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Abstract 
 

Purpose: The purpose of this paper is to identify how social media, specifically Instagram 

can be used to encourage interest among the millennial male for sustainable fashion products. 

The study contributes to give marketing insights and a broader understanding of the 

millennial male’s online behaviour, so that fashion companies within the sustainable sector of 

the industry can benefit from these when broadening their target market. The findings are to 

contribute within the field of textile management. 

Design/method/approach: The study has used a model based on millennial male values that 

were connected to visual picture content. The model illustrates how the millennial male is 

influenced by several factors and values, ultimately determining which type of visual social 

media content that results in the most engagement and interest for sustainable products. The 

methods included posting visual content on two different channels on the Instagram profile of 

a sustainable fashion company aimed at mainly millennial males. Different kinds of 

engagement with the content was measured in order to determine which type of content was 

the most successful at encouraging interest among millennial males towards sustainable 

fashion products.  

Findings: The findings of this research show that pictures posted on both Instagram feed and 

Instagram stories with social and aesthetic, as well as close-up and detail content, are likely to 

perform well and encourage interaction and engagement on Instagram. The findings also 

show that production related pictures are not generating an interest from the millennial male. 

Moreover, in order to reach a wider audience with the content shared on Instagram stories 

and feed content need to be used simultaneously.  These findings suggest that companies can 

encourage male millennials to purchase sustainable products by appealing to their values.  

Practical implications: The findings by this study are valuable for sustainable fashion 

companies that are looking for ways to improve their reach and engagement with millennial 

males. The findings of this value can also benefit marketers to improve their marketing 

strategy on Instagram.  

Originality/value: The findings show that Instagram can be used to reach out to a wide 

spread of Instagram users with an interest of sustainable fashion. Moreover, the findings 

suggest that companies can encourage sustainable fashion consumption through appealing to 

the values of their target market, using social media content.  

Keywords: Sustainable fashion, Social media marketing, millennial male, marketing, 

Instagram content for marketing 

Paper type: Research paper 

 

 

 

 

 

 

 

 

 

 

 

 

 

Keywords: Sustainable fashion, Social media marketing, millennial male, marketing, 

Instagram content for marketing 



 

III 
 

Sammanfattning 
 

Syfte: Syftet med studien är att skapa förståelse för hur sociala medier, specifikt Instagram, 

kan användas för att öka intresse för hållbart mode hos millennial mannen. Studien kommer 

öka förståelsen för marknadsföring och vilken typ av innehåll som genererar mest intresse 

och engagemang online hos millennial mannen. Studiens rön ska gynna hållbara modeföretag 

att utöka och rikta sin marknadsföring online. Resultatet ska bidra till fördelar och ökad 

kunskap inom textilmanagement, eftersom studien utgår från företagsperspektiv istället för 

konsumentperspektiv. 

Metod: Denna studie har använt sig av en modell som är baserad på värdesättningar hos 

millennial mannen. Millennial mannens värden kopplades till bildmaterial som användes i 

studien. Modellen visar hur millennial mannen blir påverkad av faktorer och värdesättningar 

och sedan bestämmer vilken typ av social media innehåll som tilltalar honom mest. Det 

empiriska materialet i denna studie samlades in via ett hållbart modeföretags Instagram 

konto. Detta företag fokuserar på herrmode. Två olika kanaler användes för datainsamlingen: 

Instagram feed och story. Olika slag av engagemang mättes för att kunna bedöma vilket slag 

av innehåll i social media resulterade i mest intresse till hållbart mode hos millennial mannen. 

Resultat: Studiens resultat visar att bilder inom temat social och estetik samt närbilder och 

detaljerade bilder resulterar i mest engagemang och samverkan på Instagram. Resultaten 

tyder även på att bilder inom temat produktion inte intresserar millennial mannen. För att 

kunna nå ut till en bredare samt djupare kundkrets bör Instagram feed och story användas 

tillsammans. För att uppmuntra millennial mannen till att köpa hållbart mode bör företag 

sträva till att tilltala millennial mannens värdesättningar.  

Praktisk implikation: Studiens resultat är värdefull för hållbara modeföretag som strävar att 

nå ut till en bredare kundkrets, specifikt millenial mannen. Utöver det kan studiens resultat 

bidra till en effektivare marknadsföring och målsättning för att fånga den hållbara kunden. 

Ursprung/validitet: Studiens resultat visar att användningen av Instagram inom 

marknadsföringssyfte kan nå ut till en stor mängd av plattformens användare. Utöver detta 

tyder resultaten på att företag kan uppmuntra hållbar modekonsumtion då de tilltalar 

målgruppens värdesättningar och intressen med innehållet som delas på Instagram. 

Nyckelord: Hållbart mode, Sociala media marknadsföring, Millenium mannen, 

Marknadsföring, Instagram innehåll för marknadsföringssyfte 

Paper typ: C-uppsats 
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1.0 Introduction 

Unsustainable patterns of driving fashion business is a common occurrence in today’s fashion 

industry. The industry itself has fast grown to be among the most polluting industries there 

are, and has exceeded the air traffic industry in polluting the environment (Aalto university 

magazine, 2019). In Europe the consumption of fashion reaches 6,4 million tons a year (Aalto 

university magazine, 2019), and as the quality of fashion products decreases so does the 

average lifespan of a garment (Aalto university magazine, 2019). Increasing negative effects 

in the landfill, wildlife, and nature due to fast fashion consumption have been detected (Dort, 

2018). To address the negatives of the fashion industry, sustainable fashion has started to 

grow more popular and gets more and more attention by the consumer today. 

 

The interest in sustainable fashion has grown over the past years, with an increase of 47% of 

consumers looking for sustainable options to the non-sustainable ones (Forbes, 2018). 

Millennials born 1982-2001 (Hall, Towers & Shaw, 2017) especially are concerned with the 

environment and have an interest in sustainable clothing (D'Souza, et.al, 2015). For them, the 

higher price of a sustainable product is not a deal breaker and has little to do with the 

purchase decision. Results from the study by D'Souza, et.al (2015), show that the main factor 

preventing male millennials from being interested in a sustainable product was the reputation 

and brand image of sustainable fashion brands. Even though there is an increasing interest in 

sustainable fashion among the consumers, studies show that people do not necessarily act in 

accordance with this interest (Eckhardt, Belk & Devinney, 2010). This controversial 

behaviour is often identified as the attitude and behaviour gap, which means that the 

consumer consumes contradicting to their beliefs and values (Foxall et al., 2011). As Foxall 

et al. (2011) discover in their research, factors such as attitudes, personalities and cognitive 

factors influence the purchasing behaviour. Due to this gap it is suggested for marketers to 

look beyond the traditional marketing ways and implement new strategies to reach out to 

their target market. It remains for the businesses now to translate the benefits of sustainable 

fashion consumption to the consumers, which can be done through social media, that has 

grown popular especially among young consumers. Instagram1, a picture sharing social 

media platform used by a large amount of millennials (Statista, 2017), has over 500 million 

users today, making it one of the most popular social media platforms (Peters, 2018).  

 

Instagram is used in a business matter to market and provide content that interest the users on 

the platform. With the constant flow of news of sustainability, it could be assumed that both 

genders using the platform have opted equal knowledge and interest in sustainable fashion. 

Examining the topic, studies show that females are more concerned and adaptable to 

sustainable consumption (Zelezny, Chua & Aldrich, 2000). The male population is lagging 

behind and their attitudes towards sustainability are not as positive as among the females 

(Zelezny, Chua& Aldrich, 2000). Hence, the male population is crucial to study in order to 

build an advanced frame of their behaviour, values, attitudes, and adaptability to sustainable 

fashion. This would increase the knowledge for sustainable firms to effectively approach and 

target this sector of the population. Therefore, this thesis will focus on the millennial male’s 

interest and engagement on Instagram, and how sustainable fashion companies can appeal to 

their values and interests efficiently through Instagram. 

 

                                                 
1 An in depth explanation of Instagram and the algorithm it uses to determine which content is presented to its 

users is beyond the scope of this paper.  
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1.1 The challenges of marketing to the millennial  

In order to appeal to the millennial male through content on social media, it is crucial to 

understand their behaviour and values. The traditional purchasing journey that has been used 

by Dewey since 1910 (Skärvad & Olsson, 2013) to design traditional marketing techniques is 

based on a five-step model. The model shows how people decide to buy a new item. Dewey 

(Skärvad & Olsson, 2013) introduces the model to start with an awoken need for something. 

This is followed by a research stage where the consumer searches for options to fulfil their 

need. The third stage is to evaluate the available options to identify the one that suits the need 

best, where after the consumer buys the product in the fourth stage. The last stage of this five-

step model is the evaluation of the purchase. However, as the generations evolve, a study by 

Hall, Towers, and Shaw (2017) indicates that the new generation takes on a different 

shopping journey (Hall, Towers, Shaw, 2017). New generations, specifically the millennials, 

differ a lot from the traditional shopping journey and have a different buying behaviour than 

other generations (Hall, Towers, Shaw, 2017). They are more knowledgeable about the 

fashion and textile industry compared to other generations. As much as 90% of millennials 

believe that they can have an impact on creating more sustainable products and are able to 

convince and encourage new practices supporting sustainability (Hahn-Petersen, 2018). 

Given these differences between millennials and other age groups, Dewey’s five-step model 

may not accurately depict the shopping journey of millennials.  

