and cross point 

positioning of the rule of thirds.  

Additionally in visual composition is the angles used, particularly when using a 

camera to produce photos. According to a research study written by Meyrowitz 

(1998) the author describes camera angles being divided in four ways; low angle 

shots, high angle shots, level angle shot, and wide-angle. Their use depends on 

the intended effect, such as low angle shots suggesting power and authority, 

while an extreme low angle can be used to mock self importance. Or high angle 

shots used to represent smallness, while level angle shots used to depict a peer 

or being on a similar level. Meyrowitz (1998) describes wide angles as 

stretching the visible distance between the background and the foreground, 

while long lenses compress foreground and background.  

 

Depth is another important factor in visual composition to be taken in 

consideration, particularly in photographs. Depth reveals space and objects, 

although in some pictures the elements shown in a 2D object are not closely 

related to its view in reality at all. Berbaum, Tharp and Mroczek (1983) explain 

how photographs do not account for binocular disparity which are the different 

variables that your eyes used to perceive 3D reality. The lack of binocular 

disparity in 2D visuals is instead replaced by static cues and local cues within 

the image to perceive overall depth and form (Berbaum, Tharp and Mroczek, 

1983). A photograph’s main depth cues are the included illuminated surfaces 

and edges of the natural scene.  

These features and their relationship to light sources, contour, shadowing, 

highlights and surface texture are created by the layout of surfaces. Key factors 

like horizon line, vanishing point, and T-intersections contextualize empty space 

in that they present enough surface that observers can picture themselves 

connected to the ground in the image, connected to the image’s object. The three 

major sources of illumination in the natural world; the sun, the sky and the earth, 

are usually used to distinguish depth in long distance photos. A fundamental rule 

of vision is that shallow or close objects are imaged large and high on the retina, 
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where there are deep or far objects are imaged smaller and lower (Berbaum, 

Tharp and Mroczek, 1983).  

 

 

 

 

2.1.1 Rule Of  Thirds  

According to experts in photography, the rule-of-thirds is the best known and 

one of the most important concept of photographic composition in photography 

(Meech, 2013; Peterson, 2011). This rule refers to divide the photographs into 9 

parts by 4 lines (2 horizontally and 2 vertically), then put the dominant elements 

at the cross point. More specifically, as Banerjee and Evans (2007) claim, the 

elements should be placed at 1/3 or 2/3 of photography width from left edge, and 

1/3 or 2/3 of the picture height from the top edge. When photograph following 

this rule, which means place the dominant object at off-center can make 

audience perceive more pleasing and visual balance, and it also can help the 

photographer avoid the discordant influence (Krages, 2012). On the other hand, 

the rule is a guideline, it is only used for improving a photograph, instead of 

using this rule to evaluate if a photograph is good or bad (Krages, 2012). 

 

2.2 Emotion expression  

 

In this area of study, the scientist Charles Darwin is one of the first person who 

found that that emotion expression is the most powerful thing for human beings 

when they are expressing their opinions, intentions and emotions to other 

individuals. Meanwhile, emotion expression is also an immediate means for 

humans (Darwin, 1896), in addition emotion expressions does not only provide 

information about affective state, it also provides human’s cognitive state, for 

instance, confuse, interest, stress etc. (Darwin, 1896). 

   

According to Matsumoto and Ekman (2008), expressions on face are produced 

immediately when emotions are caused spontaneously, which means the 

emotion expression is always shown on the face of an individual.  
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During the research process, the authors of this paper found that there were 

several types of models to categories the different facial expressions of emotion. 

For an example, Bartlett et al (2013) categorized these expressions into 7 

dimensions: anger, surprise, joy, sadness, disgust, fear and neutral. Moreover, 

Farran et al (2011) added emotion expressions into 7 levels which is almost the 

same as the previous researcher Bartlett et al (2013) did. These levels include;  

anger, disgust, fear, happiness, sadness, surprise and neutral. Another similar 

model of expressions that followed the same process as the previous researchers 

where Waterloo et al (2017) they divided the emotion expressions into six 

categories, which are; worry, pride, sadness, disappointment, anger and joy.  

 

 

 

2.3 Colour  

 
2.3.1 Light & Dark 

Colour appears in the environment, for an example darker colour is considered 

to be more heavier than lighter colours, while lighter colored objects tend to be 

more heavier than darker objects. In addition lighter colour appears to be more 

receding, and has the ability to increase the light of a perceived room  (Hagtvedt 

and Brasel, 2016). Furthermore, investigating lighting from a affective reactions 

perspective, it has been shown that lighting has a way more calming effect on 

the consumer. Also, investigating color lightness from a brand personality 

dimension perspective, it was found that the lighting colour was more positively 

correlated with sophistication but negatively correlated with competence. 

Moreover, the degree of lighting can associate with gender, with light colour 

quickly associated with feminine names and dark colour quickly associated with 

masculine names (Hagtvedt and Brasel, 2016). According to another study 

research study by (Boyadzhiev, Paris and Bala, 2013) investigated that lighting 

is a key component in photography together with other aspects such as 

composition and content. In their research study, the authors follows up a 

workflow made by five photographers to control lighting. They start off by 

taking a lot of photos with a single light located at different location at a time 

instead of a single photo with many light sources. Then they load all the images 
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as layers in a photo editing software and carefully composite the images to 

produce the final image. The researchers also create basis lights in order to 

achieve specific effects like enhancing the material color of an object, they also 

introduce modifiers that affect basis lights in order to achieve effects similar to 

standard equipment like shadows (Boyadzhiev, Paris and Bala, 2013).  

 

 

2.3.2 Warm & Cool 

 

The main difference between warm and cool colours is that warm colours 

generate more attention than cooler colours, due to the attention received from 

warm colours not always being positive for example. According to Sokolik, 

Magee and Ivory, (2014) warm colours can attract negative tensions among 

customers, while cooler colours can provide and produce more positive calm 

responses. Furthermore, impressions plays huge rule how the colours are used 

and to some extent how they are affected by each other, for an example 

including black and white ads and highlighting. In addition, warm and cool 

colour has some consistent effects when it comes to advertising, despite the 

general complexity and relation with the many varied effects of colour related 

factors in ads. When it comes to warm and cool colour effects associated in web 

advertising, research is limited. In a study, two researcher provided some 

insights by including warm and cool colours as one of several factors in 

investigating of responses to web banner ads. For an example long standing 

banner ads has made the consumers less sensitive to their effects. Along with 

other factors like ad contrast one of the series that the researchers carried out in 

their experiment was that they conducted and manipulated whether a banner ad 

had a red or blue background (Sokolik, Magee and Ivory, 2014). According to a 

study research written by Bailey (2006) he made a study concerning the effects 

of warm-cool colours, where he discovered that colors that are slightly related to 

red has a higher chance to be connected to a warm feeling. Additionally, while 

other colors linked to a blue end has a stronger association with cool, although 

colors like “red” and “orange” are more linked as “advancing colors” while blue 

are referred to as “receding colors”. Another study research written by (Roschk, 

Loureiro and Breitsohl, 2017) reports that colours with a higher wavelength 
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such as red, orange and yellow are more related to warm colours, while colours 

with a shorter wavelength as green, blue and violet are more related to cool 

colours. In addition, warm colours especially red colours are seen as more 

exciting and distracting, while cool colours such as blue are seen much more as 

relaxation, peacefulness, calmness and pleasantness (Roschk, Loureiro and 

Breitsohl, 2017).  Furthermore, in another research study written by (Ravi 

Metha et al, 2011) the researchers discovered that warm and cool colour could 

evoke physical sensation based off semantic concepts in a memory of an 

individual, which are the two fundamental dimension in social judgements 

through the lens of stereotypes. The authors analyzed that the effect of warmer 

colours and a warm temperature could activate warmth-related concept which 

for an example as being warm and a friendly person. Not only does warm and 

cool color activate certain concepts it could also activate cooler concepts such as 

being confident and competent. (Ravi Metha et al, 2011).  

