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Abstract 
 

Aim of the research: This research aims to create an understanding for the new ways in 

which global fashion influencers’ attending fashion week are contributing to the presentation 

of it as gatekeepers and distributors of information and fashion knowledge, and how this role 

adds new perspectives to how fashion week is presented.  

 

Method: The research has been limited to analysing the material of six global fashion 

influencers, with a total following of 28 million people, during the major fashion weeks of 

Spring/Summer 2017 and Autumn/Winter 2017. The material has been collected and analyzed 

using a qualitative content analysis, also called ethnographic content analysis, with focus on 

distinguishing common characteristics in the text.  

 

Findings: The results have shown that the fashion influencers have contributed to the 

presentation of fashion week in several new ways, with the greatest characteristic being 

sharing a broad picture of what is going on during fashion week. The influencers are also 

sharing insight to exclusive fashion shows and events that have traditionally not been shared 

with the public. More over, the fashion influencers are sharing their personal perspectives and 

experiences of fashion week as well as their personal taste and opinions regarding fashion 

trends and other things. They are also adding a new commercial and promotional focus while 

presenting an idealized image of fashion week to their followers. The findings are indicated 

that the fashion influencers have established an important role at fashion week, which in turn 

is affecting the presentation of it. 

 

Contributions: The findings presented in this research can be of relevance for those who 

wants to understand the fashion influencers’ role during fashion week, for instance fashion 

brands and designers who wishes to learn how to engage with the fashion influencers’ from a 

business and marketing perspective. Considering social media and the fashion influencers 



 

 

affecting the presentation of fashion week as societal changes, the findings can also be 

relevant for fashion researchers who wishes to understand how these changes are affecting the 

presentation of fashion week and the fashion industry.  
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1 Introduction 

1.1 Background 
 

There is no doubt that the rise and developments of new technologies has begun to completely 

change modern life and opened up for new possibilities of social interaction (Kendall, 2009). 

People all around the world have become globally connected with instant access to almost any 

information of interest (Lewis & Dart, 2014). With the expansion of the Internet, social media 

tools have appeared as the newest way of word-of-mouth communication, which has also 

resulted in new ways of engagements and information sharing (Solomon & Rabolt, 2007).  

 

Within the fashion industry, marketers and designers, among others involved, have started to 

recognize the power of the word-of-mouth communication – information sharing between 

consumers regarding products and services – that is occurring on social media (Diamond & 

Diamond, 2013). This is something that has become evident during the fashion weeks around 

the world, where new collections and the latest trends are being presented each season 

(Racked, 2014). Since the launch of the social media tool Instagram in 2010, where people 

can upload and share instant photos and videos, phone screens have become something 

inevitable in the front rows during the fashion weeks, allowing the public instant access to 

these otherwise exclusive events (Racked, 2014; Instagram, 2017). In fact, Instagram 

engagements during the presentations of the Fall 2015 collections at the four major fashion 

weeks in New York, London, Milan and Paris, also called fashion month, revealed a reach of 

44 million unique accounts and as much as 360 million interactions (Fisher, 2015). This 

clearly shows the growing importance that Instagram and social media have on the industry, 

not least during fashion week. 

 

Before the Internet and social media people had to wait months to even get a glance at the 

latest trends shown on the runways, as fashion magazines were presenting the new trends 

right before they became available in the stores (Racked, 2014). Fashion week was something 

exclusive that people desired to, but could not, be a part of. Today, however, the fashion 

shows are available to the public through social media platforms the same day they are 

presented at the fashion week runways, giving anyone the opportunity to slip into this recently 

exclusive world of fashion (ibid).  
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A key player, if not the key player, in this social media evolution are the fashion influencers, 

who are admired fashion leaders influencing others with their personal styles and tastes in 

fashion (E-marketer, 2017). While fashion magazines have continued to present new 

collections from the runways in prestigious fashion shoots, the influencers have brought a 

new distinctive angle by showing people how to actually style and wear these trends on the 

streets (British Vogue, 2017). In this way, people can more easily relate to the influencers’ as 

their content can appear to be more authentic and genuine (Strugatz, 2016). 

 

In the end of 2016 a survey showed that more than half of the female consumers purchased a 

product after an influencer had recommended it on social media, while forty-five percent had 

engaged with a brand directly from an influencer’s post mentioning the brand (E-marketer, 

2017). Not to mention, having a particular style or fashion product worn by admired people in 

society is since long known to be one way to influence purchase decisions and assure a 

product’s acceptance in a social group, which shows that working with influencers can indeed 

be considered as a great opportunity for fashion businesses and thus for the whole fashion 

industry (Diamond & Diamond, 2013).  

 

Well-known fashion designers such as Tommy Hilfiger and Jimmy Choo have started to pay 

these influencers to wear their clothes and to attend their fashion shows, designer dinners and 

other commercial events during fashion week (British Vogue, 2017). It is thus becoming hard 

to ignore the fact that the influencers’ part in fashion week is growing and that they are 

playing an important role in the distribution of new collections and fashion trends as well as 

in the display of fashion week. With this growing role of the influencers it becomes important, 

and also necessary, to develop and create an understanding for what it is the influencers are 

actually distributing to their followers (Mohr, 2013).  

 

1.2 Problematization 
 
Fashion week with its fashion shows is crucial for the distribution of fashion and upcoming 

fashion trends, with the essential purpose of bringing attention to the fashion industry and, 

distinctively, to the new designer collections (Diamond & Diamond, 2013). In 2013 the 

marketing professor Iris Mohr published an article on the relationship between social media 

and fashion while stressing the connection to fashion week. According to Mohr, social media 

has shown to have a great impact on those working with and being involved in fashion week, 
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and there seem to be a positive view on influencers giving their expert opinions of fashion to 

the public. On this account, she underlines the importance and necessity of developing a 

greater understanding for how this new way of influence works, in an attempt to contribute to 

social knowledge and improve the models of fashion business (Mohr, 2013).  

 

Although several recent studies have started to acknowledge these changes within, and its 

effects on, the fashion industry, there still seem to be a lack of focus on this important aspect 

of understanding this new influence. A recent study from 2016, which were focusing on how 

social media are changing fashion week and the way fashion is displayed at fashion week, 

found that social media has transformed fashion week into an entertainment event now open 

for everyone (Andersson & Jandér, 2016). Although the study focuses on how social media is 

changing fashion week, it does not consider the fashion influencers in any aspect. However, 

the fact that it has become possible for anyone to follow fashion week through social media, 

and more particularly through the content published by those attending fashion week, stresses 

the necessity of examining or at least consider what these people are actually publishing.  

 

In 2010 an article by Chi Zhang was published in the Journal of Digital Research & 

Publishing, also lifting the phenomenon of fashion bloggers and their place in the fashion 

industry as new gatekeepers of fashion knowledge and influencers of fashion including new 

fashion trends (Zhang, 2010). Seen as gatekeepers of fashion, the influencers are thus 

filtrating the abundance of information and materials given to them during fashion week, such 

as specific styles, designers or potential trends, before presenting them to the fashion 

consumers (Solomon & Rabolt, 2007). Elevating the influencers as gatekeepers of fashion is 

an interesting aspect, which in relation to their role in displaying fashion week on their social 

media, further emphasizes the importance of looking into what they share with the public, 

something that the previously mentioned studies have not considered.  

 

The influencers’ activities and presentations of fashion week on their social media accounts 

only shows parts of what is actually going on during this fashion event, not to mention that 

they decide how to show it as well. Media representations’ impact on how people perceive 

and see specific events, and thus parts of reality, has long been a recognized subject for 

research, although, there have not been any specific studies on fashion influencers and their 

relation to media representations. Worth mentioning though, as noted by Shoemaker & Reese 
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(2014), since media representations cannot cover every aspect of an event but only particular 

sides and in limited ways, the media introduces new ways to interpret and understand the 

world while contributing to ideas about what is relevant and of interest (ibid).  

 

Analysing the fashion influencers’ posts on Instagram during fashion week and how they are 

actually displaying and presenting fashion week to the public, which is what will be the focus 

of this study, become relevant to create an understanding for their growing roles as 

gatekeepers and distributors of information during fashion week.  

 

1.3 Purpose 
 

The purpose of this research is to contribute to an understanding for the global fashion 

influencers’ role as gatekeepers and distributors of information through their Instagram 

accounts during fashion week and to further discuss how this role adds new perspectives to 

the presentation of fashion week.  

 

1.4 Research questions 
 

In what new ways are the global fashion influencers’ attending fashion week contributing to 

the presentation of it as gatekeepers and distributors of information and fashion knowledge? 

v Which common characteristics can be seen in the way through which the fashion 

influencers are sharing their experiences of fashion week to their followers on their 

feeds through the social media tool Instagram? 

v How do the influencers’ ways of sharing add new perspectives to the presentation of 

fashion week? 

 

 

2 Theoretical background 
 

The purpose of this section is to provide an overview of the role that fashion week has in the 

fashion industry, historically and currently considering recent changes, as well as over general 

thoughts concerning the part fashion influencers are supposed to have in all this. This 
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background information, together with the theoretical framework, is necessary for answering 

the research questions. Relevant literature have been used to create an understanding for this, 

but to get a good view over the ongoing changes within fashion week and the role of the 

fashion influencers, it has been necessary to include non-academic articles as well, for 

instance including fashion experts discussing the subject. Since the phenomena of these 

fashion influencers is rather new there is a lack of relevant research material in the area, 

whereas non-academic articles can complement and give a clear view. The conclusions have 

then been considered when approaching and analysing the material relevant for the study. 