 

As the millennials go on a different purchase journey, they are less attracted to traditional 

marketing methods. A more subtle and subconscious marketing approach may therefore be 

more effective when marketing to the millennial male. It has been found that this generation 

is largely influenced by peer pressure (Hall, Towers & Shaw, 2017), and relate to influencers 

when such are used as a marketing strategy (Kim & Eunju, 2012). For an industry as fast 

phased as the fashion industry, it comes with surprise that its marketing lags behind in 

adapting to new marketing techniques such as social media influencers. Generally, the 

fashion industry is the slowest to adopt new techniques of marketing (BoF Team, 2018). The 

industry remains using the traditional ways of marketing to the consumers. 

 

Traditional marketing techniques take place in store and magazines, as well as emails 

(Greenwood, 2012). These marketing tools are still used today but not to the same extent as is 

social media (Statista, 2019). Rajagopal’s (2010) findings show that traditional marketing of 

fashion is highly focused on influencing the consumer in ways such as fashion shows on 

television, television advertisements, and mall events (Rajagopal, 2010). Additionally, 

fashion marketing has traditionally been carried out in a social context (Clavo & Marrero, 

2009). Such a context could be exclusive designs, uniqueness and different membership 

closures to connect with the consumer. These traditional marketing techniques do however 

not appeal to the millennial male as effectively as newer marketing methods, such as social 

media.  

 

In order to attract and appeal to the millennial, marketing needs to be focused on sources 

where the millennial is present today, namely social media platforms, rather than traditional 

advertisements on TV and in magazines. Among new marketing techniques, social media and 

social media influencers play a central role. Marketing using social media has enabled young 

companies to succeed in a short time frame and rise to the front line of the market (Detweiler, 

2018). For the fashion industry, there is one platform in particular that has shown tremendous 

success for marketing a fashion brand, namely Instagram. Instagram has quickly become a 

key source of inspiration for fashion interested users on the platform. An example of how 
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Instagram has become widely used for marketing purposes for fashion companies is the 

popularity of IGTV. IGTV enables the users to share videos, that are several minutes long, 

with their audience. The feature soon became a popular marketing tool for fashion 

companies. Gucci was among the first brands to adopt this tool to their marketing, and later 

more and more fashion companies joined in. This suggests that social media marketing plays 

a significant role in today's fashion marketing and reaching the target audience (BoF Team, 

2018). 

  

Thus, these new fashion marketing tools using social media have shown success in reaching 

the target market. Yet, sustainable fashion companies have been slow to adopt these 

marketing techniques, which they could reach the millennial consumer with (Benson, 2018). 

This consumer group is interesting for the sustainable fashion industry, not only due to the 

millennials showing interest in sustainable fashion, but also due to their spending capacity. In 

2017 the spending power of millennials alone was $200 billion (Hahn-Petersen, 2018). 

Companies need to understand the shopping journey that the millennials go on in order to be 

able to reach out to them, as Instagram is annually reported to increase active usage and 

hence will likely become more and more useful as a marketing tool (Statista, 2018). 

 

It still remains uncertain why the sustainable sector of the fashion industry lags behind in 

adapting to the new marketing techniques on social media whilst other sectors, such as high 

street and luxury, have opted for it already. The problem is that, even though the sustainable 

fashion sector makes use of social media, their content does not reach out to the consumer as 

vividly as social media marketing by the other fashion sectors according to sustainable 

fashion 20192. According to Nash (2018), the millennial fashion consumer can be influenced 

at any time of the purchasing journey. This consumer spends hours on social media, 

becoming interested and inspired by products available. The author further explains that the 

millennial is stimuli driven on their purchase journey. This means that it is different stimuli 

that act in order to awake an interest within the potential consumer, ultimately determining 

whether he will make a purchase (Nash, 2018).  

 

Instagram constantly develops new updates that modify the platform both from the 

consumers and businesses perspectives. One of the latest updates on Instagram is the 

algorithm update that strives to improve the Instagram user’s own feed to match their 

interests. This means that for every like that a user of Instagram does, the algorithm identifies 

the type of account through hashtags and biography descriptions to generate a more specific 

and more interesting feed for the user of Instagram. This automatically also means that some 

of the content that users often don’t interact with can easily be hidden away from potentially 

interested users on Instagram (Gotter, 2019). 

 

In order for sustainable fashion companies to not be hidden away by the Instagram algorithm, 

it could be suggested for them to direct their content towards stimulating the millennial 

male’s values, as well as using hashtags that this group is commonly searching on Instagram, 

and staying consistent with the content sharing. Moreover, as demonstrated by Capeli (2019), 

the content should vary and avoid being monotonous in order to keep the user Instagram user 

interested in the brand. As Instagram has a wide range of different tools to share content with, 

introduced prior in this study (such as content feed, stories and IGTV), it is probable that 

                                                 
2 The owner of Lyme Terrace, Sustainable fashion 2019 on the 1st of November 2018. 
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several of these should be used in order to avoid being hidden away from potential 

consumers.  

 

Previous studies have examined the purchase behaviour of millennials and discovered the 

traditional purchase journey has changed and is different for the millennials (Hall, Towers, 

Shaw, 2018). Multiple factors influence millennials on their shopping journey, and given the 

relevance of social media for this generation, it is likely that these factors influence which 

social media content the millennial finds most appealing. Therefore, sharing social media 

content that taps into these factors may be useful for encouraging engagement. Nash (2018) 

studied how social media influences the fashion interested consumer. Results have shown 

that social media marketing is more efficient than the traditional marketing approaches, when 

reaching the millennial target market (Nash, 2018). However, exactly how social media 

marketing should be used, more specifically, how sustainable fashion companies can use it to 

stand out in the industry where fast fashion dominates, is yet undiscovered. Despite the usage 

of social media by sustainable fashion companies, and their approach to stay relevant on 

platforms such as Instagram, the reach to the target market is often not as successful as 

intended. The purpose of this paper is to address this gap and establish ways that sustainable 

fashion companies can benefit from Instagram in their social media marketing by appealing 

to the values of male millennials. Moreover, it will look upon the millennials interest factors 

and find ways to encourage engagement by the millennial male on social media such as 

Instagram. 

1.2 Research purpose, questions, and approach 

1.2.1 The purpose 

The purpose of this research is to identify how sustainable fashion companies can use social 

media, such as Instagram, as a marketing tool to encourage sustainable fashion consumption 

amongst millennial males. Specifically, this research focuses on identifying the type of 

Instagram content that stimulates the most engagement among millennial males. The research 

questions that this study will be answering are shown below whereby follows a description of 

how the study will be structured and set up. 

1.2.2 The research questions for this study are 

● With what techniques can sustainable fashion companies, with help of Instagram, 

encourage interest in sustainable fashion among the millennial male? 

● What type of visual content encourages the millennial male to increase interest and 

engagement on Instagram? 

1.2.3 The approach of the study 

This research was done in collaboration with a sustainable fashion company for males. In the 

following chapters, the reader will be introduced to the previous literature that concerns the 

millennial male’s interests and values, such as peer pressure and family, knowledge and 

product uniqueness. The current negative brand image of sustainable fashion is then 

discussed. Then social media marketing techniques, such as Instagram feed content and story 

content, will be discussed.  
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The theoretical approach of this study will be discussed in detail. A model to support this 

theoretical approach will also be introduced and described in detail. 

 

The chapter after the theoretical framework will introduce the methodology used in this 

research. Reasonings for the methodology will be given and a deeper understanding of the 

sample frame and ethical aspects that this research takes into consideration during the data 

collection are discussed. 

 

When the methodology has been discussed, the results will be presented and the previously 

introduced analysis model will be put into practice to present the results of this research in an 

orderly fashion.  

 

Followed by the results is a discussion that ties the results from previous literature to the 

results found in this paper and thus explains the results in more depth and gives reasoning to 

the found patterns. The very last part of this paper will conclude the results and give 

suggestions and implications for further research to be done. 

 

All relevant data from the data collection method will be included in the very end of this 

paper in the appendix.  
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2.0 Previous research 

This chapter will discuss previous literature from the area of the millennial aspect of 

sustainable fashion, the stained brand image sustainable fashion has received and lastly 

social media marketing, and the ways it is used by fashion companies. The last part in this 

chapter will introduce the theoretical approach of this paper and a model will be introduced 

and described to enable a better understanding of the theoretical approach and analysis in 

further chapters.  

2.1 The factors that are vital to be considered in marketing 

With the amount of fashion options available for the millennial male to choose from, 

sustainable fashion companies have to market themselves in a way to overpower the tempting 

prices of fast fashion. As sustainable fashion companies are looking to reach out to their 

target audience, it is of vital importance that the factors influencing and interesting the 

consumer are known (D'Souza, et.al, 2015).  Males are generally concerned with the 

environment and have an interest in sustainable clothing. For them, the higher price of a 

product is not a deal breaker and has little to do with the purchase decision. Results from 

D’Souza et. al.’s (2015) study show that the main factor having a negative influence on the 

male, in terms of making a purchase, was the reputation and brand image of sustainable 

fashion brands. Males are prone to shop from brands with a highly valued and non-disturbed 

brand image. Attributes of the product such as higher price and good quality are not as big of 

a factor as is the reputation of the brand (D'Souza, et.al., 2015). In accordance with this, also 

Abeliotis et al. (2010) show that four out of five consumers are willing to pay a higher price 

for a product when it is supporting the environment (Abeliotis et al., 2010). However, the 

study by D'Souza et.al., (2015) also show that it is up to the sustainable companies and their 

marketing to improve in order for the male consumer to approach sustainable products with a 

positive mindset. Rather than educating the male consumer about what sustainable fashion is, 

the marketing strategies should aim to educate the male population on the positive difference 

made by sustainable products compared to non-sustainable options (D'Souza, et.al, 2015). A 

lack of options and information about the products, as well as insufficient clarity of the 

benefits of altering consumption habits towards being more sustainable, have been shown to 

be the major problems (D'Souza, et.al, 2015). Apart from a clear brand image, a higher price 

when the product is classified as sustainable, and clarity in communication of the benefits of 

sustainable fashion, studies also reveal that social pressure impacts and influences a purchase 

decision (Bakewell, Mitchell & Rothwell, 2006). 