 

 

2.4 Image type  

Social media’s growing use of online gives emergence to communities and 

culture of its own. This culture becomes recognized through the activity of the 

social media both online and offline, specifically the circumstances under which 

it is referenced offline and the social spaces that form online (Postill & Pink, 

2012). Social media has played an increasingly present role in offline everyday 

life, and is referenced often. Instagram is a social media app that has extended 

its relevancy into the real world, as well as built its own unique culture online. 

Researchers have used this as a basis to seek out the culture of images shared on 

the platform, specifically the categories they fall into. Hu, Manikonda, and 

Kambhampati (2014) noted in their study that certain content repeats in images 

on Instagram as well, noting the repetition of themes “Activities”, “Friends”, 

“Food”, “Pets”, “Selfie”, “Captioned Photos”, “Gadget”, and “Fashion” on the 

platform. After coding these 8 themes, the researchers categorized 200 photos 

into these themes and created a model through which to base Instagram “image 

types”. 
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In the online world of “social photography”, Zappavigna (2016) primarily 

identifies its defining visual characteristic as “portability and pervasiveness”, 

largely due to the use of smartphones. The use of these devices to take pictures 

and how those devices characterize those pictures have given to issues with the 

semiotic identifiers and terminology one should use to describe that visual 

content. Zappavigna (2016) gives the example of the problematic argument of 

portrait versus self-portrait or “selfie”, that has been brought up in 

operationalizing the identification of photos. Particularly asking what signifiers 

exist within a photo to address if the “represented participant is the image-

producer”. Discussing how the photographer’s presence in the visual structure 

might be subjectively identified, Zappavigna (2016) offers visual clues such as 

the positioning of the arm, level of distortion due to focal range, and inclusion of 

part of his or her body in the image. 

 

Thelander and Cassinger (2017) in their study distill Instagram’s users into 

“ideal types” based on their communication strategies and representation of 

places, calling them a “choreography of social conventions and what is 

considered appropriate to post on Instagram”. One of the ideal types they 

discerned from research was “The Professional”, or one who wants to “explore 

and display, and create photographs rather than take them” and “evoke a 

response through careful consideration of what they want to emphasize”. The 

Professional’s photographs typically do not generate a lot of likes and are low 

on the scale of Instagram’s typical social conventions they note. 
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3. Method 
 

3.1 Deductive research approach  

According to Bryman and Bell (2015), the research can be processed by two 

different approaches which is either Inductive approach or deductive approach. 

In this paper, the deductive research approach will be utilized.  

Bryman and Bell (2015) states that a deductive approach is the most common 

view of the relationship between theory and research. In addition, a deductive 

approach starts within existing theories. Moreover, according to Adams et al. 

(2007) states that deductive approach is the most logical process of coming to a 

conclusion, and the process of conducting a deductive research is the uniqueness 

in it’s linear, Bryman and Bell (2015) discusses that a deductive process appears 

very linear, usually one step follows the other in a clear logical sequence. 

However, the case might change as the researcher view of the theory or 

literature changes during the process of a study. There are several reasons 

behind it, one step is that the data may not fit with the original hypotheses, 

second the relevance of a dataset for theory may become apparent only after the 

data has been collected.  

 

 

3.1.1 Qualitative research  

According to Bryman and Bell (2015) A qualitative research is a form of 

strategy that emphasizes words rather than quantification in the collection and 

analysis of data. A qualitative research is inductive, constructive and a term that 

sometimes imply an approach to business research, Bryman and Bell (2015) 

discusses that qualitative studies provide a detailed account of what goes on in 

the setting being investigated. Additionally, this type of research method 

involves a lot of unuseful details, because of the significance for subjects and 

also because of the details gives an account of the context within which people’s 

behaviour takes place.  
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A qualitative research method also involves three different types of method tools 

in order to conduct a certain research; In-depth interviews, focus groups, 

projective techniques. However in-depth interviews will only be used in this 

study. Moreover, according to Sreejesh, Anusree and Mohapatra, (2014)  In-

depth interviews  conducts interviews with individuals instead of using a group 

of people, in order to collect information about a certain product or a brand. In 

addition, the interviews are usually conducted on a one-time basis, which 

explains that is also known as having individual depth interviews. By choosing 

In-depth interviews, means that the researcher will receive an ordinary 

conversation that permits both the researcher and the interviewer to interact and 

to explore an issue. Furthermore, individual in-depth interviews can be divided 

into three different stages which includes; Non-directive, or unstructured 

interviews, semi-structured interviews, standardized open-ended interviews. A 

semi-structured interviews involves a lot of flexibility to the interview, in this 

case the individual that are interviewing the participant are usually limited to the 

specific topic that are related to the research. Moreover, at this point the 

interviewer can makes use of appropriate questions and make space for time 

each question that are asked to the participants. Additionally, in this case, more 

of a flexible adapted way will be connected to the different responses. 

Standardized open-ended interviews however is way more different comparing 

to a semi-structured interview. At this point, the questionnaires involves open-

ended questions, it’s carefully worded and sequential ordered. In addition this 

type of method tool, reduces the differences in responses from different people 

due to the choice of word. However, this type of technique is more appropriate 

when two individuals are conducting the interviews. Moreover, unstructured 

interviews are more related to of natural form of conversation, meaning nothing 

is structured in a way where the interviewer brings up various topics that are of 

interest to the course of conversation (Sreejesh, Anusree and Mohapatra, 2014). 

In overall, qualitative research methods are particularly used when the 

researcher is interested in better understanding a specific topic from the 

perspective of participants in order to develop a certain survey. Comparing to a 

quantitative research a qualitative research method is more related to open 

questions (Rosenthal, 2016).  
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For the researchers’ case a qualitative research method is chosen because of its 

ability to go in depth, and therefore the in-depth interview method is most 

appropriate to elicit those types of responses from participants. In depth 

interviews involve the posing of open-ended questions and are design to obtain 

an in-depth understanding of participants experiences, opinions, feelings which 

the researcher wants to receive from their study (Bryman and Bell 2015).  

 

 

 

3.2 Research design 

According to Bryman and Bell (2015), the research design can provide the 

framework to a research in order to help researchers collect and analyze the 

data. Choosing a suitable and right research design can make sure that the 

research is processed with an efficient way (Malhotra, 2010).  According to 

Bryman and Bell (2015), The research design can be divided into five different 

types which are: experimental design, cross-sectional design, longitudinal 

design, case study and comparative design. But there is an another way to divide 

the research design. According to Saunders et al (2009), he pointed out that the 

research design also can be divided into descriptive, exploratory and 

explanatory. In this case of study, the authors of this paper decided to apply the 

descriptive strategy as research design on this paper. According to Saunders et al 

(2009), he stated that the descriptive strategy can provide an accurate and 

systematic characteristic about a certain individual or group. Furthermore, he 

pointed out that “the descriptive strategy can discover new meaning, describes 

what exists and what frequency the phenomenon occurs”. In addition, the 

researcher Ghauri and Grønhaug (2010) also have comments on descriptive 

strategy, they stated that the descriptive strategy has very high flexibility which 

can help the researchers to quick adapt the dynamic during the process of 

collecting data (2010), which means the researchers can change the direction of 

the research according to the newest data they collected. So it can guarantee the 

best result of the research. 
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3.3 Sampling 

 

Sampling is an efficient data collection method to identify a sample which 

present about a larger population (Malhotra & Birks, 2006). According to 

Saunders (2009), sampling is a very important factor that ensure the integrity 

empirical investigation. 

  

According to Bryman and Bell (2015), the method of sampling which the 

empirical paper used can be divided into two different types, which are non-

probability and probability sampling. Probability sampling is picking the 

population randomly, which means each of the population have same probability 

to be selected. The non-probability sampling is however different comparing to 

the probability sampling which means the non-probability sampling eliminates 

random factors and does not give the equal selection chance to the population. 

Meanwhile, Bryman and Bell (2015) states that the non-probability is always 

connected to qualitative research since the research select samples within some 

requirement.  