 

2.1 Fashion week as part of the fashion industry 
 
Arranging private fashion shows to showcase new collections has been an important part of 

the fashion industry for over a century as the first shows debuted in 1903 in France after 

fashion had been institutionalized (Kawamura, 2005). Traditionally the designers and brands 

have been presenting their new collections on the runway, or with other events, to a selected 

few (Jung, 2016). Photographing and sketching have always been forbidden, which 

centralized fashion to the fashion capitals and exclusively to the privilege of a selected elite 

(Kawamura, 2005). Fashion magazines and other published forecasting journals were the only 

reliable sources for the international audience (ibid). Clearly this is no longer the case, which 

will be discussed further shortly. 

 

The productions in the garment industry are targeting the merchandisers and professional 

buyers on the one hand, and the editorial presses on the other (Kawamura, 2005). However, 

the true goal of the fashion shows is for them to work as a tool of retailing, with the only 

purpose of selling garments – which implicate that the shows must be able to call and keep the 

attention of the audience (ibid). It is the merchandisers who are purchasing items from the 

new collections for their own stores, while the editorial press is invited to bring attention to 

the collections through their comments and writing in the press (Diamond & Diamond, 2013). 

Selecting the right audience has always been done with care, as have selecting the right 

location and proper environment (ibid).   

 

Although there are hundreds of fashion weeks happening yearly around the globe there are 

four fashion weeks that are more well known and profoundly advertised. These fashion weeks 
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are held in the worlds’ fashion capitals New York, London, Milan and Paris (Jung, 2016). As 

they are placed after each other these fashion weeks have become known as ‘fashion month’ 

and there is no need for the ones attending the shows to choose between the cities (ibid). 

Based on their importance in the fashion industry, these fashion weeks held in the world’s 

four most famous fashion capitals will also be the focus of this study.  

 

New York and Paris can be seen as the true centers of fashion, although needless to say there 

are other markets that are important as well (Diamond & Diamond, 2013). Paris is well 

known for its couture that outshines any other fashion city in the world, with iconic designers 

such as Chanel and Saint Laurent presenting at its fashion weeks (ibid). New York City, on 

the other hand, is with its garment district the most important producer of ready-to-wear 

fashion, with designers such as Ralph Lauren, Donna Karen and Calvin Klein (Diamond & 

Diamond, 2013). Milan, once mostly known for its quality in leather and fabrics, and London 

with its traditional and fine tailoring ready-to-wear, have now also surfaced as two of the 

world’s leading fashion center for women as well as men’s clothing (ibid).  

 

Today there are two main seasons per year, Spring/Summer and Fall/Winter, where the 

designers are presenting their upcoming lines six months in advance of the actual release to 

the public (Jung, 2016). Traditionally there have been four seasons, but as the customers have 

shown to move straight from the heavy winter clothing to the light summer attires, it has 

forced producers to merge the spring and summer seasons into one (Diamond & Diamond, 

2013). Some manufacturers are also producing collections in between the season as transition 

between late summer and early fall (ibid). However, this research will be concentrated on the 

two main seasons of Spring/Summer and Fall/Winter.  

 

2.2 Recent changes within fashion week 
 
With the rise of social media and thus the new fashion influencers, instant pictures and videos 

are capturing and even live streaming from the runways, exposing the new lines to the world 

six months before they are actually ready to be sold (Jung, 2016). During this time, 

manufacturers of fast fashion are able to copy popular designs, for example based on likes and 

engagements on social media, and offer them to the consumers’ way before the exclusive 
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designers (ibid). As a result, when the original designs are available for purchase around six 

months later, there is nothing new about them. 

 

Scott Galloway, founder and chairman of a digital consultancy describes social media as 

having a laxative effect on the fashion system as it makes everyone digest trends and products 

much faster (Friedman, 2015). After seeing something amazing from the runway, it is not 

surprising that these women are not willing to wait another six months to be able to buy them 

and thus turns to fast-fashion brands that have been able to copy the trends straight from the 

runway (ibid). There are several brands, including Rebecca Minkoff, Burberry and Tom Ford, 

who have started to acknowledge and fight these problems, for instance by presenting new 

collections that are available for purchase right after the shows (Jung, 2016).  

 

Although the runway has become something synonymous with fashion week, other 

presentations can be beneficial for designers as well as they allow them to be more creative 

and freely decide over a more personal experience (Jung, 2016). When fashion influencers are 

attending such presentations, they have the opportunity to instantly share the experiences with 

their followers on Instagram and of course on other social media channels (ibid). The designer 

Mischa Nanoo even decided to showcase her whole new collection exclusively on Instagram 

(Jung, 2016). A number of designers and brands have also started to hold free events open to 

the public outside of the actual fashion week area. For example, the beauty brand TRESemmé 

set up their whole runway studio in Tribeca, an area outside of the fashion week district, 

where anyone were able to book an appointment with them to get their hair styled with 

inspiration from the catwalks (ibid).  

 

Based on what has been discussed above, these proven changes around fashion week and the 

way it has traditionally been carried out seem to be connected with the new ways of instant 

sharing and communication that is happening on social media channels such as Instagram. It 

seems as though the traditional runway shows and presentations are no longer the only 

important things during fashion week – as the public has gained access to what is going on 

behind the doors of fashion week, they want to know, or rather not miss, what is going on 

around the shows as well. 
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There is an evident shift from the traditional brand focus to a consumer focus, something that 

can be seen not only around fashion week but also in the whole fashion industry (Jung, 2016). 

As fashion designer Diane Von Furstenberg affirms, the fashion industry appears to be in a 

moment of total confusion between how it used to be and what will be, in which everyone in 

the industry has to learn how to adapt to the new (ibid). 

 

2.3 The fashion influencers 

2.3.1 Traditional perspective on influential people 
 

Long before the Internet became widely accessible, influential people and other reference 

groups were influencing through actual face-to-face interactions. Today, however, it is 

possible to genuinely share interests with and be personally influenced by people whom you 

have never met, and will probably never meet (Solomon & Rabolt, 2007).  

 

Influential people have been described differently throughout the history of social science, 

such as innovators, opinion leaders, trendsetters, fashion leaders and even cultural gatekeepers 

(Diamond & Diamond, 2013; Solomon & Rabolt, 2007; Watts & Dodds, 2007). These 

influencers can be thought of as a result of the human desire to belong and to identify with 

desirable individuals or groups, something that motivates people to purchase similar items as 

well as copy these fashion influencers’ lifestyles (Solomon & Rabolt, 2007).  

 

For the influencers to be attractive as a source of fashion inspiration, they have to perceive 

social value, either from their physical appearance, personality, and social status, or by 

appearing as similar to the receiver (Solomon & Rabolt, 2007). As opinion leaders, these 

people are respected and the consumers value their opinions on fashion. Their choice of style 

and how they are adopting new styles gives them prestige within a cultural group - which is 

why they are frequently able to influence the attitudes and behaviors of other people (ibid).  

 

One important thing to point out about traditional opinion leaders, which cannot be conveyed 

to the fashion influencers, is that they are not representing any interests of specific companies 

and thus become more credible (Watts & Dodds, 2007). Although the modern fashion 

influencer might have started out that way, the successful ones are with no doubt representing 

and marketing brands on their accounts, and earning countless money for it (British Vogue, 
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2016). Opinion leaders have traditionally been defined as influential individuals who are 

likely to affect those in their immediate environment and, rather than exclusive celebrities or 

government leaders, these influencers can be counted to the millions of everyday people 

shaping trends and opinions (Watts & Dodds, 2007). Keeping these traditional definitions of 

influencers and opinion leaders in mind, it becomes questionable whether the digital fashion 

influencers’ can be directly related to any previous definition of influential people.  

 

2.3.2 Influencers importance in the fashion industry 
 

 

Welcome to the new influencers: digital natives who post […] to their 

hundreds of thousands or even millions of followers – who then rush out and 

buy the products they recommend. Gone are the days when women took their 

beauty tips mainly from fashion and beauty magazines. In the digital age, those 

titles – and their editors – are quickly becoming almost irrelevant, not only to 

consumers but to the brands themselves.  

(Strugatz, 2016)  

 

As this quote implies, the new digital influencers can hardly be equalized with the traditional 

influencers but rather compared with the role of fashion magazines, and there are several 

reasons why fashion influencers are valuable as sources of information. Because of their 

knowledge within fashion they can be said to hold expert power and are as such convincing 

and trustworthy in the eyes of their followers (Solomon & Rabolt, 2007). As will be discussed 

shortly, brands are beginning to realize the valuable position of the influencers and the 

advantages that comes with involving them in marketing efforts to reach their following.  