 

Social pressure has been found to be a key factor in determining the shopping behavior of the 

male millennial. This 

pressure is built both 

socially and 

commercially and is 

aimed towards the male 

population. The 

challenge for marketers 

is caused by fashion being perceived as a ‘feminine’ concept. The male population has been 

found to have a fear of appearing too feminine (Bakewell, Mitchell, Rothwell, 2006). Despite 

the gender roles becoming more and more transparent, males still experience strong societal 

pressure to act according to the norms associated with their gender (Bakewell, Mitchell, 

Rothwell, 2006). Social pressure built upon the millennial male regarding fashion 
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consumption has yet not affected their interest for consuming fashion more responsible. Even 

this generation looks for inspiration and more so from others such as influencers and personal 

idols (Bakewell, Mitchell, Rothwell, 2006). Examples of such fashion inspiration sources and 

icons are David Beckham and Jonny Wilkinson. As these individuals model for fashion 

companies and share visual content online, it was found that it increased fashion interest and 

inspiration for different clothing styles amongst the millennial males (Bakewell, Mitchell, 

Rothwell, 2006). Millennials often have influencers and idols that they follow, and this can 

be described as loyalty towards those that they admire. In a similar way as the millennial 

grows fond of brands when influencers collaborate with them, do they also grow loyal to 

fashion brands that they have good personal experience with. They grow used to consuming 

from a set of brands they know are able to fulfill their needs (Bakewell, Mitchell, Rothwell, 

2006). Vandenbosch (2017) claims that the usage of social media (where these idols are 

searched up) is in straight connection to the intention of buying sustainable fashion among 

the millennials. The more active the millennial is online the more likely they are to make a 

sustainable purchase. Leaving the discussed, the next part will explain the sustainable fashion 

image.  

2.2 A stained brand image resulting in decreasing interest among 

millennials 

Sustainable fashion has had some negative associations among millennial males, such as an 

unappealing brand image 

and poor quality. These in 

return have built up a 

negative attitude towards 

sustainable fashion in 

general (Pickett-Baker, 

Ozaki, 2008). The consumer doesn’t trust that sustainably produced products could be of 

good quality (Pickett-Baker, Ozaki, 2008). To address this, Guyader, Ottoson, and Witell 

(2014) suggest in their study that clearer labeling of sustainable products should be managed. 

A damaged brand image is created by the negative association in the consumer. With clearer 

labeling on the products these associations and negative approaches towards sustainable 

fashion can be addressed as by pointing out details of the product. As D'Souza, et.al (2015) 

discovered, the millennial is ready to pay the price when the cause is in line with their beliefs.  

 

It is however not easy to construct a strong brand. The sustainable fashion sector faces 

several challenges that other fashion sectors do not face. Eckhardt, Belk and Devinney (2010) 

show in their study that despite having a positive attitude towards sustainable fashion, people 

have doubts in the performance and quality of the product. External factors that are 

independent of the consumer can affect their interest in acting sustainably in their consuming 

(Eckhardt, Belk & Devinney, 2010). Eckhardt, Belk and Devinney (2010) identify three 

different kinds of approaches a consumer might adopt when rationalising why they do not act 

in accordance to their sustainability values. These approaches are as follows;  

 

1) Economic rationalism- individuals in this category were mostly concerned with the price 

of the product.  

2) Government dependency- the individuals in this category saw that the only way to act 

more sustainably was if the government legislation acted upon the matter and laws and 

regulations are set in place to guide the consumer towards more sustainable consumption 

habits. 
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3) Developmental realism- the focus was on the company and how it was run. If the company 

was not sustainably run, it was a sign of a potential development gap.  

 

This indicates that, despite sustainable fashion companies’ best effort, the consumer might 

still refuse sustainable products as sustainability is not regulated by the government in 

fashion consumption. The associations of sustainable fashion discussed above are 

complimented by Pickett-Baker and Ozaki’s (2008) study. For sustainable fashion brand 

image, income among consumers and governmental regulations puts the sector in a weaker 

competition stage. This is due to the consumer growing fond of the fast fashion image and its 

affordable prices (Pickett-Baker & Ozaki’s, 2008). Also, as there are no regulations for fast 

fashion consumption the consumers are less likely to recognise their effect on the 

environment by consuming from such brands. These studies demonstrate the unique position 

of the sustainable fashion sector and highlight the necessity to approach marketing in a novel 

way that appeals to the values of millennial males.  

 

In order to appeal to the millennial male population marketing that touches their interest 

factors need to be addressed as well as consideration of how to work around the negative 

association of sustainable fashion need to be addressed to appeal to this consumer. A way to 

manage these two components could be on social media but the usage of social media among 

the target audience need to be understood in more dept by the companies in order to succeed 

in their reach to this market share. 

2.3 Social media marketing - the key to millennials interest 

It has been suggested that sustainable brands should present themselves to the male 

population in similar 

manners as luxury 

products. This way the 

brand image of sustainable 

companies would avoid a 

negative attitude towards 

them amongst the male 

consumer, and instead allow the male millennial to see them as a luxurious option (D'Souza 

et.al, 2015). 

D'Souza et.al’s (2015) study and Kim and Eunju’s (2012) study have a similar approach for 

sustainable fashion marketing. The study’s results indicate that social media has a positive 

effect on consumers when used as a source for seeking interest. Social media has enabled the 

millennial to discover new brands which has encouraged them to connect with the brands in 

social matters that take place online. This is positive for the sustainable fashion companies as 

they can through social media connect to the consumer. By opening a transparent space 

between the consumer and the fashion brand, a relationship between these start to form and 

the perceived value of the brand and loyalty from the consumer starts to grow (Kim & Eunju, 

2012). Furthermore, does Vandenbosch (2017) and Dabija (2018) agree on social media to 

construct a loyal consumer of the millennial. This generation is best targeted to build loyal 

bounds with for sustainable retail Dabija (2018). 

 

To start building connections with loyal consumers on social media platforms, the content 

that the company shares needs to be appealing to the target audience. Previously in this 

chapter a discussion of factors that influence millennials during their shopping journey were 

introduced. The content on social media should aim to align with these factors. Capeli (2019) 
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shows that on Instagram these factors can be addressed by categorising content into 

categories. The results show that content that isn’t necessarily connected to fashion was the 

most appealing category among Instagram users. The second most inspiring and interaction 

gained category was pictures featuring products and their details. The picture category that 

resulted in least interaction and interest was outsourced influencer pictures (Capeli, 2019). By 

outsourced influencer the author refers to pictures of influencers that are shared by someone 

else than the influencer, with the influencer mentioned in the caption of the picture (Capeli, 

2019). Furthermore, Capeli (2019) shows that varying content engages Instagram users more 

than a constant flow of monotonous, expected content. The content that resulted in most 

engagement alongside pictures was video content. This indicates for sustainable fashion 

companies as appropriate options to be used simultaneously in marketing when building a 

brand image and strengthening the connection with consumers. Building a trust and a strong 

brand image was seen relevant and valuable among the millennial male according to Kim and 

Eunju (2012).  

3.0 Theoretical framework  

The data will be analysed with a theory base structured on the aspects discussed below, and 

a model is drawn up to illustrate the approach this study will take. 

  

Earlier in the introduction, the traditional five step shopping journey by Dewey (1910) was 

introduced. This model is, according to Hall, Towers and Shaw (2017), not appropriate to 

consider applicable for millennials. The knowledge of sustainable fashion among millennial 

males is wide and comprehensive (Wang, 2017) but the recognition of a sustainable product 

is where the problems arise (Guyader, Ottosson & Witell, 2017). The confusion can be 

addressed by clearer marketing that not only addresses a sustainable product but also appeals 

to the millennial males values. When it comes to millennials, they go on a shopping journey 

where they are often being influenced by different channels, and their zero-moment of truth 

(ie. when the purchase is made) is often influenced by a person rather than a marketing 

technique (Hall, Towers & Shaw, 2017). Furthermore, the authors discuss that the majority of 

millennials are most influenced by marketing when they can interact with the actual company 

rather than being exposed to advertisements in e.g. magazines or billboards. To be successful 

in creating this connection between millennials and brand, transparency as well as relevance 

to content and consistency of sharing content are the key to success (Siekierczak, 2017). It is 

seen that 87% of the consumers are interested in having a meaningful interaction with the 

brand itself, however, only 17% believe they have achieved this with a company. The 

consumers also see the brand response to be crucial for the maintenance of their interest in 

the company. A percentage of 78% of consumers agree on consistency from the brand being 

relevant but only 17% of the companies perform such close contact to the consumer. Lastly 

the consumer desires and demands clarity from the company and their marketing. However, 

21% of the consumers agree to have been delivered clarity by the brand operations 

(Siekierczak, 2017).  

 

Although direct contact with the company itself has a significant impact on the millennial 

male on their shopping journey, and grows a higher interest among them for sustainable 

products, according to Wang (2017) so does peer pressure. The zero-moment of truth (ie. 

when a product is purchased) is directly influenced by peer pressure. With more peer pressure 

the zero-moment of truth comes sooner to the influenced consumer. As sustainability is 

increasing in popularity, so is the willingness and social pressure to purchase and consume 

sustainably (Wang, 2017). Besides peer pressure, Wang (2017) further discusses that 
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millennials have more knowledge about sustainability in comparison to other generations. 