 

In Postill and Pink’s (2012) article ‘Social Media Ethnography: The Digital 

Researcher in a Messy Web’, they detail the significance of physical location in 

relation to the online community, or the face-to-face versus social media 

interaction between users. Ultimately, they have determined that the population 

on social media divides itself into “clusters or intensities” in seeking common 

identity. This does not necessarily reference locality as being the main bond 

holding these clusters together. However, the authors state there is a strong case 

for going to the countries and finding the people in the countries demonstrating 

sophisticated use of the social media forms the researchers would like to 

investigate. This is because it is easier to study and describe the qualities of a 

group of people sharing a very similar culture, especially on a globally 

influenced Web, from an anthropological perspective. Therefore the researchers 



 

 

 23 (61) 

have justified sampling from a locality, or cluster, and have chosen the southern 

region of Sweden. Fiedler and Kareev (2006) have furthermore described a 

decrease in “decision quality” when dealing with information overload, and 

conversely noted “high diagnosticity” from small samples in behavioral science 

studies. Sampling Instagram from a global context and the extensive variety of 

cultural understandings inherent as well as the intersection with the global 

culture of social media would likely produce conflicting and even undiagnosable 

results. Given the available resources for a relatively small study as this, it is 

best for the researchers to study within their immediate locality as well. 

 

In this case of study, there are three steps of sampling. The first step is sampling 

Instagram accounts, then the researchers will sampling the pictures from those 

accounts for the semi-structured interviews. The third step is sampling the 

participants who the researchers of this paper gonna interview.  

 

For the first step which is sampling the Instagram accounts, this step is non-

probability sampling. Due to the purpose of this study is to help people use 

Instagram photos with business purpose which is to attract more customers. The 

researchers sought to include business-related accounts whose business was 

mostly or entirely known through their Instagram account. They were to have a 

considerable degree of influence within their locality, but not outside of it. This 

was to maintain the high diagnosticity of small samples, as well as prevent 

accounts that were too influential from entering the study, as those accounts 

might have a following for reasons unrelated to the account itself. These criteria 

were operationalized through searching the ten largest cities in southern Sweden 

on Instagram’s search function, which displayed the recent most popular photos 

for that region. The researchers examined the accounts associated with those 

photos for signs of business activity, such as discounts offered in the captions, 

advertisements, and if the account was a business itself. Each accounts with 

1,000 followers or more fulfilling these criteria were selected from the search 

results. And in this step, the researchers picked five accounts from the ten 

biggest cities in south region of Sweden, which means there were fifty accounts 

had been selected in total. 
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Then it comes to the second step, which is sampling pictures for interviews from 

those accounts. As mentioned in the first step, the author picked fifty accounts 

from ten biggest cities in south region of Sweden. So at the beginning of step, 

the researchers made a list for those fifty accounts and give number on them 1-

50, then use “Random Number Generator” which allows the user to type a range 

number and receive a random number within that amount to select accounts. 

 

After selecting the accounts, it comes to the third phase which is sampling the 

pictures from those selected account. Meanwhile, in this case of study, the 

researchers decided to pick the photos for interviews from the top ten most liked 

photos of those selected accounts. According to operationalization chapter, the 

researchers need ten pictures for Question 1-4 in each interview. The researchers 

use “Random Number Generator” to sample an account firstly, then keep using 

this tool to select one picture from top ten most liked photo of this account. 

After five times of this process, the researchers got five pictures from different 

accounts for Question 1-3. For question 4, which is related to human emotional 

express. The researchers will show another five photos which are emotion-

related photos to the participants. For sampling these five photos, the “Random 

Number Generator” was used in the same fashion, which is randomly select an 

account and generate one picture from that account until a number with a 

corresponding photo with a human face was found. 

  

The third step is sampling for interview participants. In this step, the researchers 

used non probability sampling method to select nineteen interviewees. The 

authors started off by searching for people around Linnaeus University by 

asking them if they had a small interest in photography or artistry and if they 

were using Instagram. If they had an interest in photography or artistry, or 

actively used Instagram they were included as a participant for the interview, if 

they were not they were excluded. In total, nineteen interviews were conducted, 

where the photographs were shown from a projector in order to make it more 

clear and professional for the participant to see the picture. Ten pictures were 

shown to each participants, the first five photos were randomly picked from top 

ten liked photos of selected accounts. The other five pictures were pictures of 
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people’s faces were the participants were asked about their emotional 

expression.  

 

 

 

3.3.1 Semi-structured interviews  

A semi structured interview refers to a more structured interview rather than 

non-directive interviews. It applies with more flexibility where the interviewer 

makes sure to keep the interview limited to the actual topic that is related to the 

research (Sreejesh, Anusree and Mohapatra, 2014). According to Bryman and 

Bell (2015) a semi-structured interview involves when the researcher has a list 

of questions on fairly specific topics to be covered, usually referred to as an 

interview guide. Moreover, the questions that are not mentioned or included in 

the guide may be asked as the interviewer picks up on things said by 

interviewer. Again, as mentioned before the whole interview process is flexible, 

and also the emphasis must be on how the interviewer frames and understands 

problems and events, that is what the interviewer see as important by explaining 

and understanding events. Furthermore, in a semi-structured interview the 

interviewer makes sure to follow a script to a certain extent, In addition, if the 

researcher is aware of how the investigation will follow-up with a clear focus, 

than it is more attached to a semi-structured interview. Bryman and Bell (2015) 

discusses that when it is more structure than it is likely to be in-forced when the 

researchers are aware and has a clear idea on how the data will be analyzed. In 

addition, if there’s more than one individual conducting the interview in 

different locations, in order to ensure that either interview is conducted similarly 

the loose structure of semi-structured interviews is optimal (Bryman and Bell 

2015). 

 

3.3.2 Justification of Semi-structured interview 

A semi-structured interview was chosen as the suitable approach for the research 

study. As stated in the previous paragraph of semi-structured interview, it 

conducts a more structured interviews, meaning it is more flexible and consist of 

multiple outlines of benefits, it allows greater adaption of the interaction 

between the researcher and the study participants this type of method were the 
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best choice for the researcher topic (Bryman and Bell 2015). The interviewers in 

this case can make sure to keep the interview limited to the actual topic that is 

related to the research topic. For the researchers point of view, this is one of the 

reasons why the semi-structured interview where conducted, the researchers 

chose this in order to keep the interviews limited to a point to get deeper and 

detailed answers from the participants. In addition, another reason why semi-

structured interviews where chosen and suitable for the study research, is the 

findings of new collection of information received from the participants in order 

to keep the categories that authors of this paper created more comprehensive. 

Furthermore, in semi-structured interview, even the researchers have a 

framework to guide the interview, but the respondents are also allowed to speak 

freely and open-minded. 

 

3.4 Data collection method  
 

3.4.1 Semi-structured interviews  

A semi structured interview refers to a more structured interview rather than 

non-directive interviews. It applies with more flexibility where the interviewer 

makes sure to keep the interview limited to the actual topic that is related to the 

research (Sreejesh, Anusree and Mohapatra, 2014). According to Bryman and 

Bell (2015) a semi-structured interview involves when the researcher has a list 

of questions on fairly specific topics to be covered, usually referred to as an 

interview guide. Moreover, the questions that are not mentioned or included in 

the guide may be asked as the interviewer picks up on things said by 

interviewer. Again, as mentioned before the whole interview process is flexible, 

and also the emphasis must be on how the interviewer frames and understands 

problems and events, that is what the interviewer see as important by explaining 

and understanding events. Furthermore, in a semi-structured interview the 

interviewer make sures to follow a script to a certain extent, In addition, if the 

researcher is aware of how the investigation will follow-up with a clear focus, 

than it is more attached to a semi-structured interview. Bryman and Bell (2015) 

discusses that when it is more structure than it is likely to be in-forced when the 

researchers are aware and has a clear idea on how the data will be analyzed. In 
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addition, if there’s more than one individual conducting the interview in 

different locations, in order to ensure that either interview is conducted similarly 

the loose structure of semi-structured interviews is optimal (Bryman and Bell 

2015). 