Another important attribute of the fashion influencer is that they are communicating with their 

audience on a more personal and authentic level, giving their followers insight into their 

‘everyday’ lives and thoughts on things – not least fashion products and garments. In this 

way, social media communication can be seen as the newest, and highly successful, word-of-

mouth communication (Solomon & Rabolt, 2007).  
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2.3.3 Influencers at fashion week 
 
That fashion influencers are attending fashion week is becoming evident and ignoring their 

growing role is unprofitable (Jung, 2016). The influencers are spending substantial time 

producing their fashion week content for Instagram and other social media, often arranging 

their own shoots and hiring professional street style photographers to capture their looks 

(Klein, 2016). As of 2016, the influencers were estimated to be occupying between 5 to 30 % 

of the seats at the fashion shows, and a recent study showed that these influencers are causing 

at least 40% of a shows total digital traffic (Strugatz, 2016). More over, the more successful 

influencers that are attending the fashion shows are often wearing items directly taken from 

the runway to showcase them, which clearly generates invaluable exposure for the fashion 

brands (Klein, 2016).  

 

Not surprisingly, the fashion brands presenting their collections at fashion week have started 

to understand the value of the Instagram influencers, and thus to aim for their lines to inspire 

them as well (Collabary, 2016). For example, the American designer Rebecca Minkoff has 

used a whole team of successful influencers with a large reach for her presentation at New 

York Fashion Week. Minkoff even had the influencers walk the runway showcasing her 

designs, which were available for purchase right away as part of her campaign #seebuywear 

(ibid). As it turned out, this strategy raised the brands e-commerce sales with 50 % (Holmes, 

2016). This further shows the influencers importance at fashion week. 

 

The changes around fashion week activated due to the increase of digital content, such as the 

new approach of ‘see now, buy now’ collections applied by Minkoff and Ford among others, 

are suggesting that the role of the fashion influencers will continue to increase with every new 

fashion season (Klein, 2016). Notably, the purpose of the influencers at fashion week has 

been questioned by certain people within the industry, not least by journalists and editors, 

who believe that their behaviors during these events are both ridiculous and embarrassing. For 

instance, the digital creative director of Vogue, Sally Singer, and her colleague Alessandra 

Codinha both pointed out that the fashion influencers have no place at fashion week (ibid). 

However, this could possibly be related to the fact that the influencers are adventuring the role 

of the fashion journalists and editors (Strugatz, 2016). Considering that fashion magazines 

alone have been the source of inspiration and advice for fashion consumers for decades 
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regarding the latest trends shown on runways, it is not surprising that they are not thrilled 

about their new and successful competitors.  

 

By daily delivering authentic and personal content, the influencers are able to build strong 

connections – using word-of-mouth communication – with their followers in a way that is 

difficult for magazines to do (Strugatz, 2016). This could be one of the reasons why 

companies within the industry have started to shift their resources to the digital media and 

have started prioritizing fashion influencers at the most exclusive fashion shows (ibid).  

 

3 Theoretical framework 
 
This theoretical framework has been created in an attempt to accomplish the purpose of this 

research and create a better understanding for the fashion influencer’s role as gatekeeper and 

distributor of information during fashion week, to analyze how they are contributing to the 

presentation of fashion week through their information sharing on Instagram. The framework 

consists of theories chosen based on their relevance for finding and further analysing the 

selected material with the purpose of answering the research questions. 

 

3.1 Media representations 
 

As the material relevant for this study will be collected from the media, and more specifically 

social media, it is necessary to consider theories regarding media studies and media content. 

Considering the fact that the media has since long been central to the everyday lives of people 

in western societies, and something people use to make sense of reality and share its 

meanings, media can be seen as both cultural and social dimensions of the world we live in, 

which makes it highly relevant and necessary to study (Silverstone, 1999). We can only know 

the physical world through our human senses, something that both limits and shapes our 

knowledge about the world, thus, it is not surprising that we highly depend on second hand 

sources such as the media when searching for knowledge about the parts of the world beyond 

our grasp (Shoemaker, 1991). Media content, compared with other sources of information 

about the world, is shaping our views of the world and resulted actions as media is considered 

to be our predominant source of information (ibid). This suggests that social media and the 

fashion influencers covering fashion week on their Instagram feeds are important sources, 
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however not the only source, for those interested in learning more about what is happening 

during fashion week. 

 

Media can be thought of as filtering the ordinary world and its everyday realities, by creating 

representations, which provides references and measurements for managing everyday life, as 

well as producing and maintaining our common sense (Shoemaker, 1991). Representations 

are created when language and images are used to create meaning about the social world we 

exist in, possibly constructing the world in the process (Sturken & Cartwright, 2009). 

Historically there have been both concepts that assume media as passive transmitters in the 

presentations of events while others have suggested they have an active role in representing 

and constructing reality (Shoemaker, 1991). A model from 1981 concerning media effects, 

called the ‘null effects model’, concluded that all media content were totally objective and 

providing non-distorted representations of reality (ibid). However, although many have 

considered media as something external to the reality we live in, it is in fact an integrated part 

of it (Silverstone, 1999). Through media people can participate, share and sustain the real 

world by talking, interacting and moving in the many different media spaces available to them 

(ibid). Thus, to study the media also implicates studying these movements and their 

interrelations to better understand the world we live in (Silverstone, 1999).  

 

As been mentioned before, media does not have the ability to truly present and reflect events 

from the real world in an objective way since it is not possible to define all aspects of reality, 

which suggests that the media contributes with representations and definitions of the real 

world (Lull, 2000). Indeed, the media content can be based on what is going on in the real 

world with the intention of objectively presenting it, but at is highlight some parts it also 

singles out others (Shoemaker, 1991). As events and people are relocated into the media, 

reality is basically being manipulated and the media, or those working with the media, have 

the chance to impose a new logic by assembling the material in certain ways, for instance by 

selecting particular angles or emphasizing certain people, items and locations (ibid).  

 

By highlighting certain parts over others when presenting reality, the media creates new 

perspectives about the world and thus affects how people perceive it, while also introducing 

ideas about what should be considered relevant and of interest (Gripsrud, 2011). This view is 

applicable to the fashion influencers’ presentations of fashion week through Instagram, as 
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they are deciding what to highlight and share with their followers, and thus possibly affecting 

their followers’ perspectives about fashion week.  

 

3.2 Gatekeeping 
 
Another important part of the theoretical framework, which also can be related to media 

representations, is the theory of gatekeeping. As mentioned before, media content can be seen 

as distributors of information (Lull, 2000), and those who control what information should be 

presented in media channels can be defined as gatekeepers (Ne, 2017). In the field of media 

communication, those functioning as gatekeepers are influencing the information flow to the 

public with their quantitative and qualitative decisions, which indirectly also will influence 

the public knowledge and perceptions as well as their behaviors towards different matters 

(Cossiavelou & Bantimaroudis, 2009).  

 

In 1996 Shoemaker and Reese developed an extensive and well-used model for gatekeeping, 

which successfully summarized the process of gatekeeping in the mass media, however, this 

was before the Internet and social media became fully integrated in our daily lives 

(Cossiavelou & Bantimaroudis, 2009) and it is thus not useful for this study. Since the rise of 

social media, it has become hard for other media to keep the same control over the 

information flow towards the public as this new media environment implicate numerous ways 

for information to reach the masses (ibid). Thus, the traditional theories of the gatekeeping 

process have started to be questioned, suggesting that technology has shifted the power to any 

non-media institutions and individuals who wishes to share their stories on the Internet, they 

have all been provided with the capacity of editors and gatekeepers (Cossiavelou & 

Bantimaroudis, 2009). These theories clearly emphasize the potential of the fashion 

influencers as gatekeepers of fashion and information during fashion week, although, as 

discussed earlier, the gatekeeping process is very complex and other factors and media such 

as magazines still play a role in the process as well (ibid).  

 

With the technological developments, some researchers argue that there are no longer any 

gates controlling the information flow, and thus no need for gatekeepers since there are 

multiple ways for information to reach and influence the public (Carpini, 2004 & Singer, 

1997). Although the traditional position of the media as gatekeepers of information have 
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changed and surely weakened, as suggested by these researchers, it should not automatically 

prevent new ways of gatekeeping and gatekeepers to emerge.  

 

As suggested by Chi Zhang (2010), fashion bloggers and influencers has taken place in the 

fashion industry with the role as gatekeepers of fashion knowledge, influencing the public 

with their thoughts on fashion and new trends. Atle Hauge (2006) argues that those 

considered as key actors in the information diffusion systems, such as the fashion influencers, 

serve as gatekeepers because of their position in influencing what kind of knowledge and 

information will be distributed to the public. He also points out that the metaphor gatekeeper 

suggests an indication of the power that those operating as such are holding (ibid).  

There are different kinds of gatekeepers and gatekeeping functions within the fashion 

industry, however, the fashion influencers have a more central position as key consumers and 

opinion leaders who can share reliable fashion knowledge and introduce new products and 

trends on the market (Hauge, 2006). Fashion companies are striving for these influencers and 

key consumers to wear their clothes and other fashion items because of their power to 

influence the public on what to wear (Diamond & Diamond, 2013). The effects of this kind of 

marketing, where certain fashion items are worn by influential people in the right settings, has 

shown to be very high (Hauge, 2006). 

 

3.3 Word-of-mouth communication 
 
The last part in the theoretical framework is the so-called word-of-mouth communication, 

which has already been discussed earlier in the theoretical background. Although word-of-

mouth communication has always existed with people sharing personal opinions with friends 

and family, the social media age has given it new meaning and speeded up the process 

remarkably (Friedman, 2015). People can now get access to personal information and 

opinions about almost anything in an instance (Lewis & Dart, 2014). Naturally, the opinions 

of fashion leaders and influencers who have expert knowledge in particular fields are more 

likely to have an effect on people (Solomon & Rabolt, 2009).  