This knowledge is carried over from other industries where sustainability has been educated 

and developed extensively, such as the food and water industry. As the millennial has been 

conditioned to behave in a sustainable manner within these areas, the step towards adopting 

this attitude in fashion is also considered to require lower effort, and is therefore more likely 

to happen for millennials compared to other generations (Wang, 2017). 

  

This paper bases its methodology on a theoretical framework developed using some of the 

key factors that have been shown to play a key role on the millennial male’s shopping 

journey in previous literature. These categories were named Social aesthetic, close up and 

detail and production. These three categories then feature factors meaningful to the millennial 

male. The social and aesthetic category was connected to peer pressure and family influence. 

Hall, Towers and Shaw (2017) found these factors to be of significance when the millennial 

made a purchase decision (Hall, Towers & Shaw, 2017). The social and aesthetic pictures fit 

this factor as they show interaction and social encounter. The second category, production 

was connected to the knowledge and brand image of sustainable fashion that the millennial 

male has. As Wang (2017) shows in a study the millennial is well educated of the sustainable 

sector in fashion. The connection here was draw on the base of sustainable fashion 

knowledge having a close connection to the way the garment is done. The last category was 

the close-up and detail category. This category was linked to uniqueness and brand 

communication as close ups and detail pictures often demonstrate the uniqueness in a 

garment and details of garment can result in questions by consumer. As Kim and Eunju 

(2012) shows in a study a close contact is needed between customer and brand for good 

marketing outcomes (Kim & Enuju, 2012). The close contact was demonstrated by the close-  

up pictures and gave a sense of trust.  

 

The model (model 1) featured below shows how factors that influence the millennial male is 

connected to social media. These factors influence how the millennial male approaches social 

media and determines the type of content that appeals to him most. The three categories of 

social media content that are studied in this paper are social and aesthetics, close-up and 

detail, and production. These categories are derived from Capeli’s (2019) study. The amount 

of engagement with social media content belonging to one of these categories determines the 

interest that the millennial male has in sustainable products of the company. 

 

Model 1 
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This study will aim to answer the research questions through looking at factors that stimulate 

the millennial males’ interest and engagement, namely peer pressure, knowledge and the 

perception of uniqueness. The data from this study will be analysed from the point of view of 

how successfully a sustainable fashion company reaches the male millennial consumer 

through appealing to the key factors that influence their purchase. The results will be applied 

to the model presented above in order to illustrate which of the three picture categories are 

best at appealing to the value factors of the millennial male, resulting in the highest level of 

social media engagement and hence, interest in the sustainable fashion company’s products. 

 

The study will also allow to make recommendations for how sustainable fashion companies 

can use modern marketing techniques using social media, such as Instagram, to optimally 

stimulate sustainable fashion consumption among male millennials. In the following chapter, 

the method, sample frame and design used for this research will be described in detail. 
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4.0 Methodology 

In this chapter the methodology of the research will be introduced, the company collaborated 

with will be presented and a sample frame for the research will be introduced. Later in this 

chapter some weaknesses of the methodology will be disclosed and lastly ethics considered in 

this research will be presented.  

4.1 Research design 

In order to answer the research questions, this study analysed engagement with content 

posted on the Instagram feed of a sustainable fashion company over the past six months. 

Moreover, new picture content belonging to the three categories specified above was posted 

and analysed in order to compare the engagement of these newer pictures with the older 

pictures. Finally, pictures belonging to these three categories were posted on Instagram story 

as well in order to compare engagement on these different channels on Instagram.  The data 

collection process was inspired by Capeli’s (2019) data collection method. Capeli divided 

content shared on Instagram into different categories and examined the engagement with 

these different categories (Capeli, 2019). Furthermore, the traditional questionnaire format 

was also a source of inspiration for the method for this research. Specifically the second data 

collection part took inspiration from the questionnaire format in the construction of the 

method.  

 

This research used Instagram as its social media platform. Instagram was chosen due to it 

being one of the most popular social media platforms used today (Statista, 2019). On a day to 

day basis 500 million Instagram users participate in the content shared on the platform 

(Statista, 2017). Since 2015, 78,4% of fashion brands are using Instagram as a platform of 

content sharing (Statista, 2015). Instagram is one of the main platforms that companies use in 

order to build connections with their customers. The platform has numerous ways of sharing 

content such as Instagram stories, feed content and IGTV, the latest can be compared to short 

movies of the length 1-5 minutes featured on Instagram. Two of the content sharing options 

on Instagram were chosen, namely photographic content shared on the Instagram feed, and 

photographic content shared on Instagram stories. These two content sharing methods were 

chosen as they feature similar stimuli (ie. photographic content), but may result in different 

kinds of interaction due to the different ways of engaging that are made available to the 

Instagram user on these channels. Instagram feed and stories were chosen as they are the 

most common methods of sharing content on Instagram (Gotter, 2019). 

 

The pictures shared on the feed allowed to discover the engagement with the followers. To 

promote engagement on the feed, each picture was captioned by the company and hashtags 

reflecting their values were used. All content aligned with the company’s brand image, 

message, and values. The different kinds of engagement that were measured will be discussed 

below. The Instagram feed content can be found in Appendix A. 

 

The second data collection method was through Instagram stories that were shared to catch 

the interest of passerby Instagram users. The Instagram users that interacted with the story 

content were not necessarily actively in interaction with the company that was studied. The 

structure of the stories used Instagram’s quiz, poll, and question features in order to allow the 

participants to give their insights on the story. All the Instagram feed content can be found in 

Appendix A and B and the story content can be found in Appendix C.  
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As mentioned earlier in this paper, a sustainable fashion company was collaborated with in 

this paper. In the following part of the method, the requirements for the company are 

outlined, and the chosen company is introduced. 

 

The requirements for the company chosen are as follows;  

 

● The company needed to be within the sustainable fashion niche. 

● The company needed to have a clothing range for men or needed to be aimed at the 

male population. 

● The company needed to be established on the market, meaning that it could not be a 

start-up running less than a year, as the target market needed to be established.  

● The company needed to be using Instagram for business purposes. 

  

The company collaborated with in this research will remain anonymous throughout this 

research paper. The company has a mission of providing the male population of the United 

Kingdom with a more sustainable option for their clothing. They produce locally and from 

raw materials that are in line with sustainable behaviour, they use resources of organic, 

recycled and regenerated fibers and fabrics. Their packaging is designed to be sustainable and 

can be recycled or composted after receiving parcels in it. This demonstrates that the 

company practices a circular business model, which means a model of closing all loops 

throughout the business cycle and minimizing litter (Niinimäki, 2018). 

4.2 Sharing content on Instagram feed and stories 

4.2.1 Feed content used to generate engagement and interaction 

In order to answer the research questions for this paper, three separate categories of picture 

content were identified based on the prior feed content of the company’s Instagram profile. 

These three categories were labeled as; ‘production’, ‘aesthetics and social’ and ‘close up and 

detail’ pictures, similar to the ones that Capeli (2019) used for her study. As discussed in the 

theoretical framework, these categories correspond to the three key factors that influence 

male millennials on their shopping journey; namely, knowledge, social and peer pressure, and 

production uniqueness.  

 

The first part of the data collection included picture sharing on the company’s Instagram 

feed. Each picture was captioned with the intention to explain what the picture was showing 

and what the meaning of the picture was. Two pictures from each category were shared over 

a weeks time, and the engagement was recorded one day after posting the picture. This time 

was chosen because according to Instagram analytics the majority of interaction with the post 

takes place within one day of posting it. The picture was shared when the followers were the 

most active. This information was provided by the app itself - Instagram allows each user to 

see when their followers are most active. Moreover, the engagement with 22 (in total this 

paper used 37 pictures to carry out the research) pictures posted on the company’s Instagram 

feed over the past 6 months was recorded. The data was analysed and comparisons between 

the engagement on the new pictures and the previously shared content were made. The 

variables that were measured were likes, comments, shares, reach (ie. how many Instagram 

accounts the picture reached out to), profile visits, impressions (ie. how many times users saw 

the picture) and website clicks. This data collection method was used to measure interaction 

and engagement and allowed to determine which picture category was most appealing to the 

millennial male.  
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Finally, in order to establish the most efficient way for sustainable fashion companies to 

reach millennial males on Instagram, the algorithm of the platform needs to be avoided in a 

way that enables the content to be seen by users who might be interested in the shared 

content. This can be done in different ways on Instagram; namely on the user’s home feed, 

hashtags and directly from an Instagram profile. In order to determine which way was most 

commonly used by the participants of this research, Instagram analytics was used.  

4.2.2 Story content 

The second part of the research was done as a descriptive research design. This method was 

used to measure how interested the participants were in looking through a complete 

Instagram story, as well as which picture category (ie. social or aesthetics, close up, or 

production) of the stories was most appealing. To determine which picture category was the 

most interesting for the participants, the disengagement throughout the story was monitored. 

The higher the disengagement, the less interest was assumed from the participant. 

Disengagement was measured through the percentage of viewers who stopped looking at the 

Instagram story after each story picture. Furthermore, the method also measured the 

participant’s interpretation of the pictures. The intention of this data collection method was to 

describe the consumer through their interest and intention to engage with the company and 

sustainable fashion.  