 

 

3.4.2 Justification of Semi-structured interview 

A semi-structured interview was chosen as the suitable approach for the research 

study. As stated in the previous paragraph of semi-structured interview, it 

conducts a more structured interviews, meaning it is more flexible and consist of 

multiple outlines of benefits, it allows greater adaption of the interaction 

between the researcher and the study participants this type of method were the 

best choice for the  researcher topic (Bryman and Bell 2015). The interviewers 

in this case can make sure to keep the interview limited to the actual topic that is 

related to the research topic. For the researchers point of view, this is one of the 

reasons why the semi-structured interview where conducted, the researchers 

chose this in order to keep the interviews limited to a point to get deeper and 

detailed answers from the participants. In addition, another reason why semi-

structured interviews where chosen and suitable for the study research, is the 

findings of new collection of information received from the participants in order 

to keep the categories that authors of this paper created more comprehensive. 

Furthermore, in semi-structured interview, even the researchers have a 

framework to guide the interview, but the respondents are also allowed to speak 

freely and open-minded. 

3.4.3 Conducting the semi-structured interview 

Before conducting the interviews, the authors of this paper decided to invite all 

of those nineteen participants for these nineteen semi-structured interviews, all 

of them were in K building of Linnaeus University campus, each interview took 

around 20 minutes. During the semi-structured interviews, the researchers used 

their mobile phone to record each of the nineteen interviews. Meanwhile, before 

starting the interviews, the authors of this paper prepared ten pictures for each 

participant. In those ten pictures, the first five pictures are for question 1-3. 

After asking the questions 3, the author of this paper showed another five 

pictures which only contain the human emotion to participants before asking the 
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question 4 since this question is focus on the emotion expression. Then the 

question 4 has been asked. 

 

3.4 Operationalization 

According to Bryman and Bell (2015), the operationalization of research refers 

to help researchers define and connect the theories by themselves. The reason 

why researchers need to do an operationalization is for defining the 

measurements of interest. According to Ghauri and Grønhaug (2005), 

operationalization is a very import part of a research, they also pointed out that 

the operationalization can help researchers make sure that the data they collect 

are relevant and suitable for the research (Ghauri and Grønhaug, 2005). 

In this case of study, the operationalization was built based several questions 

which are for the further research of semi-structured interviews. Meanwhile, the 

operationalization was based on theories which were discussed before in the part 

of theoretical framework. Overall, the operationalization can create an overview 

of questions which were created by researchers, therefore the all theories will be 

engaged and considered.  On the other hand, the researchers will conduct pre-

test later for making sure that the questions in formal interviews are clear and 

understandable. After conducting the pre-test, the unclear questions in 

Operationalization will be fixed. 

 

 

Concept  Theory Items Questions 

Image type  The pictures on 

Instagram can be 

divided into several 

different categories. (Hu 

et al, 2014) 

Food  Q1 Can you describe 

the theme of those 

five photos? 

 

 

 

Friends  

Activities  
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Pet 

Gadget 

Selfie 

Fashion 

Color  Colour appears in the 

environment, for an 

example darker colour 

is considered to be more 

heavier than lighter 

colours, while lighter 

colored objects tend to 

be more heavier than 

darker objects 

(Hagtvedt and Brasel, 

2016).  Warm colours 

attracts negative 

tensions among 

customers, while cooler 

colours can provide and 

produce more positive 

calm responses 

(Sokolik, Magee and 

Ivory, 2014). 

Warm Q2: Can you describe 

the Color of those 

five photos? 

 

 
Cool 

Light 

Dark 

Visual  

Composition 

Visual composition 

refers to how to balance 

and arrange the objects 

in the boundaries of 

image (Krages, 2012). 

And Rule Of Third is 

Middle  Q3. Can you describe 

how those five photos 

were be taken? 
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the one of best known 

photographic 

composition method 

(Meech, 2013; Peterson, 

2011). 

 

Cross Point  

Emotion 

expression 

Emotion expressions 

refers to the immediate 

means of human, and 

they can provide the 

information of human’s 

affective state and 

cognitive state (Darwin, 

1896) 

Anger Q4 Please describe 

the emotion 

expression of those 

five new photos? 

 

 
Joy 

Sadness 

Fear 

Neutral 

Table 2. Operationalization 

3.6 Pre-test 

In order to make sure this research can provide useful information from the 

participants, the researchers should conduct a pre-test (Bryman & Bell, 2015). 

According to Cooper and Schindler (2014), the main reason why a pre-test is 

conducted in a qualitative study is in order to discover and finding out the 

problem when conducting a data collection to make sure the questions are 

understandable for the participants. In this study, the authors processed the pre-

test with five participants within interviews to see how they will answering and 
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describe each question. After the pre-test, all the unclear problems of the 

questions were found. Then those unclear problems were fixed and changed by 

researchers for further nineteen formal interviews. 

 

3.7 Data Analysis Method 

3.7.1 Coding 

According to Bryman and Bell (2015) coding is a very important process in a 

qualitative data analysis strategies. It refers to give labels the main component 

parts of potential theoretical significance, and it requires researchers study and 

process the data that they collected critically for the further analysis of the study. 

According to Saunders et al. (2009), it is possible that the research can use the 

codes which are based on the collected data from previous study or theoretical 

framework. Additionally, whatever the case that the codes are based on, the 

researchers should consider the purpose and research question of the study when 

building the codes to ensure that the result of research will answer the questions 

that the research tends to answer. Meanwhile, the categories which created by 

coding should be functional and pertinent. Furthermore, Cooper and Schindler 

(2014) stated that it is better to conduct coding when there are no hypotheses to 

answer in the research. 

 

In this study, the researchers believe that the coding is the most suitable method 

of this study. According to Strauss (1987), there are several advantages of 

coding data method. First of all, coding is the key process to discover the core 

category or categories. Furthermore, the coding process will force the entire 

analysis of a study move toward to the final integration. In addition, this method 

can break the data, then free the researcher from description and force them to 

describe the higher levels of abstraction. These three points of advantages can 

explain the reason why the coding method will be chosen of this study. 

 

For conducting this method in this case of study,  the researchers will do 

nineteen semi-structured interviews. Then the researchers will use coding as a 

method to analyze the collected data from semi-structured interviews. Be more 

specific, the researchers will use coding as method to analyze the descriptions 

and give a short label on description of each question from nineteen participants 
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to develop the categories of classification more comprehensively which 

researchers created based on the previous theories. 

 

According to Bryman and Bell (2015), saturation is a status of the method 

coding. He pointed out that this status occurs after the constant comparison 

between the code of the data and collection of data, which means once a concept 

or category has been developed, the researchers may continue to collect data to 

determine the nature and operation but after constant coding, the new data or 

codes are no longer illuminating about the concept (Bryman and Bell, 2015). So 

in this case of study, the authors of this paper want to conduct interviews as 

much as possible until they can not get new concept from the participants to 

make sure the data they got are comprehensively.  

 

 

3.8 Research quality criteria 

 

In this chapter, the author of this paper will discuss about how to ensure the 

trustworthiness and integrity of the research process. According to Bryman and 

Bell (2015), the part of quality criteria can help researcher ensure the validity of 

the research. Therefore, in this chapter, the validity and credibility and 

transferability will be discussed.  

 

 

3.8.1 Validity 

Validity is one of the most important factors to evaluate a study and research 

(Bryman & Bell, 2015). Validity emphasizes the usefulness of research in terms 

of results and conclusion, it can also be seen as the correctness of the research 

(Ghauri and Grønhaug, 2010). In order to make the research as valid and useful 

as possible, the authors of this paper will try to hand out the result to the public 

and the respondents that is involved in the research process, therefore, this study 

will be applicable in social settings. Moreover, the researchers of this paper will 

give correct explanations of what the researchers of this paper doing to make 

sure the participants understand the purpose of this study. 
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3.8.2 Credibility 

According to Bryman and Bell (2015), the credibility of the research refer to the 

reasonableness and believability of the result of this research. It is an important 

element of validity of the qualitative research, it can illustrate the extent of how 

sync between the research approach and the findings of the research with 

general acceptance (Bryman & Bell, 2015). In this case of study, the researchers 

of this paper will apply investigator triangulation to ensure the credibility of this 

research. According to Denzin(1984), the triangulation can be divided into four 

types, which are Data Source Triangulation, Investigator Triangulation, Theory 

Triangulation and Methodology Triangulation. The Investigator Triangulation 

refers to the multiple researchers investigate the same phenomenon (Denzin, 

1984). In this study, there are lots of subjective analysis involved. So the 

investigator triangulation can reduce subjective judgement and the enhance the 

credibility of this research. 