 

Recommendations through word-of-mouth communication can be considered as more 

trustworthy and reliable than those coming from more commercialized channels with formal 

advertising (Solomon & Rabolt, 2009). When the information comes from personal sources 
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that give positive comments about a product or similar, it is more likely that the person who 

receives this information will become interested in the item (ibid). The new ways to 

communicate, which have become available through the Internet, creates a sense of closeness, 

even between unknown people (Gripsrud, 2011). People who have never met can still feel 

connected with each other and a sense of belonging to virtual social groups on both an 

individual level but also in relation to brands and organizations (ibid).  

 

As discussed earlier, social media has turned out to be the perfect tool for word-of-mouth 

communication, not least for the spread of fashion knowledge (Fisher, 2015). Because of their 

power of word-of-mouth and reaching millions of people in an instance, the fashion 

influencers can help brands to reach and convince consumers to purchase their products and 

buy into the brands. One of the ways to do so is called seeding, where the brands are gifting 

the influencers their new designs to wear and show to others with the goal of influencing 

through their word-of-mouth power (Solomon & Rabolt, 2009). Brands such as Ralph Lauren 

and Tommy Hilfiger have been using seeding as a marketing approach before social media as 

well, hoping that artists and musicians will wear and spread their designs (Solomon & Rabolt, 

2009). Today, however, these brands can reach millions of people in an instance by sending 

their designs to social media influencers who then, in a personal and authentic way, 

introduces the products to their followers (Friedman, 2015).  

 

4 Methodology 

4.1 Qualitative content analysis 
 
The methodological approach for this research has been shaped by the purpose of the study, 

which is to analyze the international influencers’ role as gatekeepers of information during 

fashion week and to further discuss how this role can be related to the changes within fashion 

week. The research will be focusing on a qualitative content analysis, also called ethnographic 

content analysis or ECA (Bryman & Bell, 2015), as a content analysis is preferable when 

approaching and examining any kind of unstructured media content and how it has been used 

to communicate (Berelson, 1952).  

Choosing a qualitative content analysis, as opposed to a quantitative one, allows the 

emphasizing of text, including photos, rather than specific numerical data (Bryman & Bell, 
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2015). A qualitative approach also makes it possible to consider these aspects and focus on 

the meanings rather than testing beforehand formulated hypothesizes, as is the case with a 

quantitative analysis (ibid).  

How the qualitative content analysis has been used in this study will be explained further 

shortly. First, the material selection and how the data has been selected will be discussed.  

4.3 Material selection 
 
As is usually the case with qualitative content analysis, the samples have been purposively 

selected in line with the purpose of the research, and it has been essential to limit and 

thoroughly select suitable sources as well as a correlated period from which to collect the 

relevant material (Bryman & Bell, 2015; Schreier, 2012).  

Since this research is focusing on the social media tool Instagram it has naturally been the 

main source from where the primary material for the research has been collected, where the 

material consists of photos and captions, which is the text written next to a photo, published in 

the feeds of the selected fashion influencers during the time period for the research. These 

influencers were selected based on their position as opinion leaders and distributors of 

information during fashion week, which included requirements such as amount of followers 

and that the influencers had enough material published to create a view over their role as 

distributors of information.  

The requirements were set to avoid a lack of material as it could compromise the credibility of 

the findings (Bryman & Bell, 2015). It was also important that Instagram had verified their 

accounts as officially belonging to them, which is the case when the account has a blue 

symbol after its name, this as well to increase the credibility of the material studied (ibid).  

Another relevant requirement to mention was that the influencers chosen are known mainly as 

fashion influencers and not other kinds of celebrities gone social media influencers, such as 

famous actresses or models. This is a critical requirement since it is the newly developed 

phenomena of the fashion influencers, who are influencing others mainly because of their 

knowledge in, and adaption to, fashion that is the focus of this study.  

Further limitations were required to decrease the content to a viable amount for the time 

period of the study. The content of a larger number of global influencers which were reviewed 

as a starting point based on the stated requirements, showed that these influencers, which had 

a following range between five hundred thousands and nine millions, were all posting 
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between hundred and two hundred photos during one season. Thus, based on the possibilities 

of answering the research questions the decision was made to reduce the amount of material 

by decreasing the number of influencers instead of making the research period shorter. A 

decision was also made to focus on the influencers with the highest reach, over one million 

followers, since reaching more people also imply that they have a greater role as distributors 

of information during fashion week. 

In conclusion, six international fashion influencers were chosen as the subjects for the 

research, see Figure 1, and the period for the published material was limited to the time frame 

for the two fashion week seasons of Spring/Summer 2017 and Autumn/Winter 2017, 

occurring in the four major fashion capitals New York, London, Milan and Paris, see Figure 

2. To be clear, only photos published when the fashion influencers are attending the fashion 

weeks have been included. For instance, Alexandra Pereira did not, as can be seen in Figure 1, 

attend New York fashion week Autumn/Winter 2017, and thus the material she published 

during that period has not been included in the study. The choice of research period was based 

on the fact that it is important to study recent material closely related to the ongoing changes 

in society and fashion week to be able to answer the research question.  

 
Figure 1. Presenting the international fashion influencers selected for the study 
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Figure 2. The dates for the fashion weeks relevant for the research 
 

4.3 Data collection 
 
When observing events in the social world from the view of the research subjects, which is 

the case in this study, it is beneficial to keep the data collection flexible and avoid the use of 

fixed structures. This can increase the possibility of discovering new perspectives and aspects 

from the material as well as exploring potentially relevant relations that could not have been 

foreseen by the researcher (Bryman & Bell, 2015). Thus, to avoid confining the study with 

fixed structures before a sense for the material had been created, as suggested by Ekström & 

Larsson (2010), this research was not limited to any specific or fixed text analysis templates 

when first approaching the material. This effort to appreciate natural patterns rather than 

appointing existing ones in the data is in line with an inductive research approach where the 

focus is to generate new perspectives from the material in preference to testing specified 

theories (Bryman & Bell, 2015).  

As also suggested by Ekström & Larsson (2010), by starting with asking questions to the 

material based on the theoretical framework it was possible to effectively break down the text 

while still maintaining a general overview of the selected material. The general findings were 

then used as a valuable source when creating a more specific analysis template to help further 

examine how fashion week has been presented in the material and find more narrow patterns 

relevant for answering the research questions (Bryman & Bell, 2015).  

To get a clear view over how the influencers present fashion week in the content, and to 

further understand their role as distributors of information during fashion week, it was 

relevant, as recommended by Gillespie & Toynbee (2006), to distinguish the concrete facts 

presented about the event and what was highlighted, such as people, places and specific items, 

as well as how it was highlighted. The fact that the fashion influencers have made active 

choices on what to show when presenting what is happening during fashion week can be 

related to their role as gatekeepers (Hauge, 2006) and thus these kind of observations are 

clearly necessary for the research. 

 

4.4 Analysis process 
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After formulating the research question and collecting the relevant material, the next step was 

thus to start interpreting the data and compare it with the conceptual and theoretical 

framework. As a first step in the analysis process, going through the selected material to 

search for common themes and aspects created a general overview of the total material. 

Initially, the material from each influencer was briefly reviewed to develop an understanding 

for what characteristics, indicating new ways of presenting the fashion week experience, had 

been highlighted in the material. Based on the general interpretation of the data, the material 

was narrowed down and more specifically relevant material was then selected and connected, 

creating specific common themes showing in which new ways the fashion influencers have 

contributed to the presentation of fashion week. With more specific concepts of relevance it 

was further possible to keep collecting relevant data, which was done until each category was 

thoroughly saturated, something that is in line with the theoretical saturation discussed by 

Bryman & Bell (2015).  

When further analysing the material presented under each theme, the process was based on 

the information stated in the theoretical background concerning fashion week and the fashion 

influencer, and in the theoretical framework concerning media representations, gatekeeping 

and word-of-mouth communication. The connection between these aspects and the material 

presented in the result will be further discussed there to give a clear view over the analysis 

process that lead to the conclusions of this thesis.   

By analyzing the different parts of the text in a qualitative way it was possible to differentiate 

and highlight characteristics concerning how the influencers have presented fashion week, 

which is necessary to create an understanding for their gatekeeping role (Ekström & Larsson, 

2010; Bryman, 2012; Schreier, 2012). The aim to derive knowledge regarding a particular 

event by studying particular characteristics corresponds with the design of a descriptive case 

study discussed by Bryman & Bell (2015), which allows a more in-depth analysis on, and 

naturalistic observations of, how fashion week is being presented through the Instagram 

accounts of the fashion influencers being observed. 

A qualitative approach also made it possible to move between the different process stages of 

the data collection, for instance between the analysis and interpretation of the material, which 

enabled a greater understanding for the collected data in relation to the research question 

(Bryman & Bell, 2015). This approach also allowed the data to be interpreted in its context, 

which is necessary to acquire social knowledge within the social world in which the 
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influencers and fashion week are occurring, and thus fulfill the purpose of the study.  

Lastly, to answer the research question asking in what new ways the global fashion 

influencers’ attending fashion week are contributing to the presentation of it as gatekeepers 

and distributors of information and fashion knowledge, the findings for the sub questions 

concerning common characteristics in presenting fashion week and how these can add new 

perspectives to it, will be stated in the conclusions and further discussed in relation to the 

influencers’ role as gatekeepers and distributors of information and fashion knowledge.  