 

This part of data collection was done on Instagram stories using the poll, quiz and question 

features. This method answers both research questions in this study and was used to confirm 

and build upon the previous data received. The structure of the stories was as follows; the 

first picture on the story was an introductory picture whereby the person looking at the story 

was informed that the story was done with market research intentions. The next two pictures 

asked about the gender and age of the Instagram user. The participants could choose between 

the age ranges 18-27 or 28-35. These age ranges were selected due to that being the 

millennial age range as a whole (Hall, Towers & Shaw, 2018). Another slide was provided 

asking about the gender of the participant. This was done in order to differentiate how many 

males actually participated in the study. These slides were using the Instagram poll feature, 

allowing the participant to answer. These slides were done at the beginning of each Instagram 

story in order to collect demographic information about the respondents. The rest of the story 

was structured as follows; three story slides were photographs belonging to one of the three 

categories used in the first part of the study, namely, production, social and aesthetics, and 

close-up and detail pictures. These pictures were not labeled in any way, only the picture was 

shown and the participant was encouraged to look at the pictures. The last two slides were a 

collage of the three pictures shown in the story, and the quiz feature was used to ask the 

participant to indicate which of the three categories they associated the pictures with. A 

fourth option, “other”, was given in the quiz as well. The last story picture allowed the 

respondent to specify what they associated with the pictures to if they had answered ‘other’ 

on the previous slide. Here the question tool by Instagram was used. All eight slides in the 

story were posted at once which made it possible for the participant to look through the whole 

story at once. Any user on Instagram could participate in the story as it was not only shown to 

the company's Instagram followers. 

 

The story was shared during the most active hours of the account, in terms of reach to the 

followers, after which the story was left open for 24 hours for participants to interact with it. 

This was done to maximise the amount of data received from the story. After the 24 hour 
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time period, Instagram automatically deletes the story. All data had to be collected and saved 

for analysing purposes within 24-hours after sharing it. To analyse the story each feature used 

was looked upon separately. 

 

The different features of Instagram stories were used to analyse different aspects of the 

response received. The poll feature was used to determine whether all participants were in the 

intended sample frame of this study, whilst the Instagram quiz responses were analysed in 

order to determine whether the target audience categorised the pictures according to the 

intended categories. Lastly, the question feature was used in order to provide the option of 

participants and to specify what they associated with the picture if they indicated "other" in 

the previous slide. Moreover, the disengagement rate indicated how many of the participants 

finished watching the story to the end. This allowed the research to determine which picture 

category kept most respondents interested and thus stimulated most engagement. To finalize 

the analysis, a comparison between the content shared on Instagram feed and the stories was 

done. This comparison allowed the differences between picture categories in Instagram feed 

and stories to be identified and thereby recommendations could be made to the type of 

content that results in the most engagement on the Instagram feed and stories respectively.  

 

The results of this research will be discussed in light of the model presented in the theoretical 

framework in the discussion section of this paper.   

4.3 Weaknesses in data collection 

Like with any research, this methodology carried with it some limitations. Among these 

limitations was the inability to guarantee that only male millennials participated in the data 

collection. As the content was shared publicly on Instagram it could not be avoided to reach 

some females as well. In the Instagram stories this could be measured to an extent by asking 

the gender of the participants. However, it was not possible to only collect data from 

members of one of the genders. Several measures (indications of wanted participant gender 

and generation was provided) were taken to minimize the engagement of people outside the 

target group, nevertheless, due to the platform’s structure it could not be guaranteed that only 

members of the target population participated. Another weakness of the method was that it 

was limited to a set of categories of content. This did not enable results to be seen from other 

categories that the targeted sample frame might have a larger interest in. Furthermore, the 

sample consisted of participants that were already aware of the company, meaning that the 

participants consisted of people who already followed the company’s Instagram page. The 

sample frame was chosen based on the company's followers. Hence, the sample frame can be 

assumed to have an interest in sustainable fashion. This means that the findings of this study 

cannot necessarily be generalised to reflect the opinions and behaviour of millennial males 

that are not interested in sustainable fashion. Hence, the findings of this study may not be 

suitable for making marketing recommendations on how to reach male millennials that are 

not interested in sustainable fashion. 

4.4 Ethics 

In this research, Diener and Crandall’s 1978 (Bell & Bryman, 2015) four ethical aspects were 

respected in the data collection. These aspects included harm to participant, lack of 

information to participant, invasion in privacy, and deception. As the data collection was 

done online, the harm to any participant was minimal and the participant always had the 

option to stop their participation. The participants were informed that their engagement 
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would be used for marketing research purposes, hence, the study method informed the 

participant about the nature of the research sufficiently. The first method of data collection 

(ie. the pictures posted on the Instagram feed) was based on observations of how the 

participant reacted to the post. If information of the research would have been shared with the 

participants through e.g. mentioning the purpose of the pictures shared in captions this could 

have affected the outcome of the results and would have made them less reliable.  

 

In the second data collection, the participant was informed that their responses would be used 

for marketing research purposes and they were at all times given the option to exit the stories 

and decide not to participate. Here the information of market research was crucial to generate 

response from the participants. In terms of invading the privacy of the participants, Instagram 

has their own privacy regulations that all users are informed about and agree to when setting 

up an Instagram account. These were followed at all times in the data collection as well. The 

participants were kept anonymous throughout the whole research project and the data was not 

linked with Instagram usernames. Lastly, any form of deception was not an issue of this data 

collection method as private accounts were not analysed but the answers rather. A transparent 

communication of what the data collection was for was done and all data was only kept for 

the time the research was on-going, and later it was deleted for good.  
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5.0 Findings and Analysis 

The findings and analysis of this paper are presented in two main stages, first the results 

from the photographs shared on Instagram feed and second the stories shared on Instagram. 

Prior to this an explanation and analysis of the pictures shared in the three categories is 

given this analysis is made with help of the theory model used in this paper. 

 

To understand the findings of this paper in greater detail, the 

three picture categories from the model used are explained. The 

social and aesthetic picture category was to feature social 

encounter and aesthetics and fit of the clothing. The factors 

valued by the millennial in this category was connected to peer 

pressure and family. As seen in figure 0.1 and 0.2, both pictures 

feature an action taking place, none of the men on the pictures 

are focused on posing. Figure 0.1 shows a man laughing which 

indicates that someone made him laugh. Figure 0.2 shows a 

man adjusting his hair which indicated that something is about 

to happen shortly after and the man desires to look presentative 

for it. In both figures 0.1 and 0.2, the garment featured is showcased as worn and when 

looking at the pictures, a greater understanding of how the garment looks when worn is 

secured.  

 

The next picture category showed to the left is the close-up and 

detail pictures. This picture category was to demonstrate the 

close-up portrait of a product hence, to communicate brand 

communication and uniqueness this way. Seen in figure 0.3 is a 

close-up picture of a button-down shirt. Here the colour of the 

buttons, the stitching and pocket detailing as well as shirt 

colour can be recognised better also this connects the picture to 

uniqueness. The shirt featured in figure 0.3 is the same as in 

figure 0.1 from the social and aesthetic picture category. Figure 

0.4 features a portrait of a man. Here details of the shirt are 

focused on as well but also, with a close- up picture a close contact to the customer is 

communicated. To form a connection with someone or something is known to be easier when 

the person can connect to another person and therefore is it vital to feature faces in this 

picture category.  

Figure 0.1 

Figure 0.2 

Figure 0.3 

Figure 0.4 
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The last picture category worked with was the production picture 

category. This category was to feature the production stage of a 

garment and was to create knowledge and build a transparent 

brand image. Figure 0.5 features a man carrying production 

material from its transport, whilst in figure 0.6 a man is cutting 

the fabric. The work is precise and requires focus. Notably as 

well, both in figure 0.5 and 0.6 the men are form one race. This 

demonstrates that production is not only for a specific race but 

for whomever that has the right skillset and through so build a 

strong brand image. This picture category was connected with 

knowledge of fashion and sustainability in its field and brand 

image as to show transparency from the company to the 

millennial. The later one was one of the factors valued by 

millennials.  
 

5.1 Instagram feed 

The results from the research were collected with the help of analytics provided by 

Instagram. The analytic factors were narrowed down to the ones that refer to interest and 

engagement of participation in the content shared by the company. The meaning of the 

factors are explained below: 

- Likes on post- How many likes did the posted picture gain 

- Comments on post- how many comments did the posted picture receive 

- Profile visits- How many profile visits were gained through the picture posted 

- Website clicks- How many clicks to the website were gained by the posted picture 

- Engagement- The total number of unique visitors that acted on the picture posted via 

comments, likes, or saves of picture 

- Impressions- The total number of times the post was seen on Instagram 

- Reach- The total number of unique visitors the post reached out to 

- Share- The total amount times the picture was shared  

 

The findings are sorted into the three categories in accordance with the pictures that were 

posted, namely, social and aesthetics, close-up and details, and production. The results were 

computed to present an average performance rate per picture category. Furthermore, the 

average engagement was calculated based on likes, comments, shares and website clicks, and 

the average interaction was computed from the impressions, reach and profile visits.  

Figure 0.5 

Figure 0.6 
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5.1.1 Engagement increases with social and aesthetic picture content 

 
    Figure 1- Shows the total engagement per picture category 

 

As demonstrated in figure 1, the social and aesthetic pictures resulted in the most 

engagement. The social and aesthetic pictures (based on two shared pictures) scored in total 

152 acts of engagement. The first picture in this category gained 80 acts of engagement and 

the second picture gained 72 acts of engagement. The second category, the close-up and 

detail pictures, gained on average the second most engagement with a total of 123 acts of 

engagement. The first picture received 62 acts of engagement and the second picture received 

61 acts of engagement.The least engaging picture category was the production category. This 

category gained a total of 66 acts of engagement. The first picture gained 40 acts of 

engagement and the second picture gained 26 acts of engagement. This is 14 acts less 

engagement with the second production picture. The findings align with the findings of Hall, 

Towers and Shaw (2017) that discovered that social pressure is a dominant factor affecting 

the millennial males interest. The social and aesthetic picture category was connected to these 

values of the millennial as presented in previous chapters. The following graph, figure 2 

shows the average engagement with pictures belonging to each category based on previously 

shared content. 
 