 

 

3.8.3 Transferability 

According to Bryman and Bell (2015), the transferability refers to the ability of 

generalizing, it also can be described as the extent of how the results of a study 

can be applied on other’s setting. It is also an important element of validity in 

qualitative research, the research may consider the potential problems of 

transferability at the research design stage, instead of retrospectively (Pearson, 

Parkin and Coomber, 2011). For the judgment of transferability, it is not 

depending on the researchers, which means the judgment of transferability is 

depending on the readers or participants since the researchers never know the 

specific setting for them (Korstjens and Moser, 2017). Therefore, to ensure the 

transferability of this study, the researchers of this paper will conduct multiple 

semi-structured interviews to enhance the transferability of findings. 
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 3.9 Social and ethical issues 

According to Bryman and Bell (2015) Ethical principles is broken down into 

four main areas which are; Whether there is harm to participants, Whether there 

is a lack of informed consent, Whether there is an invasion of privacy, Whether 

deception is involved. When it comes to harming the participants, Bryman and 

Bell (2015) discusses that harm can entail a number of facets which involves; 

physical harm; harm to participants development or self-esteem; stress; harm to 

career prospects and future employment. Furthermore, it is important that the 

researcher takes responsibility to assess carefully the possibility of harm to 

research participants. Moreover, investigating the lack of informed consent 

involves the area within business research ethics that is most debated. The 

principles connected to lack of informed consent means that the prospective 

research participants should be given as much information as needed to make an 

informed decision about whether or not to wish individuals to participate in a 

study. In addition, according to Bryman and Bell (2015) later states that the 

respondents  should be told usually in the beginning of the interview, if the 

observation techniques or recording material are to be used. Furthermore, the 

difficulties of obtaining informed consent are somehow complicated in various 

ways when the data is collected in a public place, this is because in such 

situations it may not be practical to seek informed consent from all those 

present. However, this applies to some research involving the internet, where the 

boundaries between public and private spaces are often unclear. Moving over to 

the third area of ethical concern relates to the invasion of privacy, this discusses 

the perspective of how an individual want to perceive some sort of privacy when 

it comes to interviews. For an example the participants may not feel comfortable 

or refuses to answer certain questions, often times the factor behind the refusal 

may be to some consent be based on a feeling that some question are more 

sensitive to answer in public. However, some topics may be sensitive for 

everyone, because of the nature of the subject, and it is also impossible for the 

researcher to have the knowledge beforehand which topics may be sensitive or 

not. Bryman and Bell (2015) states that the researcher needs to “treat each case 

sensitively and individually, giving respondents a genuine opportunity to 

withdraw”. In addition, one of the main issues behind privacy is constantly 

linked to issues of anonymity in the research process, usually in the area that has 
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already been touched in the context of the question of whether or not harm 

comes to participants. Moreover, from the researchers point of view deception is 

one of the method tools that is applied for this research topic. According to 

Bryman and Bell (2015) Deception occurs when researchers represent their 

research as something other than what it is. Additionally in the area of deception 

the researchers often want to limit participants in order to limit participants 

understanding of what the research is about so they receive more naturally and 

detailed answers. Bryman and Bell (2015) also discusses the difficulties of 

drawing the line between ethical and unethical practices could be revealed in 

several ways. The overall manuals about interviewing are full of advice about 

how to entice interviewees to open up about themselves. In a qualitative 

research is often times very open-ended usually as a result, the research 

questions either loose or not specified. (Bryman and Bell, 2015).  

For the researchers point of view, the authors picked which participants that 

would be adjustable for the topic research, and asked them questions that would 

not bother their privacy area. In addition in order to keep the participants 

identity private, the researchers avoided mentioning their name into the study. 

Moreover, before the interview, the researchers informed the participants how 

the whole process of the interview will be settled, and what type of question that 

will be asked during the interview, in order to make the participant feel 

comfortable. Meanwhile, before starting the each interview, the research told the 

purpose and how to conduct the whole research process to make sure the 

participant know what the researchers doing. But on the other hand, due to the 

researchers showed several photos to each participant, the content of those 

photos may harm the participants, such as make them feel uncomfortable or 

damage to their mental health. 
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4.0 Empirical investigation  
4.1 Colour 

The most frequently coded colour was “light”   We found the warm, light, white, 

dark, contrast, faded and vibrant codes.  

 

From a colour perspective, many different participants chose the colour “warm” 

as their final answer. Nick described his photo as warm because of the strong 

colours that were shown in the picture. “The photo is clearly showing different 

colours, but at the end of the day it seems more of a warm colour as you mix up 

the colours together.” Yamile was giving a photo of mix beers that were 

standing together in small glasses that she thought were showing a mix of 

“warm” colours. “It is kind of hard to describe the colour because the beers are a 

mix colours, however I would describe them as warm colours”. Jenny described 

“The background of the photo is kind of yellowish with orange colour in it too, 

matching the shirt of the weightlifter in it”. Other descriptions of photos 

included the words “fiery”, “golden”, and “autumn”.  

 

Moving over to another colour concept that was mentioned several times from 

the participants point of view was the . Nicole remarked “The background 

behind the girl lights up the picture” Farhan described his photo saying: “It is 

very bright with the sunlight making the grass and the dog’s fur shine 

brilliantly”. Qian said: It is a mix of white and bright colours, but I do believe is 

more bright colours since the sun is shining from the window towards the food 

in the room”.  

 

The colour “Contrast” was another colour that were brought up by the 

participants describing the photo from a colour perspective view. Abbe 

remarked “The bright person and rocks in the left part of the photo contrasts the 

dark water which makes up the right side”. Elisa said: “I feel like the strong 

sunlight behind the guy standing towards the camera is like the focus of the 

photo, but it contrasts every other colour” Another participants Yamile said: 

“The girl is standing in the middle with black clothes against the white mall 

inside, so this is not one colour, it is contrasted”.  
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“Dark” was also mentioned frequently by the participants in their answers. 

Jenny described her photo as a non-colour photo since it was a mix of white and 

black: “The picture is a black and white photo with no colours, however the 

ocean in the picture is a lot more darker comparing to the sky which is a bit 

lighter. Moving over to participant Natasha she said of a photo: “I get a heavy 

feeling from this photo, from the drama of the person’s face, and the black and 

white theme used”. Lucas remarked “all three guys in this photo are wearing 

dark clothes, not to mention they have a serious energy about them”. Colour 

names like “black” and “gray” were given, one in the same description of a 

photo as “cold”. 

  

 

4.2 Image Type 

Many participants said some variation of “nature”, “landscape”, or “outdoor” in 

their responses.   Ehsan remarked “this photo absolutely shows a landscape, 

with trees, a waterfall, a rainbow…”. Farhan said “it focuses on an animal in the 

wild so this is nature”. Another participant Lucas even said “it is meant to 

display a beautiful sunset. The sky is a natural element”. “Scenic” was another 

word to describe a photo where even though Yanille felt the “man running” was 

the object of focus, it was more important that he was against a background of 

“grass and a setting sun”.  

 

“Artistic” came up as a word several times. Describing a photo, Abbe said “this 

one evokes a lot of emotion”, that it looked like a landscape, but due to the too-

perfect colors felt more like an “artistic depiction than a natural shot”. “Design” 

also was used to describe several photos, especially with two photos with 

“couches and home decor” as described by Martin and Ping being said to have 

“design elements”. Jessica said of a photo “the glass of wine with flowers is like 

a still life painting, only in photography form”.   

 

Exploring the underlying themes of the photos, several participants felt that 

although some photos may depict a surface activity or context, the real focus 
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was on the person in the photo’s physicality, or to “show off their bodies” as 

two participants said for two unique photos. “I can tell he’s trying to make you 

see his muscles” said Jenny of a photo, even pointing out that the man lifting 

weights in it had a weight turned to the camera so you could see the kilogram 

amount. Jessica remarked of a photo, “even though it’s after the gym, this photo 

is really sexual because the woman in it is lifting her shirt almost showing 

nudity”, also noting there was no face shown. “She is in her swimsuit on 

vacation, but she is getting attention for this photo by focusing on showing off 

her body” said Martin. 