 

4.5 Research limitations 
 
The subjectivity of the qualitative research is well criticized as it relies on impressions and 

interpretations, which can appear as an unsystematic view on what is relevant (Bryman & 

Bell, 2015).  It can also be related to a lack of transparency where it can be difficult to get a 

clear view over how the research has been conducted and the results concluded, which also 

makes it hard to replicate (ibid). In an attempt to keep this disadvantage to a minimum, it is 

very important to clearly describe the analysis process and motivate the relevance of the 

results in a larger perspective (Bergström & Boréus, 2012).  

Another limitation with the subjectivity of the qualitative research is the fact that it is not 

possible to fully adapt to the context being studied or completely understand the worldview of 

the influencers in this context, thus certain subjective decisions have to be made regarding 

expectations on findings and of the social reality and context being studied (Bryman & Bell, 

2015). However, this could also be seen as an advantage since this unstructured approach of 

the qualitative study offers a flexibility that opens up for changes, for instance of direction, to 

find the best suitable ways of reaching research saturation and fulfilling the purpose (ibid).  

 

4.6 Trustworthiness and authenticity 
 
The concepts of trustworthiness and authenticity can be used in qualitative research instead of 

validity and reliability, which are used in quantitative research. Including and discussing the 

trustworthiness and authenticity of the study is important to establish relevance and determine 

the quality of the research (Bryman & Bell, 2015). Since measuring validity is related to 

studies more commonly found in qualitative research, it is not fully suitable for the qualitative 
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research, and trustworthiness is a more fitting concept (ibid). The four criteria of credibility, 

dependability, conformability and transferability can together be thought of as the concept of 

trustworthiness. To reach dependability in this research, complete transcriptions have been 

kept during the research process, as suggested by Bryman & Bell (2015), and the research 

also aims to reach reliability despite the fact that it is not possible to keep an objective view 

throughout the whole research. Conformability can according to them be achieved by 

ensuring that no personal values have influenced the research process and its findings, 

something that has been applied in this thesis as well. When conducting a qualitative research 

it is not possible to maintain an objective standpoint at all times when approaching the 

material as it requires interpretations and qualitative analysis, however, personal values have 

been put aside.  

When conducting the research it has been important to consider these aspects by following 

established procedures when collecting and interpreting the data, as also suggested by Bryman 

& Bell (2015), and being clear about theoretical and practical conclusions by writing up the 

findings and established conclusions in a convincing way that highlight the significance of the 

results. This can also make it more evident that personal values have not been used to 

interpret and analyze the results. 

The possibility of generalizing a researches’ findings affects the quality of it, and although it 

might be difficult to generalize results derived from qualitative research, as it is a subjective 

method, it is possible to aim for reliability by finding concepts and patterns that are possible 

to generalize (Bergström & Boréus, 2012). Thus, this is one of the aims when conducting the 

research. As mentioned by Bryman & Bell (2015), by describing how the analysis has been 

conducted and in a clear way present the results with examples from the material to validate 

them it also becomes possible to replicate the results and the research come to be more 

trustworthy and authentic.  It also strengthens the validity, or trustworthiness, of the research 

by giving examples from the material showing how truthful the results are.  

Another way in which the research has strived for trustworthiness is by using triangulation, 

which is a validity process that uses several different sources of information with the aim to 

reach convergence and form diverse themes and categories (Golafshani, 2003). It also 

includes using several theoretical aspects when analysing and interpreting the material and 

phenomena, which has been the case in this study as well. This full procedure will be 

described further in the analysis process.  
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4.7 Ethical aspects and considerations 
 

Something highly important to take into consideration when conducting academic research is 

the ethical aspects, which will be discussed in this section. There are four main aspects, 

according to Bryman & Bell (2015), to consider when initiating a research using participants; 

these are the risks of harming the participants and invading their privacy as well as lack 

informed consent or involving deception. As this research is not involving any active 

participants, but solely observations of material, it is not possible to directly relate these 

ethical aspects. However, it is still necessary to consider these aspects since the material is 

conducted from personal sources that should not be harmed, insulted or deceived from the 

research.  

When working with online sources it can be difficult to fully understand the ethical aspects, 

for instance whether social media and other online forums should be considered as public or 

private (Kozinets, 2010). After considering several aspects, such as the fact that the fashion 

influencers occurring in this research have chosen to keep their Instagram feeds open to the 

public and purposively sharing their photos with millions of followers, their Instagram feeds 

have in this research been considered as public.  

This can be related to another difficult aspect when conducting online research, which is what 

actually constitutes informed consent online (Kozinets, 2010). In this case there has not been 

any general agreement with the research objects and, as discussed by Kozinets (2010), there is 

always a possibility that the people who have created the photos are not comfortable with 

their material being used in research representations. On the other hand, as mentioned earlier, 

the persons are openly sharing their material with millions of people on social media, 

choosing to be exposed to the public.  

Another important aspect when displaying photos from the influencers Instagram feeds as part 

of the results in this thesis is the copyright law. When using visual data in publications there 

are particular copyright issues to consider, as it is possible that consent from the owner is 

necessary (Bryman & Bell, 2015). In this case, however, the research is referring to the law of 

fair use, which can be found in the American Copyright act, as well the Swedish reproduction 

right, originally called ‘återgivningsrätten’. Fair use can be applied when copyrighted material 

and photos are being used for research or teaching purposes with no beneficial intentions, in 
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these cases it is not considered to be an infringement of copyright (The Copyright Act, 2017). 

Similarly, the reproduction right allows for researchers to use photos in scientific publications 

in relation to the text with limited use and non-beneficial purposes, if it can be beneficial for 

the public knowledge (SFS 1960:729).  

The research has been conducted based on the methodological aspects and considerations 

discussed in this chapter, and the findings will be presented below.  

 

5 Result and analysis 
 
The result has been divided into six sections where each section represents common 

characteristics found in the way the influencers are sharing their experiences of fashion week 

to their followers, which answers the first sub question. Under each section the results are 

presented with evidence from the material to illustrate and confirm the findings, and, to 

answer the second sub question, it is further discussed how these characteristics, showing the 

influencers’ ways of sharing, adds new perspectives to the presentation of fashion week. All 

the images published as examples from the fashion influencers’ feeds on Instagram have been 

collected from respective Instagram accounts during the period for the study and the 

references can be found in the end of the thesis. More over, each influencer will be referred to 

with their full name in the text while the images contains their account names on Instagram, 

information about this can be found in Figure 1 on page 18.  

 

5.1 Giving a broad picture of what is going on during fashion week 
 
One of the greatest differences with fashion week since social media and influencers became 

a part of it, is that fashion week and its meaning has become more than the exclusive fashion 

shows and presentations of new collections (Klein, 2016). All of the fashion influencers 

selected for this research are sharing material beyond the exclusive events, showing that 

fashion week has become more than a commercial place for designers to present their new 

collections on the runway. Although the influencers do indeed share moments from the 

fashion shows and presentations with opinions about the designers and their new collections, 

the majority of the material published in their feeds is showing what happens around the 

shows. Besides providing direct access to the exclusive fashion shows and other events 

happening behind closed doors, the influencers are covering the whole experience from a 
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personal lifestyle angle which allows anyone who wishes, to follow and keep up with fashion 

week in a totally different and new way.  

The fashion influencers are, as can be seen in Image 1, starting to share their fashion week 

experience already when traveling there and packing for the events, showing their travel style 

and wardrobe for the whole week, or weeks. This also adds a more personal perspective, 

compared to how fashion week has been presented by magazines and editors in the past, 

which will be discussed further later on. In the same way, their fashion week experiences are 

ended with photos at the airport, a hotel, or in front of a taxicab ready to take on the next 

fashion city in line or move on to new adventures after fashion month is over. The collage 

below is also showing how Chiara Ferragni, Aimee Song and Camila Coelho are all sharing 

travel photos at the airport with their luggage, which coincidentally, or not, appears to be of 

the same kind by the luxury brand Louis Vuitton. It also shows how Aimee Soong and Camila 

Coelho are sharing snapshots from when they are packing and unpacking for fashion week.  

 

 

Image 1. Shared photos of traveling and packing during fashion month (Instagram, 2017) 

 

The analysis has shown that the influencers are documenting the whole experience of fashion 

week, not only the traditional shows and events. The influencers are sharing daily moments 

with their followers, as shown in Image 2, with everything from relaxing moments and lunch 

breaks to more stressful, yet glamorous, moments between the shows. For instance, Aimee 

Song is sharing a moment eating avocado toasts with Camila Coelho, Nicole Warne is 

casually reading on the couch and Chiara Ferragni is having a lollipop. By sharing these daily 

and ordinary moments, the influencers are inviting their followers to take part in the whole 

experience, from their angle that is of course. It also gives the followers an opportunity to 

relate to the experience as eating lunch or breakfast, walking the street and reading a book, are 



 

 
25 
 

all ordinary things that can be done by anyone. This can possibly be easier to relate to than the 

moments shared from exclusive and extravagant fashion shows that are generally not for 

anyone to attend.  