 

Figure 2- Total engagement per picture category from previous content shared on Instagram feed 
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Figure 2 demonstrates the engagement rate in the same picture categories but from content 

shared during the past 6 months. The chart shows that the most engaged picture category 

remains as the social and aesthetic pictures whilst the close-up and detail pictures are the 

second most engaged category. Lastly, the production category remain the least engaged 

category. The pie chart shows that 39.5% of engagement with the company's Instagram feed 

came from social and aesthetic pictures, 36.1% came from close up and detail pictures, and 

24.5% came from production related pictures. These results presented in figure two are also 

supported by the findings by Capeli (2019) who compared similar categories to one another 

and the findings showed that product pictures and social pictures were the most engaged 

with. Following on the third chart demonstrates the variety of interaction per picture 

category. 

 

5.1.2 Content on Instagram gains more interaction than engagement 

 
Figure 3- Comparing interaction of social and aesthetic, close-up and detail, and production pictures 

 

Figure 3 demonstrates comparisons of the picture categories’ performance, and an average of 

engagement and interaction per category. The average engagement (ie. AG engagement) is 

based on likes, comments, shares, and website clicks. Some comments, shares and website 

clicks were accomplished with the pictures. The social and aesthetic pictures and the close-up 

and detail picture received similar amounts of likes. The production pictures received less 

likes than the previously mentioned picture categories. These results are supported by 

Capeli’s (2019) findings as similar categories in her study scored best as well. On average 

figure 3 shows that the engagement was highest with pictures belonging to the social and 

aesthetic and close-up categories. 

 

Furthermore, figure 3 demonstrates an average of interaction by the participants towards the 

picture categories. This average is based on the impressions, reach, and profile visits. This 

average shows that the social and aesthetic pictures perform best and gain the highest 

interaction rates. The impressions reached with the social and aesthetic picture was 746 

people looking at the picture. A difference of 58 impressions was seen between the close-up 
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detail pictures that gained 688 shows. The least seen picture category was the production 

picture with a difference to the social and aesthetic picture of 221 impressions. The 

production pictures gained 525 impressions as a total. This demonstrates that the social and 

aesthetic pictures as well as the close-up and detail pictures stimulate the most interactions 

per picture, whilst production pictures does not stimulate as much interaction. This leads to 

the production pictures performing the worst overall on average from these three picture 

categories.  

 

Concluding the data in figure 3, the results point at the likes being the most common mode of 

engagement on Instagram. 

The discovery channel of a picture is dependent on what picture is shared 

 
Figure 4- The discovery channel where the pictures were found from on Instagram 

 

In figure 4 the results show most used channel where the pictures shared were found from. 

From home means the picture was found at the users own home feed. Hashtags indicates that 

a used hashtag on the picture was searched by a user and this way the picture was found. 

Profile means that the user was on the company’s Instagram profile and found the picture 

there. Lastly other is known as an unknown source, such as peer recommendation, story tags 

or similar. 

 

Figure 4 show that home feed was a source that increased the reach with the least variety. The 

social pictures were found from the home feed 1519 times meaning just above 25% of the 

times. The close-up and detail pictures were found on the home feed 1325 times indicating a 

difference to the social and aesthetic pictures with 194 times. On the home feed production 

picture reached to 1253 individual accounts through the home feed which was the least 

scored reach. This is supported by the findings on Statista (2017) that the millennial male is 

highly active on Instagram. Following on the home feed was not the only discovery channel.  

 

The usage of hashtags was most efficient in reaching out to individual accounts with the 

social and aesthetic picture category. A hashtag used on the social and aesthetic pictures were 

searched 72 times which is a difference to the close up- and detail pictures with 49 times. The 

later category was searched by the hashtag 23 times. The least searched hashtags were the 

ones used on production pictures. These pictures were only found 18 times by the hashtag. 

These findings indicate a connection to Wang’s (2017) research that claimed millennials to 
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be knowledgeable in the field of sustainable fashion. When the knowledge is experienced to 

be up to date this results in less research done towards the topic (Wang, 2017). The 

production pictures were connected to the knowledge of sustainable fashion. When the user 

on Instagram didn’t search on hashtags or found the picture on home feeds the pictures were 

found through visits to the profile or other sources. These were not as common as the two 

previously discussed sources were. Aligned with Forbes (2018) study that discusses the fact 

that millennial males are seeking sustainable options to their purchases the results of this 

study shows that hashtags are the best way to reach the millennial male.  

5.2 Instagram stories 

In the second part of the method, stories were used to support the findings from the first part. 

This part of the data collection aimed to answer both research questions for this study. The 

stories were constructed similarly the feed content. One story a day focusing on one category 

was carried out. The analysis of the data was done with help of Instagram analytics. The 

components below will be discussed in detail: 

- Interaction- how many replies or clicks on external links did the story receive 

- Discovery- how many accounts did the the story reach 

- Impressions- how many times was the story watched 

- Back-  how many times users went back to your story slide after exiting it ones. 

- Forwards- how many times a slide was jumped ahead of  

- Next story- how many times a story was skipped to another user's story  

- Exit-  the total amount of people who stopped viewing stories altogether 

- Navigation- the total of movement back, forwards, next story, and exits from the story 

 

The first story that was shared was the Close- up and detail story, where 45 males and 40 

females reacted out of 331. Out of these 38 participants were between 18-27 and 45 were 

between the age of 28-35. The second story was the social and aesthetic where 27 males and 

31 females reacted out of 305. From these 29 participants were in the age 18-27 and 26 were 

in the age of 28-35. The last story was the production category where 25 males and 31 

females reacted out of 299. Here 29 participants were between 18-27 years old and 26 were 

between 28-35 years old.  

 

The pictures shared are mostly associated as intended 

Figure 5 - Amount of people associating the pictures with its category  
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Figure 5 shows the percentage of the participants that related the stories to the intended 

category. The results show that the majority of the time the shared content is connected to the 

intended category. The production pictures were recognised as belonging to the production 

category by 48 out of the 49 participants. Only one respondent related these pictures to the 

social and aesthetic picture category. This means that 98% of the participants related the 

pictures to the intended category. The social and aesthetic pictures were responded to 47 

times whereof 5 participants related them to production, 37 to social and aesthetic, 2 related 

to close-up and detail and 3 related to something other than the three categories. Thus, 89% 

of the participants related the pictures to the intended category. The last category had 63 

participants whereof 1 respondent related the pictures to production, 5 related to social and 

aesthetic, 56 to close-up and detail and 1 respondent related to something other than the three 

categories. Thus, the close-up and detail category was related to the intended category by 

78% of the participants. Furthermore, with each category, participants were given the option 

to explain why they connected the pictures seen to another category than the intended one. 

The majority of cases, resulted in the participant to pass on the opportunity. When the 

opportunity was used, participants shared humour in the field mostly. The results show that 

users can connect what they see to various categories. As in line with Hall, Tower and 

Shaw’s (2017) study these results show that various factors (the pictures were connected to 

various interest factors as explained previously) used in marketing influence the consumer. 

5.2.1 The more the knowledge the more disengagement to content 

Figure 6- Comparing disengagement in picture categories  

 

Figure 6 demonstrates the average disengagement per picture category. The blue column 

shows the disengagement during the picture slides in the story, and the red column 

demonstrates the disengagement during the whole story. The disengagement rate was 

calculated by the navigation factors forward, next and exit. In other words, a percentage was 

calculated illustrating the amount of people that stopped viewing the story after each story 

picture. The results show that 6% of the respondents in the close-up and detail story lost their 

interest and disengaged from the story before the end of the story. The blue column shows 
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that 5% of the participants disengaged from the story when the pictures belonging to this 

category were being presented in the story. This story was the mostly engaged with from all 

stories, which also is supported by Capeli’s (2019) findings where the result was that product 

pictures gained the most engagement. 

 

Furthermore, the results show that the production story resulted in the most disengagement. 

With this story, 11% of the participants disengaged with the story in total. The disengagement 

by the pictures was 10%.  Meaning that mostly the participant disengaged with the pictures 

demonstrating production. In line with Wang (2017) the results point towards knowledge 

being broad among the participants on the story. Hence do they not engage with this 

category. 

 

Lastly the social and aesthetic pictures story was between the two other story categories in 

disengagement rates. 10% of the participants disengaged with this story at some point 

throughout viewing the story. 10% of the disengagement took place when seeing the picture 

slides. These results are aligned with Kim and Eunju (2012) that claimed interest seeking to 

be a factor of interest to millennials (Kim & Eunju, 2012). This study show that social and 

aesthetic pictures can be used to build such interest as the category is not majorly disengaged 

with.  

 

To connect the results to the model used in this paper, the findings point out that the factors 

identified to be influencing the millennial male in terms of interest are connected to the 

categories of this paper used on social media. Some categories performed better than others 

which shows that engagement and interest generates more from some categories. Hence, are 

some factors of more importance to the millennial male than others.  
 