 

In another photo description regarding some other participants as Nicole, Elisa 

and Abbe claimed regarding the image-type of their photos that “food” was 

being shown, although in different forms across photos. Nicole said: “This is a 

picture of take away sushi bought from a restaurant” While Elisa said: “It feels 

like this is a picture of luxury food because it included mussels, bread, cheese 

and expensive prosciutto”. Comparing to Elisa and Nicole, Abbe claimed that 

his photo “Is clearly a breakfast photo, since the person has a bowl of cereal 

with fruits added to it”.  

 

The word “Portrait” was something that were mentioned numerous times 

describing different photos. Nick described a photo “The girl’s face is up-close 

looking into the lens, but her hands are not on the camera. So it is like a selfie, 

but maybe more a portrait perhaps”. “Nicole said regarding her photo: “The 

person seems very focused on making a pose for the photographer”. Three other 

participants used the word “portrait” for the image type based on their photos. 

Joe said: “There is obviously a person taking the photo of the girl facing the 

mirror, so I believe the photo is a mix of self-image” Yamile claimed that her 

photo is more closely to a portrait because of the background. “The background 

fills up the photo of the girl standing in the mall with numerous stores behind 

her”. Fredrik said: “It looks like a modeling picture” 

 

The words “travel”, “vacation”, and “tourism” were used in the descriptions of 

several photos, especially in conjunction with “beaches” in photos. “I see these 

girls on a very nice looking beach wearing what appear to be luxury clothes, 
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which makes me think they are trying to make a travel postcard” said Fredrik of 

the message he felt a photo was trying to convey. Of another photo Elisa felt the 

subject must have been a tourist because “why else would you post a photo of a 

man walking through the city next to a boat harbor?” Describing what appeared 

to be activities taking place on a beach with “jet skis and sports races”, Farhan 

described another photo as “summer holiday”, as well as Jenny who used the 

word “holiday” for “a boy in what appears to be the sea”.  

 

4.3 Visual Composition 

We found the middle, close-up, sideways, long distance codes 

 

“Straight”, “in front”, “middle”, and “central” were words that appeared in 

several responses to unique photos. In describing what he felt was the dominant 

object of the photo, Joe said of a photo “there are several elements such as the 

girl, and the trees in the background. But I feel the inflatable donut stands out 

because it is a highly contrasted color and it is centralised”, also noting its ring 

shape helps convey this. Qian noted in a photo that its point of focus was 

perfectly straight ahead, even though it was so deep he could not tell what it 

was, and “makes you feel like you are standing there because it is eye level”. 

Jenny interestingly identified that despite being “unbalanced” one photo made 

the viewer feel “in the middle”, nothing perhaps the “natural feeling” of 

unbalance amplified its middle sense. 

 

Many participants used the term “close-up” in describing a photo, several 

simply saying “close-up” without providing any further elaboration. Yamile said 

of one photo “this is simply a close up presentation of beer, you can see the 

bubbles”. Of another photo Joe said “the cat’s face takes up most of the picture, 

with the dog barely seen behind it, to I can tell the cat is annoyed from its 

expression”. Several participants used the word “close-up” to describe objects of 

focus they felt took up the “entire” or “whole” photo.  Natasha remarked that 

although the background of a photo was a solid colour, she could still see that 

“the hand is much closer, and it is above ground”, attributing it to the light 

reflection on the nails. 
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“Tilted” and “Sideways” were words that were repeated a few times in the 

study, with “Side” and “Sideways” variations repeated the most.. Describing a 

photo as a “scene of various objects, including a cat”, Nick noted that 

“everything is off to the side, so there is no feeling of center in the photo”. Joe 

felt the photo shown to him of a “tilted angle of a person in a mirror” was 

interesting, in that the tilt along with the varying brightness brought by the tilt 

“gave the person drama, and made the photo offset”. Jessica noted both the 

camera and the man standing on a mountain in a photo were “diagonal” and 

“make me think the world is shaking and off balance”. 

 

Answers with variations on “distance” and “far” came up several times in 

participant answers. Meng pointed out that the photo shown to him is a “ view 

across a lake, but not endless. It’s bright enough to see the small detail of the 

houses far away on the hill across it”. Ehsan said of the photo shown to him 

“there are very few elements close to the lens such as the palm tree and woman. 

The distance shot of the background sea really overpowers the whole photo”. 

Abbe remarked that a photo perhaps tried to focus on the land and a river in its 

foreground, but felt “my focus is really drawn to the endless sky above, because 

the lens is slightly moved up towards it”.  

 

4.4 Emotional Expression 

 

“Confident” was a word used in multiple participants’ descriptions of photos. 

Nicole remarked: “The guy seemed very focused and modeling for the picture 

without no shirt on”  Another participant Nick describing a picture of a girl 

testing a highlighter on the photo said: “The picture seems like an ad, the girl 

looks very persuasive holding the highlighter, placing your focus on it”. Lucas 

said of a photo “the woman is modeling sunglasses and has a complete poker 

face on. You can feel the attitude” 

 

“Happy” was included in several descriptions of the emotion on people’s faces, 

with variations such as “genuinely happy” or “candidly happy”. Jenny said: 
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“You can tell that the girl is quite excited to eat her food in the photo.” Other 

participants as Ehsan said described a photo saying: “The person seems very 

energetic and proud during his workout”.  

 

“Calm”, “Comfortable, and “Relaxed” were seen several times in the study. In 

their descriptions of people as “calm”, Yamile, Qian, Ehsan, and Fredrik all 

carried a common theme of finding the subjects to be showing genuine and un-

forced expressions on their faces. “Relaxed” was also used in the descriptions by 

Jenny and Joe including feelings of the people in the photos being “caught at a 

natural moment” and “not posing for a picture”. Ping said “the lady has a drink 

and is sitting back in a chair so I think she is a few hours into her evening. Her 

face just looks like she is comfortable.” In Nick’s interview he viewed a photo 

and determined the man was smoking a cigar and “relaxed into his chair, 

engaging in pleasure activity”.  

 

Many respondents had difficulty identifying any particular expression given by 

the persons in their photos, eventually opting to say they were strictly “posing” 

for the camera. Nicole stated of a subject’s facial expression “She is making a 

funny face, but it is easy to tell she is trying to make this face and use it for 

attention”, and that she felt no emotion from them. Qian commented that the 

subject in the photo shown to him was “trying to be so flawless and perfectly 

beautiful that she had no emotion left to show”. Ehsan on person in his photo 

commented that “I can tell they are strongly focused on maintaining an 

expression for the camera”.  
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5.0 Analysis 
 

 

5.1 Colour 

Sokolik, Magee and Ivory (2014), as well as Roschk, Loureiro and Breitsohl 

(2017) assert that “reds” and “oranges” and “yellows” are “warm colors”, due to 

their “advancing” nature and high frequency wavelengths. Respondent answers 

with mention of those colours, or words synonymous or described with those 

colours were coded into “Warm”. Therefore given words with associated 

colours such as “golden”, “yellowish”, and “autumn” for example were coded as 

“Warm”. The answer “fiery” recalled Ravi Metha et al,’s (2011) analysis that 

physical sensations based off semantic concepts in individual memory can be 

evoked by warm colour, with warm temperature associations especially linked 

to this. “Warm” as a colour concept is derived from the theoretical framework, 

and due to a high frequency  of answers from participants that closely associate 

with its theory it will form a resulting category for the model in this study.  