 

 

Image 2. Shared photos of daily moments during fashion month (Instagram, 2017) 

 

Sharing these personal moments, which together adds up to a broad picture of fashion week, 

also gives a better sense for the fashion week experience as a whole. The influencers are 

showing that fashion week, and fashion month, is something that requires a lot of planning for 

the people attending them as well. The following characteristics presented will continue to 

show evidence of the broader perspective of fashion week that the influencers are sharing 

with their followers. 

 

5.2 Sharing insight to exclusive fashion shows and events  
 
Considering that fashion week has always been about promoting new collections with fashion 

shows and presentations that have not been open for the public, the fact that fashion 

influencers are providing their followers with direct access to these events is indeed a game 

changer. All of the influencers chosen for this research have published several photos and 

videos from the runways, showing the latest collections presented from their seats in the front 

rows. This is illustrated below in Image 3 with examples of Negin Mirsalehi sharing a video 

from the runway showing the Dior collection, Chiara Ferragni and Aimee Song sharing 

videos from the Louis Vuitton runway, Camila Coelho of the Ralph Lauren collection and 

Alexandra Pereira a snapshot from the new Diesel collection. Notably, all of them are talking 

positively about the collections, which will be discussed further later on in the result. 
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When the influencers are sharing these insights from the runways with their followers, it gives 

the followers an opportunity to see the collections and form opinions about them instantly, 

instead of waiting months for the magazines to publish information about the upcoming trends 

for the next seasons. The followers, and thus the public, can become more involved in fashion 

week and the whole trend process.  

 
 

 
Image 3. Shared moments and praises from the fashion shows (Instagram, 2017)  

Three of the influencers, Aimee Song, Negin Mirsalehi and Alexandra Pereira, were also 

sharing their experiences from walking the runway as models for the Dolce & Gabbana A/W 

17 fashion show. As can be seen in Image 4, the influencers shared this experience with 

several updates showing what was going on before and after the show as well as sharing their 

walks on the runway. For instance, before the fashion show Alexandra Pereira was sharing a 

photo from when designer Domenico Dolce were working with her designs for the show and 

Negin Mirsalehi were also sharing a moment together with the designers Stefano Gabbana 

and Domenico Dolce during her special fitting for the show. All of the three influencers are as 

well sharing photos of themselves getting ready for the shows in black robes getting their hair 

and make up done for the runway. Runway shots where the influencers can be seen walking in 

designs from Dolce and Gabbana are also shared, as well as photos from the dinner party held 

after the show.  

 

When the influencers are sharing these kinds of insights, it can bring the followers closer to 

the brands. Firstly, the fashion influencers’ positions as opinion leaders and, well, as 

influencers, and their personal way of engaging with their followers, creates a trust and 

authenticity that can be transferred to the brand as well. The followers also get an insight to 

how the preparations for the shows are happening, not to mention being introduced to the 

actual designers behind the brand in an authentic way. 
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Image 4. Sharing their experiences of walking a fashion show (Instagram, 2017) 

 

Evidently, the fact that fashion designers are inviting influencers to attend their shows or 

presentations, not to say letting them walk the runway, is undeniably a proof that the 

designers have started to accept and embrace the influencers as part of fashion week. As can 

be seen in Image 5, these influencers have also been invited to exclusive events and dinner 

parties to which their followers get insight through their Instagram accounts. The followers 

get access to information about the events, including everything from the people attending 

them and what they are wearing to the food being served and even the interior used. This can 

be related to the openness discussed earlier, where the followers get an overview of the whole 

fashion week experience. When attending designer parties, as can be seen in the photos from 

Chiara Ferragni, Camila Coelho and Aimee Song in Image 5, the influencers are not only 

showing that the brand is worth their attention but also wearing and promoting the designer 

items. Worth pointing out, although the influencers are indeed changing the presentation of 

fashion week with their ways of sharing experiences from it, the actual shows and events are 

still very much exclusive, which is also why the influencers are inevitably given the role as 

gatekeepers during this time.  
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Image 5. Sharing moments from different events during fashion week (Instagram, 2017) 

 

5.3 Sharing personal perspectives and experiences of fashion week 
 
Although, notably, the influencers have rarely mentioned fashion week as an event in the 

material studied, besides using the hash tags for the different fashion weeks, they have 

published relevant posts that can be related to the overall image of fashion week, which in 

turn can affect how it is perceived and interpreted as an event. For instance, as illustrated in 

Image 6, several of the influencers are mentioning the stressful and hectic tempo, while still 

keeping a positive approach filled with excitement and productivity. Camila Coelho is 

describing her change for afternoon fittings as quick, which indicates that she has to be fast 

because time is limited, and she also describes fashion week as ‘crazy busy’. Alexandra 

Pereira is talking about fashion week madness and posting a relaxing photo of her in what she 

calls her little oasis, this also indicates a high tempo from which one needs an occasional 

break. Chiara Ferragni is pointing out that there are a lot of runways and parties during 

fashion week and Negin Mirsalehi’s photo of a coffee with the caption ‘After fashion month.’ 

indicates a need for caffeine after a month of fashion week experiences. These ways of 

communicating with personal perspectives of the experiences, also adds a realness to the 

whole experience compared to only seeing the influencers, or other celebrities, dressed up for 

the shows and parties.  

 



 

 
29 
 

 

Image 6. Examples of posts initiating that fashion week is hectic in a positive way (Instagram, 2017) 

 

The analysis has also shown that the influencers are talking about particular things as fashion 

week things, something special for that time, including fashion items, hotels, cars, make-up 

and other preparations. Image 7 is showing examples of this with expressions such as ‘fashion 

week ride’ and ‘my lifeguard during fashion week’, both referring to car companies, or 

‘fashion week sunnies’ and ‘fashion week wardrobe’. These expressions, as well as ‘fashion 

week preparations’ suggests that there are specific things, including rides and ways to prepare, 

which are suitable during fashion week. It also give the followers insight to what is trendy and 

fashionable to wear or use right now, such as driving Maserati or taking an Uber.   

  

 

Image 7. Specific fashion week things are highlighted (Instagram, 2017) 

 

These examples are, as discussed before, showing a broader picture of fashion week in a more 

personal way, as the influencers are personalizing fashion week when relating their ordinary 

and personal things to the image of fashion week.  
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Another personal way in which the influencers are contributing to the presentation of fashion 

week, and not least the fashion shows, are by sharing their emotions about them without 

commenting anything that can be interpreted as commercial or forced. As shown in Image 8, 

the influencers are sharing happy moments after, during and between shows, which indicates 

that they have liked them. For instance, both the second and third photos are indicating 

satisfaction with the specific shows mentioned, as Negin Mirsalehi is happily flying towards 

the camera after attending a Gucci show and Camila Coelho is smiling towards the camera 

with the caption ‘All smiles after the @lacoste show’. The other three photos are more 

generally expressing the happiness and excitement of attending the fashion shows during 

fashion week, as for instance Camila Coelho is sharing a happy fashion week moment and 

Alexandra Pereira is describing herself ‘flying from one show to the next’.  

These ways of sharing their experiences of fashion week, as fashion influencers and opinion 

leaders, can affect the way fashion week is perceived by the followers and it is thus relevant 

to understand how they are reflecting the image of fashion week. In this case, presenting it as 

something fun and joyful that brings happiness can attract more people and increase the desire 

to be part of fashion week. 

 

Image 8. Sharing personal emotions about attending fashion shows (Instagram, 2017) 

 

5.4 Sharing personal taste and opinions  
 
As the fashion influencers are sharing their experiences at fashion week from a personal 

perspective, it is evident that their tastes and opinions become a part of what they present 

during fashion week as well. Their personal taste can be seen by looking at the fashion pieces 

and trends they decide to share on their feed from the runways, but also through what they 

wear between the shows. In fact, the fashion influencers are sharing many street style looks 

between the shows that not necessarily have a connection to the new collections and what will 
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be trendy for next season, which also gives insight to what they are wearing at the moment 

and thus what is trendy and fashionable right now.  

As can be seen in Image 9 the influencers are showing, for instance, what details and color 

combinations to go for, such as combining pink and red or wearing off shoulder tops and 

ruffles, and how to match different items, such as wearing a t-shirt under the dress.  

 

 

Image 9. Presenting trends through street style looks (Instagram, 2017) 

 

Another way in which the influencers are sharing their personal tastes and opinions during 

fashion week is, as mentioned earlier, through presenting and highlighting specific items from 

the runways, as well as discussing new and upcoming trends. This can be seen in Image 10, 

where the influencers have chosen what to show their followers based on their own 

preferences and tastes, stating their opinions about the collections. Camila Coelho is pointing 

out how the color navy was dominant during the Dior show while she loved the denim, the 

sheer and embroidered pieces, which gives her followers an idea of what is to come for the 

following season. More general statements about the collections were also made, such as 

those from Alexandra Pereira pointing out the beautiful dresses at Jenny Packham show and 

Aimee Song sharing her love for the Rosie Assoulin collection.  
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Image 10. Presenting and highlighting specific things from the runways (Instagram, 2017) 

 

As also discussed earlier, the influencers are sharing so much more than what is going on at 

the fashion shows and events, and their valuable opinions are including everything from the 

hotel they stay at and the cars they travel in to comments on other brands that they are 

wearing but which are not directly related to fashion week. Image 11 is showing how the 

influencers are lifting their rides and hotels as well as sharing opinions on other things such as 

food places. For instance, Camila Coelho has posted a photo of herself on her way out of a 

car, thanking and tagging New York Tourism in her caption for the best service and for taking 

her around everywhere during fashion week. Alexandra Pereira is lifting her fashion week 

ride as well for taking her from one show to the next. Similarly, Nicole Warne is thanking the 

hotel she stayed at during Paris fashion week and pointing out that it is her favorite hotel ever 

because of the amazing hotel team. Chiara Ferragni is promoting her hotel view while Aimee 

Song is sharing her new favorite food place in New York with her followers.  