This paper has found that sustainable fashion companies should approach the millennial male 

population in various content sharing ways on Instagram. The sharing of social and aesthetic 

pictures as well as close-up and detail pictures perform well in appealing to millennials 

values. Lastly the usage of tools, such as hashtags can be seen as successful when reaching 

the millennial on Instagram.  
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6.0 Discussion 

The discussion chapter of this research will give a deeper analysis of the results that were 

presented in the previous chapter. The meaning of the results will be discussed and an 

understanding of what the results can contribute to are revealed in the chapter. This chapter 

has been divided into three parts aimed to give a full understanding of the findings for the 

research aim. 
 

The aim of this paper was to establish how sustainable fashion companies can use Instagram 

efficiently as a marketing tool to interest the millennial male in sustainable products. To 

establish this, the research worked with three categories of pictures that were connected on a 

theoretical base to factors that influence the millennial male during their shopping journey. 

Through the use of the three picture categories the research was able to identify what type of 

content the millennial male is most likely to engage with, and thus become more interested in 

sustainable products. 

6.1 An efficient way of using Instagram for marketing purposes 

The results in this study show that using Instagram as a marketing tool is best done when 

using multiple of Instagram’s various content sharing opportunities, such as content sharing 

on feed and stories, and not only one of the mentioned. When using more than one of the 

content sharing opportunities on Instagram, marketing becomes more efficient and reaches 

out to a variety of people and not only the ones that already are following your account. This 

means that when more people see the content, a wider reach is accomplished and the content 

shared is less likely to be hidden from Instagram users due to the Instagram algorithm. Kim 

and Eunju (2012) discuss in their study that social media is a dominant way to reach out to 

the consumer. In this study’s results it is seen that each picture shared gains more than 500 

impressions on an average. The stronger picture categories gained closer to a 1000 

impressions per picture. Alternatively, these results can be interpreted as content shared on 

any social media platform can reach the target market. However, as this study was set out to 

discover how social media can be used to attract the millennial it is suggestable to use 

Instagram as the marketing tool as the results show it to reach the target and statistics 

(Statista, 2017) show that the millennial is dominantly using this platform actively.  

 

Even though the millennial is actively using Instagram, the set-up of the platform is 

constructed to present the user with the content that it assumes the user to be most interested 

in, based on their former activity on the app. This can cause some of the content not to reach 

the intended target market. In this study the results show that by using hashtags the reach by 

the content shared can be improved. As D'Souza et.al, (2015) indicate in their study, the 

millennial male is not interested in being educated by companies of what sustainability is, but 

rather wants to be inspired and encouraged. The hashtags are constructed to describe 

something and usually consist of a single word that touches the person's values. Hashtags are 

not meant to be educating, but more inspiring, and therefore the results of this study are in 

line with D'Souza et.al’s (2015) study, as the used hashtags are speaking to the values of the 

millennial studied in this research. Wang (2017) even discovered that the millennial male is 

already educated and has a vast knowledge of sustainability since before, hence were the 

results in line with the results from this study.  

 

Interestingly, the results of this study show that the most engagement and interaction was 

reached by story content. The stories gained more engagement than the content on Instagram 
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feed. This means that sustainable fashion companies should use more than one way of 

sharing content on social media in order to maximize the amount of engagement with 

potential customers. Wang (2017) suggested that a connection between the company itself 

and the consumer is valued by the millennial male. This connection can be created through 

Instagram feed content as well as through Instagram stories. The results of this study indicate 

that the millennial male was more likely to engage with the company through this Instagram 

stories than through Instagram feed content. These findings can also be interpreted as when 

no direct questions is asked, as on the content feed, the millennial male is less likely to 

interact with the company on this channel. However, on story slides shared with no 

comments nor questions the impression rate was steady which indicates that the millennial 

male finds stories more attractive of a source to interact with the company.  

 

The results from this study also show that some content on Instagram stories is more likely to 

generate disengagement than other content. According to the results presented by this study, 

the close- up and detail picture category was the least disengaged with picture category, while 

the production category was the most disengaged with picture category. This means that the 

millennial male was the least interested in seeing content that had to do with the production 

and most interested in seeing content to do with details in the product itself. The social and 

aesthetic picture category was slightly more disengaged with than the close-up and detail 

pictures. These results align with Capeli’s (2019) study. Capeli (2019) showed that the 

product pictures generate high interest among Instagram users. The results of this study can 

also be linked to the results presented by Wang (2017), as the study indicated that the 

knowledge of the millennial regarding sustainable products is extensive and therefore 

pictures relating to information were not as interesting as the other picture categories in this 

study. Another way to interpret these results is that the millennial male is generally not 

concerned with the picture categories this study featured and therefore did the disengagement 

increase for some pictures more than others. In Capeli’s (2019) study the results showed that 

the most interacted pictures were the ones that had nothing to do with fashion, which means 

that these pictures did not relate to fashion at all. This could explain why the production 

pictures of the study were most disengaged with, as they were clearly fashion related, while 

pictures in the other categories could be related to other interests than fashion. The relevance 

in these findings is the understanding of how each picture is interpreted and why the usage of 

a certain picture can generate in more engagement than can other pictures.  

6.2 Content that speaks to the millennial male values reaches the most 

engagement 

Results by this study show that the social and aesthetic pictures category received most 

interest in terms of likes on Instagram, the close-up and detail pictures almost as much 

interest, while the production category pictures generated the least interest. This indicates that 

the participants were most interested in pictures that are featuring social interaction and 

aesthetics, as well as products itself and their detailing. This in return indicates that the social 

and aesthetic pictures should be used in content sharing more than the production category 

pictures. These results are supported by Capeli’s (2019) findings that showed the most 

interaction with similar picture categories as this study. To generate the interest Kim and 

Eunju (2012) discuss that the millennial male is present on social media where they seek their 

interest from. This is the source where they go for inspiration in the first place. This means 

that when the millennial male is on Instagram they seek inspiration from pictures supporting 

their values. These pictures, as seen in this study as well as in Capeli’s (2019) study, are not 

only limited to fashion content shared. The millennial male can get inspired by pictures that 
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are not directly to do with fashion as well. Alternatively, these results can indicate that the 

millennial males were most attracted to the social and aesthetic picture category because they 

did not find the other categories appealing and responding to their values and interests. It 

could be argued that if other categories of pictures were shared the millennial male would 

find more interest among these categories rather than the social and aesthetic picture category 

as shown in the results by this study. The relevance of these findings lay on the understanding 

for the company itself to share content that speak to the millennial male and not only content 

that support the brand image itself. If the millennial male is not found of the content 

reflecting the brand image they are less likely to interact with it and engage with it.  

 

Production pictures received the least engagement and, as the results show, this has been the 

case during the past 6 months of content sharing by the case company used in this study. The 

production pictures receive less than a ¼ of the engagement and interest and is not searched 

as frequently by hashtags on Instagram either. This means that the pictures in this picture 

category are more likely to be hidden away by Instagram algorithms and are not reaching the 

intended audience either. Due to these factors, these pictures are not as effective when 

reaching out to potential customers. The production picture category was connected with 

knowledge and brand image of sustainable fashion, and as D'Souza et.al’s (2015) results 

indicate, millennial males tend to associate sustainable clothing with poor quality. To show 

the millennial male pictures that don’t necessarily indicate high quality does not support a 

clear brand image. Brand image is one of the factors that influence male millennials the most 

during their shopping journey (Kim & Eunju, 2012). Due to these findings it can be 

suggested that production pictures would be used for maintenance of consistency of 

Instagram feed but when aimed to increase interaction and engagement other pictures would 

be shared. However, the results in this study can also be interpreted as knowledge of the 

product not being among the key factors influencing the purchasing behaviour of male 

millennials. Pickett-Baker and Ozaki (2008) explain that sustainable fashion generally has a 

poor image among consumers. Even though the millennial male is ready to pay more for 

quality and sustainable products (Bakewell, Mitchell & Rothwell, 2006), they also have a 

wide understanding of sustainable fashion (Wang, 2017), pictures that are to attract these 

values of the millennial male might have to be explained in greater detail, such as by 

captions, in order for the millennial male to understand and correlate the picture to these 

values. What is crucial to understand from these results is that picture content needs to be 

various for companies to understand their target market better as well as is an explanation 

provided for the more complex pictures needed to communicate a clear message to the 

millennial male. In return this could prevent a bad and stained brand image for the sustainable 

fashion companies as they are being clear of their contents meaning and aim.  

 

By sharing various content on Instagram some content can generate similar interaction and 

engagement rates. This was seen in the results by this study as the social and aesthetic picture 

category and the close-up and detail picture category were generating and scoring close to the 

same interaction and engagement as well as interest rates. This means that both of these 

picture categories were found interesting by the millennial male. These pictures were related 

to the values of the millennial male and spoke to the values of peer pressure, family, quality 

of product uniqueness. The results can be interpreted as a way to maintain traffic on the 

Instagram account. Capeli (2019) found similar results in his study. Picture categories 

resembling the social and aesthetic and close-up and detail pictures were generating similar 

amount of interaction as did they in this study. Also, Kim and Eunju (2012) speak of 

transparency of brand to consumer. A clearer transparency was ensured when more values of 

the millennial male was touched upon in one picture as is demonstrated in the results of this 
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study. However, the results can also be interpreted as an uncertainty of what the picture was 

set to communicate to the millennial male. In the results of this study these two picture 

categories generated various interpretations whilst the production picture category was 

majorly connected to production. The male millennial can find the picture shared by the 

company appealing but on other grounds than so intended. And as the millennial male is not 

engaging verbally in most cases, as demonstrated in the results the different understandings 

of interest and intended value to be touched upon can cause difficulties for the company to 

manage a wider target audience reach. It is therefore of relevance for the company to 

communicate as clearly as possible and encourage the millennial male to engagement in order 

for the company to understand why some pictures shared are more appealing to the millennial 

male than are others.  