 

Hagtvedt and Brasel  (2016) found that  instances of light in a photo can light up 

the entire composition, as well as that light is associated more heavily with the 

feminine than the masculine. Findings like these tie in with responses such as 

“The background behind the girl lights up the picture”. Not only is the word 

“light” used, but a similar experience of light making the entire photo, and 

association with the feminine  is noticed.  Boyadzhiev, Paris and Bala (2013) in 

their study found that when light was directed on an object it enhanced the 

material colour of that object. When participants say the sunlight in a picture 

makes “grass and the dog’s fur shine brilliantly”, it relates to this concept. The 

words “light” and “bright” in many colour descriptions of photographs by 

interviewees, and these were coded into “Light”. Supported by the research and 

it’s repeated instances, it will form a resulting category for the model in this 

study. 
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A participant felt a photo in black and white was “heavy” for example, and this 

recalls Hagtvedt and Brasel’s (2016) description of darker colours as “heavier”. 

Those researchers’ assertion that dark is associated with masculinity is 

paralleled by another participant observation that a photo with “three men in 

dark clothes” also has a “serious energy” about it. Other repeated words in the 

same line of thinking were “cold”, “gray”, and “black”. Given the theoretical 

background and the repeated words, these instances were coded into “Dark”, 

and it was included as a category for the model.   

 

“Contrast” was a word used when participants typically noticed two colours in a 

photo that could not be summed in a consistent theme together. They often 

identified that the object in “focus” in the photo had a completely different 

colour “against” its “background”, depending of course on their subjective 

assessment of the object of focus. Because of difficulty labeling colour almost 

all used the word “contrast” in several examples. Because of this the researchers 

feel “Contrast” should be a resulting model category from the study. 

 

 

5.2 Image Type 

Thelander and Cassinger (2017) identified several “ideal types” of Instagram 

posters and their photos’ characteristics. One type, “The Professional”, has 

resemblance to the interviewees’ named characteristics of several photos in the 

study. Their finding that “The Professional” type “evokes a response through 

careful consideration of what they want to emphasize” in their photos is similar 

to quotes from respondents like “this (photo) evokes a lot of emotion, and feels 

more like an artistic depiction than a natural shot”. Several participants used 

words “artistic” or “design” or “display” in their descriptions. Thelander and 

Cassinger’s statement that some users desire to “display and create 

photographs” has similarities to these words. Because of this “Artistic” will be 

coded from these responses, and form a category for the model. 

 

Zappavigna (2016) studied the subjective cues a viewer might use to identify if 

the subject of a photo is the photographer themselves or depicted by another 
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photographer, and the differentiation between these two concepts in Instagram’s 

emerging visual genres. Several participants also remarked some difficulty in 

giving a label and type to images where a person was depicted. Answers like 

“The girl’s face is up-close looking into the lens, but her hands are not on the 

camera. So it is like a selfie, but maybe more a portrait perhaps” reflect this 

difficulty in discerning. Other participants who decided their shown photo was a 

“portrait” also expressed difficulty in deciding if it could be called a “selfie”, 

especially in cases where a person was said to be facing the camera. Two 

participants affirmed that a photographer outside of the photographed subject 

was taking the photo, and one said the subject in relation to their background 

gave them the impression it wa a portrait taken. These answers can be tied into 

Zappavigna’s (2016) suggested cues of “looking at the hand positioning, 

inclusion of body, and looking at the focal range of the depicted subject”. With 

many answers where participants more strongly identified a photo as containing 

a photographer and a photographed subject, as well as answers where “portrait” 

was used, these answers were coded into “Portrait”, a resulting category for the 

model in this study. 

 

“Nature” by far played the most part in descriptions from respondents, with 

many photos described this way. This word was used alongside words such as 

“landscape”, “outdoor”, and “scenic” for example. One participant stated a 

photo was a “beautiful sunset”, while another commented on a “wild animal” 

and another on the focus on “grass”. “Nature” and other descriptions that 

referenced nature or natural elements were all coded into “Nature” which then 

formed a category in the model as part of this study. 

 

The descriptions of image type with “travel”, “tourism/tourist”, “vacation”, and 

“beach” were particularly prolific, with many overlaps between these words in 

the given answers. An answer that didn’t include these words but was similarly 

related was “holiday” given by two participants. Because of the repeated similar 

language, these answers were coded into “Travel”, which was then a model 

category of this study.  
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Multiple photos elicited a response from interviewees where they identified a 

photographed person in the photo, but felt a disconnect from the personality 

depicted, feeling the focus was more on their physical body attributes. Two 

participants identified photos as depicting one activity on a surface level, gym 

activity for both pictures, but felt it was obvious the focus was on the man’s 

“muscles” and the woman’s “nudity” under her shirt respectively. Two other 

participants used the phrase “showing their bodies off” in descriptions, and one 

participant could tell the person was putting camera focus on their body despite 

appearing as if “on vacation”. All participants who referred to photos with this 

language commented that the faces of the depicted subjects were barely shown 

or not shown at all. Because of multiple answers referring to “physical bodies”, 

“showing off bodies”, and “sexual”, these were coded into “Physical Body” as 

another category to be used in the model. 

 

Several participants used the word “food” when describing photos and others 

resorted to descriptors such as “cheese”, “sushi”, “breakfast”, and “restaurant”. 

A couple participants stated the photo was clearly a depiction of “sushi” and 

“breakfast” respectively and had no other comments to make about it. Due to the 

frequency of the word “food” and related words, these were coded into “Food” 

which constituted a model category from the results. 

 

5.3 Visual Composition 

Krages’s (2012) definition of the Rule of Thirds put heavy emphasis on the 

placement of dominant objects in an image, and highlighted the center of an 

image as one of the visually appealing placements photographers could use in 

photos. The dominant objects referred in his rule are of course subjective to the 

viewer, and participants in this study selected as well as were unsure about 

dominant objects in the photos shown to them. Answers with variations on 

“middle”, “center”, and “straight” were the most widely given in this study. 

Several participants struggled with multiple objects of potential dominant focus 

in the photo, as well as with depth focus, but they felt the photo drew their eyes 

to the middle, with one even saying the slight off balance of a photo gave it 

more of an emotionally “middle” feeling. Because of middle positioning holding 
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a significant place in photographic literature, as well as many examples with 

related language, these answers were coded as “Middle”, which was then made 

a category in the study’s model. 

 

The phrase “Close-up” was said by respondents more than any other in the 

visual composition questioning. Berbaum, Tharp and Mroczek (1983) state “a 

fundamental rule of vision is that shallow or close objects are imaged large and 

high on the retina”. One participant remarked a “cat’s face taking up most of the 

picture” which would suggest this object of the photo was large and high on 

their retina. Other participants’ use of “close-up” in conjunction with photos 

where they felt the dominant object took up the “entire” or “whole” photo 

confirm this. Because of the lack of binocular disparity in 2D visuals, “a 

photograph’s main depth cues are the included illuminated surfaces and edges of 

the scene” according to Berbaum, Tharp and Mroczek (1983). Another 

participant used precisely this concept to identify a photo’s object of focus as 

close to the lens. With multiple connections to significant visual composition 

theory on depth as well as many uses of “close-up”, these answers were coded to 

“Close-Up”, which then became a resulting category for the model. 

 

Conversely to close depth is Berbaum, Tharp and Mroczek’s (1983) theory on 

long distance photos, where deep and far objects of focus are “imaged smaller 

and lower on the retina”. They also state that factors such as horizon, ground, 

and illumination by natural elements like sun, sky, and earth are key in 

identifying long or deep focus in photos. One participant mentioned of a photo 

their focus being drawn to the “sky” above despite closer outdoor elements, 

while two other participants noted outdoor elements like a “lake” and “sea”. 

This gives clues to theory about illumination by natural elements. Furthermore, 

a participant noted the background “overpowering the whole photo” which is 

opposite to close depth theory, as well as a participant saying he could make out 

the small detail of houses far away on a hill which is related to objects 

“imagined lower on the retina”. Several participants also used words “distance” 

and “far” in their descriptions. Because of repeated words and relevant visual 

composition theory, these answers were coded to “Long Distance”, which was 

then made as a category in the model. 



 

 

 47 (61) 

 

Participants repeated words “side”, “tilted”, and “sideways” several times in the 

study, although these were not concepts included in the original theoretical 

framework research. A few participants described the “tilt” and “sideways 

angle” as making the photo feel “unbalanced” or “offset” for them. One person 

described a photo as “diagonal”. Because of multiple instances of overlapping or 

similar language, these instances in the visual composition questioning were 

coded into “Sideways”, which became a category for the model. 