 

 

Image 11. Sharing opinions on things not directly related to fashion week (Instagram, 2017) 
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Another thing, which has been prominent in the result, is that the influencers are discussing 

and displaying fashion trends. For instance, as shown in Image 12, Nicole Warne was 

highlighting the faux fur at the Miu Miu show while Camila Coelho was praising the mix of 

neutral colors and Alexandra Pereira an orange set of skirt and crop top. Chiara Ferragni was 

sharing her Baby Spice 90’s vibes at fashion week, which could suggest that the 90’s fashion 

is becoming trendy again, something that was furthered confirmed by Aimee Song at the 

Coach show stating that the 90’s is definitely coming back.  

 

 

Image 12. Highlighting trends (Instagram, 2017) 

 

In conclusion, the influencers are sharing their sense of fashion through what they are 

choosing to present to their followers, including photos from the runway shows and insights 

to their wardrobes and daily outfits as well as other fashion week tips. In Image 13 Aimee 

Song is sharing her fashion week wardrobe while Camila Coelho and Chiara Ferragni are 

recommending some beauty products they are using during fashion week. Alexandra Pereira 

is referring to L’Oreal Professional for her always-perfect hair and Negin Mirsalehi is 

highlighting her fashion week essentials, including her jewelry and make up. 
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Image 13. Sharing fashion week tips (Instagram, 2017) 

 

5.5 Adding a new commercial and promotional focus 
 
Fashion week has certainly always been a way to promote brands and market new collections, 

but by collaborating with and promoting everything from the hotels they are staying at to the 

skin products they are using, the influencers have added a new commercial focus to fashion 

week. They are sharing and commercializing the whole fashion week experience, which is 

evident in the photos shown in Image 14.  

For instance, Camila Coelho is sharing a photo from her, what she calls princess, hotel while 

tagging the hotel and using their hash tag, which allows her followers to easily find the same 

hotel if they are interested in staying there as well. Nicole Warne is highlighting an Australian 

fashion brand and describing it as a sustainable and ethical brand that love for its aesthetics 

and morals, and she is also stating to her followers that it is something she wants more of. 

Aimee Song is wearing a pair of sunglasses with her outfit and encouraging her followers to 

get them at the online shop before they sell out. Alexandra Pereira is promoting the ice cream 

brand Magnum and Negin Mirsalehi is not only promoting the luxury brand Fendi by showing 

lots of their bags but also referring to their account on the social media tool Snapchat where 

her followers can follow her during the day. This can be a way to attract her followers to the 

luxury brand.  
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Image 14. Commercialized posts during fashion week (Instagram, 2017) 

 

As mentioned earlier, the fashion influencers are promoting other brands not directly involved 

in fashion week as well, which can be seen in Image 15.  This opens up for a new possibility 

for new brands, both fashion brands that do not have the possibility to present their collections 

at fashion week but also car brands and hotels that have no obvious connection to fashion 

week, to be seen at fashion week and reach millions of peoples through the influencers’ feeds 

with their now fashionable products.  

 

 

Image 15. Promoting brands not directly related to fashion week (Instagram, 2017) 

 

They are also promoting the brands in a way in which it can be hard to judge whether it is 

commercial or not, this is evident in the previous examples as well but in Image 16 there are 

examples showing that the influencers are relating themselves with brands and designers in 

more personal ways, for example Chiara Ferragni saying that she is a Miu Miu nerd, or Negin 

Mirsalehi that she is feeling like a true Dolce and Gabbana lady. As influencers, their 

followers look up to them and want to be like them, which in this case would be possible by 
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buying into the brands to become a Chloé girl as Aimee Song or a Louis Vuitton girl like 

Camila Coelho and her influencer friends.  

 

 

Image 16. Personal relations to the brands at fashion week (Instagram, 2017) 

 

5.6 Presenting an idealized image of fashion week  
 
If there is something about fashion week that has not changed with social media and the 

fashion influencers, it is the notion of it as something fashionable and luxurious. Throughout 

the material there are evident signs of a common denominator connecting the fashion 

influencers - a luxurious lifestyle. This is something that obviously affects how fashion week 

is presented and thus perceived by those following the influencers. Most of the influencers are 

staying at luxury hotels during the fashion weeks and sharing their upscale experiences on 

their Instagram, including marble bathrooms and private terraces with room service, as can be 

seen in Image 17.  

The influencers are staying at luxury hotels with luxurious attributes such as views, interior 

and location, and always traveling in style wearing luxury brands. As it appears, some of them 

are even traveling with private jets (last photo in Image 17), but it is unclear whether it is 

because they are rich enough to do so or if the flight companies are sponsoring them. 

Influencer Chiara Ferragni has posted several photos of herself outside a private jet, tagging 

the flight company Globe Air while referring to it as the best ‘air taxi’, which could indicate a 

sponsorship, however it has not been stated.  

Although fashion week might always have been related with extravagance and luxury, it is 

now being done on a more personal and authentic level, showing that attending fashion week 
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and the exclusive shows and events are for those who have the means to stay at luxury hotels 

with private views of the Eiffel tour or have a personal driver and travel with private jets. This 

can definitely uphold the luxurious status of fashion week despite the fact that it is now open 

to the public. 

 

 

Image 17. Promoting a luxurious lifestyle and thus luxurious image of fashion week (Instagram, 2017) 

 

Not surprisingly, the fashion influencers have chosen to focus on the positive things going on 

during fashion week, as has been indicated earlier as well, with no backside highlighted. 

Everything presented has a fashionable value, which further can be related to the image of 

fashion week. For instance, all of the influencers are wearing and attending the shows of high 

fashion designer brands such as Chanel, Dior, Louis Vuitton and Chloé, brands that have long 

been associated with the exclusivity of fashion week. They are wearing these brands not only 

to the shows but also promoting them through their street style shots, as shown in Image 18. 

 

 

Image 18. Wearing and promoting luxury brands (Instagram, 2017) 

Besides wearing the latest high fashion designer brands and attending the most prestigious 
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fashion shows and events, the influencers are making sure to share their moments from the 

most iconic places in each fashion city. As can be seen in Image 19, the Eiffel tour in Paris is 

frequently appearing on these influencers’ accounts during Paris fashion week, giving a 

luxurious and high-class feeling. 

 

 

Image 19. Iconic backdrops in the photos (Instagram, 2017) 

 

5.7 Summary 
 
Through the analysis of the results it has become possible to distinguish that the global 

fashion influencers have introduced several new ways to present and distribute information 

fashion week, which have been presented in the form of six main characteristics. Firstly, the 

influencers are presenting a broader and more personal picture of what is going on during 

fashion week compared to how it has traditionally been presented through magazines. As 

presented in the results, the influencers are sharing information about their experiences during 

this time and, more over, the people following the fashion influencers get access to exclusive 

fashion shows and events that have not been available to them before.  

 

As the results have shown, the influencers are sharing perspectives of fashion week through 

their personal relation to it and how they are experiencing it, and the followers are introduced 

to the influencers’ personal taste and opinions. In this way, the influencers are creating 

representations of what is going on during fashion week and deciding what to highlight and 

what not to. This can in turn surely affect the way those following fashion week through the 

influencers’ presentations of it perceives it.  
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Another important aspects showing how the influencers are introducing new ways to present 

information during fashion week, is the fact that they have added a new commercial and 

promotional focus by sharing information and opinions about new collections as well as by 

involving brands and products not traditionally related to fashion week. Lastly, the influencers 

are also contributing to the idealization of fashion week through an upscale and luxurious 

perspective, which helps to uphold the image of fashion week as something exclusive and 

extravagant even though it now has become public knowledge.  

 

The findings will be discussed below in relation to the theoretical background and framework, 

with the purpose of answering the research question asking in what new ways the global 

fashion influencers attending fashion week are contributing to the presentation of it as 

gatekeepers and distributors of information and fashion knowledge.  

 
 

6 Analysis & discussion 
 
As stated in the result, the research have distinguished six common characteristics 

representing distinct ways in which the fashion influencers are sharing their experiences of 

fashion week to their followers and how these ways of sharing adds new perspectives to the 

presentation of fashion week. One of the most distinctive characteristics in the influencers’ 

way of sharing the fashion week experiences with their followers is by giving a broad picture 

of what is going on during this time. As it appears, fashion week has not only changed but 

also become something more beyond the fashion shows and the new collections presented on 

the runways. This adds a kind of openness to fashion week that has traditionally not been 

there, considering the descriptions by Jung (2016) and Kawamura (2005) among others, of 

fashion week as something exclusive and prohibited to document freely. When sharing 

ordinary moments from their days at fashion week, the influencers are giving their followers 

the opportunity to get in on the whole experience. It also differs from the traditional fashion 

magazines’ focus on the fashion shows with the new collections and latest trends (British 

Vogue, 2017).  

 

This openness, and the fact that the fashion influencers’ are providing their followers with 

direct access to otherwise exclusive fashion shows and events, is in line with the findings 

presented by Andersson & Jandér (2016). Their findings showed that social media has 
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reconstructed fashion week into an ‘entertainment event’ now available for anyone. 