6.3 The millennial male discovers content in various ways on Instagram 

The results in this study show that the most used way of finding content on Instagram is by 

searching for specific hashtags related to what one is interested in. Searching for posts based 

on hashtags is however not the only way that content was found on Instagram, but other ways 

such as scrolling through one’s home feed and directly selecting an interesting profile to 

browse were also used by Instagram users to find appealing content. These results mean that 

even when the picture that is shared on the Instagram feed does not mention the hashtags that 

the male millennial searches for, these pictures can still be found using other methods. The 

picture can be found on the users home feed as the home feed is constructed of pictures that 

the user is most likely to be interested in according to the Instagram algorithm. Pictures can 

also be found by coming across a company’s Instagram profile. Lastly, the remaining sources 

where the pictures can be found are via recommendations by fellow Instagram users, tags on 

other accounts’ stories, or captions.  

 

Bakewell, Mitchell, and Rothwell (2006) discuss in their findings that the millennial male is 

influenced by idols and influencers. When an influencer or an idol uses certain products, the 

target customer can become acquainted with the product and immediately become interested 

in the company. This would be picture content found from other sources. This source is one 

of the most common ways to find content from by the millennial male. In addition to this, 

Guyader, Ottoson, and Witell (2014) suggested that clearer labeling would demonstrate a 

better differentiation of sustainable products. The results of this study do not support these 

findings because demonstrating a clear difference between sustainable and non-sustainable 

products would in most cases mean a longer explanation in the caption of the Instagram 

pictures. As pictures are mostly found on a single word chosen on Instagram these 

differentiations are challenging to be made. Alternatively, the findings of this study does not 

point out how accounts and content are found on stories and therefore can it be argued that 

the results can be inconclusive. However, the other source shown in the results of this study 

point out alternative ways where the content was found. Even though this specific source 

remains unknown, in this case the amount of its efficiency is what is of interest to the 

company and not where it was reached from. What is to be understood by these findings is 

that the amount of engagement in the form of likes or comments on a picture can be directly 

linked to the manner in which the Instagram user finds the picture. A picture that is found 

easily is more likely to be engaged with than those that are harder to find.  
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7.0 Conclusion  

In this ending chapter limitations of the study will be highlighted and discussed. Some 

improvement aspects will be lifted up and lastly are some recommendations for further 

studies discussed. The first part of the conclusion will conclude the three picture categories 

per say and then give an overall understanding of these categories. Here the aim of this study 

will be addressed and a conclusion of its answer will be given. Then follows a few limitations 

to the paper and lastly recommendations for further studies to be done. 

 

This study has made research of how sustainable fashion companies can use Instagram as a 

marketing tool efficiently to reach out to the millennial male consumer. The importance of 

knowing how Instagram can be used as a marketing tool is for the companies, especially the 

sustainable fashion companies that are of a minority of the industry, to make their marketing 

as efficient as possible and to increase awareness of sustainable fashion and its consumption. 

The topic is also relevant to know for the consumer as it can help those that are looking for 

alternatives to consume more responsibly to find companies that are supporting this want to 

change consumption habits.  

 

The aim of the research was to identify ways and content that could help sustainable fashion 

companies to reach out to the millennial male. Results by this research has revealed that some 

picture categories are more likely to generate engagement and interaction whilst other picture 

categories are less likely to be received in the same way by the millennial male. The findings 

show that the picture category that generated most engagement and interaction and thereby 

most interest from the millennial male was the social and aesthetic picture category. As this 

picture category was on a theoretical base by Hall, Towers, and Shaw (2017) linked to the 

interest factor that is awoken within the millennial by peer pressure and social encounter, the 

end result were in line and agreed with previously made research.  

 

Furthermore, in accordance with Capeli’s (2019) findings, product pictures perform well on 

social media both on Instagram feed and stories. This category was linked to feature close 

contact and uniqueness of the product. Kim and Eunju (2012) say that these factors also 

influence the millennial male to increase interest in sustainable fashion. These findings as 

discussed in previous chapters indicate that the millennial male has an interest in product 

details. Showing a close- up and detail picture of a product can therefore increase interest 

among the millennial male towards a product. To conclude, these findings suggest that 

sustainable fashion companies should focus on social media content featuring product details 

in order to optimise their use of social media as a marketing tool.   

 

The poorest performed picture category in this study was the production category. This 

category resulted in most disengagement on Instagram stories and lagged behind in 

engagement and interaction in comparison to the other picture categories on Instagram feed. 

The production picture category featured pictures where garments were produced by humans 

in textile fabrics. The lacking engagement with pictures belonging to this picture category 

can, as discussed in previous chapters, be a cause of the millennial male being saturated with 

the knowledge they have. To conclude, these findings suggest that sustainable fashion 

companies should focus less on featuring production themed content when using social media 

as a marketing tool.  However, as recommended by Capeli (2019), this picture category may 

still be used in order to provide variation and avoid monotony on the Instagram feed of 

sustainable clothing companies.  
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7.1 Recommendations 

The above discussed concludes the aim of this paper to have received an answer. As 

discussed, sustainable fashion companies can stimulate the millennial male on base of their 

interest factors and values. More specifically, these factors were found to be especially peer 

pressure and uniqueness. These interest factors of the millennial male can be reached and 

stimulated with pictures featuring social and aesthetic encounter as well as product close-up 

and details. The results also shown in this study point towards that the more of Instagram’s 

various content sharing ways are used, the more the content reaches out to the targeted 

audience. This way the algorithm of Instagram can be avoided, and the pictures will be seen 

rather than hidden by the algorithms of the platform. The findings of the paper should be of 

interest to the sustainable sector of the fashion industry, both for companies and consumers. 

This is due to the sector being relevant in larger spectrums than only fashion. This spectrum 

would be environmental wellbeing as discussed in the introduction of the paper, the industry 

has tremendous negative effects on the environment that sustainable fashion tries to address 

and bring to daylight.  

7.2 Limitations of the study 

Despite efforts made in this study, some limitations and further research is appropriate to be 

suggested from the papers results. To the limitations of this paper, that the findings did not 

address, the following can be mentioned. This study viewed the millennial male through a 

lens of marketing research in textile management. While this research focused on male 

millennials and their attitudes towards different social media content, it did so through the 

companys’ target market and a perspective of utilizing this information for marketing 

purposes. This means that the results of this study may not fully reflect all millennial males’ 

attitudes towards the social media content that was used. Moreover, the study did not allow to 

explore the reasons behind the participants’ attitudes towards the social media content.  

 

This study used three picture categories based on the findings of existing research as 

discussed in the theoretical framework of this paper. However, there can be other picture 

categories that appeal to millennials males more than the categories used in this paper. 

Furthermore, the study’s sample frame was based on the collaborated company’s followers 

mainly. This means that the participants of this study already had an understanding and an 

interest in sustainable fashion. Millennial males that do not have a previous habit of 

consuming sustainable fashion were not addressed in this study and therefore do the findings 

not contribute to how they can be stimulated to grow an interest for this sector of fashion in 

the industry.  

 

Reflecting on the method used for this study, the findings are limited to answer the behaviour 

pattern of Instagram users. This means that the same patterns that this study's finding show to 

work for the millennial male are not applicable for other social media platforms. This is 

because other platforms for social media are used in other ways, and the reason why 

millennial males contribute to these are not taken in consideration in this study. Instagram is 

used among the millennial to increase interest and to stimulate inspiration and that is what the 

focus of this study was upon. This study has made findings how companies can use this in 

their advantage when creating content for the users of Instagram. Other social media 

platforms have other reasons why the users are present there and stimulating them on these 

platforms might differ to the way used on Instagram. 
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7.3 Recommendation for further research 

When conducting further research within the field of sustainable marketing through social 

media usage the opposite sample frame of this study can be used. Both studying the 

millennial female as well as the millennial consumer as a whole can allow a broader 

understanding of the consumer and their behaviour. This knowledge can benefit sustainable 

fashion companies to increase their market share in the industry successfully. Hence, as the 

millennial is told to be the most spending generation (Hahn-Petersen, 2018) is it 

recommended to do further research of this generation in this area.  

 

Furthermore, as discussed in the introduction and literature review of this paper, there are 

several factors other than peer pressure, knowledge and a sense of uniqueness that influence 

male millennials when making a purchase decision. These factors and how they may be 

appealed to using social media such as Instagram could be investigated in future research.  

 

This study has demonstrated that social and aesthetic as well as close- up and detail themed 

pictures resulted in the most engagement. Future research should adopt the perspective of 

millennial males in order to explore the reasons behind differences in engagement with 

different picture categories. Qualitative research such as focus groups and in-depth interviews 

with millennial males could shed light upon this matter. 

 

Finally, research of how other social media platforms are performing in comparison to 

Instagram and how they are stimulating the millennial male can be done to broaden the 

understanding of the best and most successful way to do online marketing for this generation. 

Hence, is this topic relevant to study as to increase the understanding of how sustainable 

fashion can compete fast fashion and convert the consumer towards a more sustainable 

shopping behaviour.  
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9.0 Appendix A 

 

 

The new pictures shared on Instagram feed. The picture categories are as follows; 

Upper row left: close-up and detail, upper row middle: production, upper row right: social 

and aesthetic.  

Bottom row left: close-up and detail, bottom row middle: production, bottom row right: 

social and aesthetic. 
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10.0 Appendix B 

 

Above seen are picture content that is referred to as old and previous content in this paper 
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11.0 Appendix C 

Story content day 1- Close- up and detail pictures 
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Story content day 2- Social and aesthetic pictures 
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Story content day 3 - Production pictures 
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