  

5.4 Emotional Expression  

Farran et al (2011) and Bartlett et al (2013) both included “happiness” and “joy” 

in their basic revision of seven levels of emotion. Multiple participants spoke the 

word “happy” in their descriptions of photos, with a common theme being that 

almost all included variations of “genuine”, “candid”, “real”, “and “warm” in 

their elaboration. This suggests the participants felt an authenticity from those 

photos. Other participants described the subjects in photos as “excited”, and 

“energized”. Given that variations of this theme appeared most in the emotional 

expression questioning, and that “happiness” is a key emotion in the literature 

surrounding emotion, the words were coded into “Happy” and it was included as 

a category in the model.  

 

“Calm”, “Comfortable” and “Relaxed” were used by several participants to label 

the expressions on peopleäs faces. “Pleasure” was a word that was used that 

even had similar language in its description of a “man relaxing in a chair”. The 

appearances of these words were frequent enough that they were coded into 

“Calm”, and this category was added to the study’s model.  

 

When struggling to name a specific emotion, multiple participants came to the 

conclusion subjects in photos were not displaying any emotion, but were 

“posing”, as they put it, instead. Some participants felt that photo subjects were 

attempting to display an emotion, but it was easy to see it was a pose for 

attention. Other participants noted the almost completely removed emotion of 

subjects trying to force their face into an expression, with one saying “she has 
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no emotion left to show” and another noting the strides he perceived in a subject 

made in “maintaining their expression”. The word “pose” or “posing” was used 

in almost all instances with nothing else related, so this was coded into “Posed”, 

and the term was made into a model category. 

 

“Confident” was a frequently used term in descriptions of photos. Other 

participants described a photo of a “guy with no shirt on, looking focused on 

modeling”, and a woman who appeared to be advertising to you “persuading” 

you to buy. Another person was described as having a “poker face” modeling 

sunglasses. Given these instances connections to advertising, as well as multiple 

referrals of “confident”, all were coded into “Confident”, which was made a 

model category.   

 

5.5 Comparison of Results 

Overall the new categories derived were supported by a mix of the research 

done in the theoretical framework, and from frequently repeated answers in the 

semi-structured interview process. Nine categories were coded due to support 

from previously mentioned concepts in the research done in the theoretical and 

frequently repeated answers, and nine were coded solely from repeated answers 

in the interview response instances. The most frequent instances were generally 

from established photo concepts such as warm colors, mid positioning, 

portraiture, and happiness. However codes like “Contrast”, “Nature”, “Travel”, 

and “Posed” showed much frequency. These could be considered the new 

categories that reflect the unique attributes of successful photographs on 

Instagram. In the example of emotional expression, only one of previous 

researchers seven levels of emotion were used, suggesting that certain kinds of 

emotion are unique in being frequently appreciated in the Instagram community 

Bartlett et al (2013). Through the coding process, the researchers created the 

model in Table 1. 
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Color 
Visual 
composition  

Image 
type 

Emotion 
expression 

Warm  Middle  Nature Happy 

Light Close-Up Portrait Posed 

Dark Long Distance Artistic Calm 

Contrast Sideways Travel confident 

   

Physical 
Body  

    Food   
Table 1. The model after developing 

 

6.0 Conclusion 
It should be noted that the concepts this study attempted to address encompassed 

a quite broad spectrum, evaluating from not only the singley focused 

perspectives that previous studies in the literature used, but from a combination 

of them into a photographic evaluation of colour, image type, visual 

composition, and emotional expression simultaneously. Through conducting 

interviews where participants were allowed to assess photos in their own 

thoughts and opinions, the study avoided a lot of the difficult removing of bias 

to contain a specific narrow area of research in the study of Instagram. Because 

this study occurred only on Instagram, it should apply to only Instagram, as the 

visual conventions of other online mediums may differ. Ultimately the study 

adds to the theoretical literature studying Instagram, specifically its 

photographic content. The researchers gave an understanding of what is 

uniquely relevant in the photos of the fairly new Instagram medium today, or the 

Warm, Light, Dark, and Contrast colours, the Nature, Portrait, Artistic, Travel, 

Physical Body, and Food image types, the Middle, Close-Up, Long Distance, 

and Sideways visual compositions, and Happy, Posed, Calm, and Confident 

emotional expressions. Readers of the study should then use these coded 

concepts found through a mix of theoretical research and semi-structured 

interviews in the photographs they post on Instagram. Given that likes and 

followers were measures of success on Instagram considered for this paper, 

users of the model should consider that their likes and followers will increase 

should they follow it. This involves the usage of any combination of the colours, 

image types, visual compositions, and emotional expressions found in the 



 

 

 50 (61) 

model. All Instagram users used for this study were marketing some sort of 

business through their photos on Instagram, represented through explicit sales or 

business.  

 

6.1 Marketing and Business Implications 

All Instagram users used for this study were marketing some sort of business 

through their photos on Instagram, represented through explicit sales, like 

discount offers, or general advertisement. Given that the study mainly focused 

on the accounts run by single individuals, the small business approach would 

probably be best for users of this study. Virtanen, Björk and Sjöström (2017) 

state that an amount of 1000 followers are the minimum for successful small 

business enterprise on Instagram. Plenty of the photos we studied were from 

users that surpassed that by many times, so prospective small business owners 

on Instagram who want to follow the model can trust that the photos evaluated 

were from potential role models they might look up to. If Instagrammers simply 

want to direct attention to their account before they begin to turn it into a 

commercial enterprise they can learn from the model how to post photos that 

will achieve that. 

 

 

7.0 Limitation and Future studies 
  
The sample of pictures came from Instagram users in the biggest cities of 

southern Sweden, going with Postill and Pink’s (2012) “locality clusters” 

concept to make results more consistent and able to study. This could be 

considered a limitation of the study. The content put out by those users is likely 

unique. The derived codes and categories for the model used in this study will 

likely not match an offline medium, another online service or app’s visual 

content, and perhaps not another locality in the world. If researchers conducted 

this study in a different part of the world, they might attain different responses 

from participants on how the photo is viewed, which will create different codes. 

What the study does provide is the methodology researchers can use to replicate 

the study elsewhere. The unique results they get in a different locality could be 

said to be useful in that general locality. These are the photos that generate 
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attention, and business minded individuals in those localities can sue those 

photo schemes and aspects to generate attention for themselves. Furthermore, a 

worldwide replication of the methodology used in this study, and then an 

average or mode of those results could potentially produce an international 

fingerprint for an ever changing and evolving Instagram at that time in history. 
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9.0 Appendix   
The Instagram account that the authors of this paper picker: 
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  Name of Instagram Account  

1 lillavillavita 

2 Layalsibaii 

3 ceppix  

4 gibbenakhle 

5 Eyeofthe_beer_holder 

6 interior_by_myriamjabert 

7 Victorianilsso 

8 Hannastrandman  

9 disruptivechaos 

10 Joywagner 

11 Karolinlaudon 

12 vvsystrarna  

13 idaahult 

14 mathildakarlssonn  

15 homeandjoy_by_sc 

16 nicolinehedlund 

17 leonoraajvazaj 
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18 eelinerikssonn 

19 haaannacarlsson 

20 elinkayofficial 

21 AlexandraPetkova 

22 Rebeckateresa 

23 Linneahorvat 

24 Josefineboserup 

25 Viowlet 

26 JoelMikael 

27 FredrikEriksson 

28 Jeenniferniilsson 

29 Corneliajonsson 

30 KristianJarland 

31 MarieHarald 

32 Ozzye6 

33 Reallazee 

34 Ninibeautyyy 

35 Skopljak 
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36 annawretling 

37 jhedbys 

38 lenalindell20 

39 myfeldt 

40 kurbitsmedia 

41 robban_follin 

42 555design 

43 petterjidne 

44 jbsverige 

45 lissic 

46 fannykyl 

47 sunshinemimo 

48 kennelblagul 

49 ssvedbergh 

50 wonderingsanna 

Table 2. The Instagram Accounts 
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