Andersson & Jandér did not include fashion influencers as such in their study, however, as 

has been shown in the results of this thesis, the influencers are playing an important role and 

great part in this transformation.  

 

As the influencers are sharing personal moments from their fashion week experiences with a 

clear and detailed approach, the feeling of fashion week become more instant and can be 

perceived as more real compared to the presentation of it in magazines (Strugatz, 2016). 

Mixing with ordinary things such as having breakfast and lunch or walking the streets and 

relaxing, makes it more personal than reading an article in a magazine, and it becomes easier 

to understand and relate to the experience for those not present during fashion week (Solomon 

& Rabolt, 2007). The personal way to communicate can thus create a connection between the 

influencers and the people following their adventures on Instagram, since the communication 

become more personal and authentic with insight into the influencers’ everyday lives.  

Presenting fashion week from a personal perspective can also make it more understandable, 

and possibly easier to grasp, for their followers. For instance, as could be seen in the result, 

the influencers are referring to fashion week as something crazy busy with many runways and 

parties, using expressions such as fashion week madness and suggesting that coffee is needed 

after a month of fashion weeks. These personal statements, from those experiencing fashion 

week, also adds a new perspective to the image of fashion week. As discussed by Gripsrud 

(2011), social media has opened up for a new kind of closeness between unknown people on 

the Internet who shares similar interests, so although fashion week might always have been 

considered as something hectic and stressful, shared like this, it can become clearer and more 

understandable for those following from afar since they feel closer to the influencers they are 

following on social media in a personal way.  

Another thing, which has been prominent in the result, is that the influencers are discussing 

and displaying fashion trends. Having fashion influencers and opinion leaders spreading new 

trends mutually, with similar color choices as well as shapes and details of the items they are 

wearing, could be related to the increased speed of the fashion trend cycle discussed by 

Friedman (2015). As the followers are daily being exposed to these new fashion trends and 

suggestions, it is also possible for them to adjust to these trends at a much faster pace than 

before (Friedman, 2015). More over, the influencers are sharing their personal tastes and 

opinions during fashion week through, as mentioned earlier, presenting and highlighting 
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specific items from the runways, as well as discussing new and upcoming trends. As 

influencers and opinion leaders these statements can be considered as highly valuable to those 

following them on Instagram (Strugatz, 2016).  

As discussed by Solomon & Rabolt (2009), to be an influencer requires social value, such as 

social status or appearing similar to the followers, which attracts them as a source of 

inspiration. Both these aspects can be found in the results, where the fashion influencers are 

showing their social status by upholding an idealized image of fashion with exclusive fashion 

shows and events, luxury hotels, high fashion brands and so on, while still communicating it 

in a way that feels personal and authentic to the followers.   

Through all this, it becomes important to recognize the influencers’ role as gatekeepers. As 

gatekeepers, the influencers are filtrating the shared information and deciding what is valuable 

to present to their followers (Cossiavelou & Bantimaroudis, 2009). The fashion influencers 

have, according to Zhang (2010) taken the role as gatekeepers of fashion knowledge and are 

as such influencing the public by sharing their opinions on fashion and new trends. What the 

followers see, is what the influencers decide to show. In this way, the influencers are creating 

representations of what is going on during fashion week and can thus be said to be 

manipulating the reality of it when deciding what to highlight and what not to (Lull, 2000). 

These media representations are important as the fashion influencers are working as second 

hand sources for their followers, and possibly others, who wishes to increase their knowledge 

about fashion week. As discussed by Shoemaker (1991), our human senses are limiting and 

shaping the knowledge we have about the world, forcing us to lean on these second hand 

sources to create a better understanding for events occurring beyond what we can embrace. 

Thus, the media content presented by the fashion influencers is contributing to and shaping 

the views that their followers have on fashion week. When the influencers are deciding to 

highlight certain parts over others, such as an idealized image with solely happiness and 

luxury, when presenting their perspective of the reality of fashion week, they are at the same 

time suggesting what is relevant and creating new perspectives that can affect how other 

people perceive it (Gripsrud, 2011).  

 

Everything is presented through their perspectives, and the followers get access to what the 

influencers chooses to share with them. Thus, the fashion shows and events attended by the 

influencers are also the ones that will become known to their followers. Of course it is 

possible for the followers to get insight to fashion shows and events through other online 
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sources as well, but the fashion influencers’ thoughts and opinions are of importance here as 

they are of value to their followers. As opinion leaders and influencers, they have the 

possibility to affect other peoples’ opinions and behaviors (Solomon & Rabolt, 2007). There 

are concrete numbers supporting this, showing that around fifty percent of female consumers 

have purchased a product after it being mentioned by an influencer or engaged directly with 

the brand being promoted by the influencer (E-marketer, 2017).  

 

The way in which the influencers are presenting and promoting brands during fashion week 

can be related to the word-of-mouth communication discussed in the theoretical framework. 

When the influencers, who the followers feel a personal connection to, are wearing and 

sharing their thoughts about specific products and brands, it is more likely that the followers 

will accept it and become interested in the promoted things than if they would read about it or 

see a commercial in a magazine (Solomon & Rabolt, 2009). And the authentic and personal 

perspective, through which the influencers are sharing their content, makes it possible for 

them to build strong relationships with their followers and thus affect them with their word-

of-mouth communication (Strugatz, 2016).  

Another important characteristic found in the way that the fashion influencers are sharing 

their experiences from fashion week is the fact that they are commercializing it by promoting 

everything from fashion designers to hotels and car companies. As mentioned earlier, fashion 

designers such as Tommy Hilfiger and Jimmy Choo paying the fashion influencers to show 

up at their events and to wear their designs during fashion week (British Vogue, 2017). This is 

however not something that is clearly stated when the influencers are promoting brands or 

hotels, this can make it confusing for the followers and hard to understand whether the post is 

sponsored or not. Nonetheless, whether the posts are sponsored or not, they are still 

communicating in a personal way that can be related to the word-of-mouth communication. 

Evidently, as opinion leaders and influencers who are considered to have expert knowledge 

within the field of fashion, the possibilities of affecting others with their thoughts and 

opinions increases (Solomon & Rabolt, 2009).  

 

As discussed earlier as well, the effects of letting influential people wearing and thus 

marketing specific brands and products, has proven to be high (Hauge, 2006). For instance, 

the results revealed that three of the influencers were walking the runway for Dolce and 

Gabbana, and, as discussed in the theoretical part, this is something that can increase the sales 
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remarkably. After Rebecca Minkoff used influencers for her fashion show, it raised the brands 

e-commerce with 50% (Holmes, 2016). This indicates that using fashion influencers on the 

runway to create attention and increase sales has a value that is becoming known to the 

designers. As it seems, the role of the fashion influencers at fashion week will keep on 

growing.  

 

These aspects clearly shows that there are possibilities for fashion brands and the industry as a 

whole if they can understand how to work and engage with global fashion influencers who 

have the power to influence millions of people in an instance. Chiara Ferragni has around 10 

million followers alone, and together the six fashion influencers used for this research have 

over 28 million followers, as was shown earlier in Figure 1, which can be compared to British 

Vogue Magazines 1.1 million readers per issue in 2016 (Statista, 2017). This also further 

implicates the relevance of this research and of understanding the material communicating by 

these highly influential fashion leaders. 

 

7 Conclusions 
 

This research has shown how the global fashion influencers’ attending fashion week is 

contributing to the presentations of it as gatekeepers and distributors of information and 

fashion knowledge. It has become clear that the fashion influencers have established an 

important role at fashion week, which is also changing and developing the presentation of it.  

 

The results are relevant for anyone who wishes to create a better understanding for the fashion 

influencers’ role at fashion week, not least from a business perspective with fashion brands 

and designers who need to learn how to integrate the fashion influencers into their business 

models, but also fashion researchers who wishes to understand how societal changes, such as 

social media and the fashion influencers changing how fashion week is being presented, are 

affecting fashion week and the industry. As stated earlier, the fashion industry is currently 

situated in confusion between what used to be and what will be, concluding that the industry 

will have to understand and learn how to adjust to the new changes occurring (Jung, 2016).  

 

For those involved in fashion week to be able to take control over the situation, it is thus 

crucial to learn how to adapt to this new situation and engage with the fashion influencers. To 
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do so, it is thus important to understand how social media and the fashion influencers are 

being integrated into fashion week and how they are using their role as opinion leaders and 

gatekeepers, which has been the focus in this thesis. The Internet and social media have surely 

connected people all around the world and the fashion influencers with their word-of-mouth 

communication are opening up for new ways to share information about specific events such 

as fashion week. Understanding their role is not only valuable for those involved in fashion 

week, but also for brands who does not have the possibility to present their collections on the 

runways but still wishes to be seen and associated with fashion week. Not to mention brands 

that previously has never been directly related to the fashion industry, such as car companies 

or hotels.  

 

As this thesis has focused on in what new ways the influencers have presented and shared 

information during fashion week, the next logical step would be to further analyze how these 

presentations have been perceived by the ones following these influencers. This knowledge 

would contribute to a greater understanding for the influencers’ growing role during fashion 

week and in the fashion industry, as well as to a better idea about how to adapt to this new 

phenomena of social media and influencer marketing.  
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