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Abstract

Consumer brand engagement (CBE) is a nascent concept, seen to have re-
emerged alongside the development of the interactive digital world and social
media (SM). However, a maintained focus on CBE as a strategic imperative in
contributing in-depth consumer understandings has resulted in the majority@

research omitting negative CBE expressions. This study addresses this im

by including characteristics of both positively and negatively-v BE.

Further, a wide exploration of brands is embedded in central CBEfesearch, leaving
the distinctions and dynamism within focal contexts u This study
addresses this gap in the literature by investigating CBE wit alth and fitness
(H&F) brands in the contemporary setting of Instagra his exploratory study,
conducting one-to-one interviews, investigates ration Z’s perceptions

towards H&F brands, aiming to address the co
the key characteristics of positive an@ tive CBE manifestations and the

ambiguity by understanding

subsequent consequences. Generation monstrate a willingness to engage

and participate with the H&F bra@ndings reveal an intensity across four

prominent CBE dimensi namely identification, enthusiasm,
attention/absorption and=i ction, disclosing both positive and negative
expressions. This study f r reveals the context dependent nature of CBE in the

translation of conce within the marketing and health psychology fields to
outcomes at % brand and consumer level. Along with a discussion of the

understanding of the theoretical and practical implications for

findings ab
brand @e at aim to optimise CBE will conclude together with various future

res% irections.
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1.0 Introduction

1.1. Context

In recent years, research exploring the consumer/brand relationship has centred
around the concept of consumer brand engagement (CBE) (e.g. Hollebeek, 2011&
Brodie et al., 2013). While there exists little consensus among the liter
reflecting the nascent status of the concept, CBE is most commonly defi e
level of investment within a brand interaction across emotional, cagnitive and
behavioural dimensions (Hollebeek, 2011b). To illustrate, Smijth fand Zook (2016)
reference a ladder of engagement, through which bra progress the
consumer, creating brand loyalty through rich brand periences. This
visualisation affiliates with the emerging discussionyt presents a superior
, Hollebeek, 2011a; Chen et al.,
tage (Voyles, 2007; Brodie et

predictor of brand loyalty (Patterson et al., 20

2012) and a sustainable source of competitiv:
al., 2013), demonstrating the concept ategic imperative, unequivocally
useful for brand managers. Furt. luminous literature discusses the
shortcomings of traditional mark predictors such as customer satisfaction
(Reichheld, 2001; Bowden, 2 recting research elsewhere in the search of a
measure enabling furt 5

2000). This sees CB%a putable concept that merits further investigation (Van
2

Doorn etal.,Z% ng, 2011).

Over the last ade, CBE research has witnessed a shift towards the exploration

into consumer understandings (Giese and Cote,

of interac consumer/brand relationships (e.g. Calder et al., 2009; Harrigan et

al % . This reflects the introduction of the digital world (Mufiiz and O’Guinn,
Q&, seen through the rise of Web 2.0 and the progressions that have proceeded

%kis technological underpinning. Within this interactive environment, social media
(SM) is defined as “a group of internet-based applications” (Kaplan and Haenlein,
2010, p.61). Moreover, SM’'s communicative strength provide a “conceptual
parallel to the interactively generated nature underlying the ‘engagement’ concept”

(Hollebeek et al., 2014, p.155) which delineates the relevance of the terms when
JKEssay
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seen together. Certainly, Schultz (2013, p.20) names engagement the guiding light
of all marketing activities in this context, claiming marketers to have “recreated
engagement in a new form”, while Malthouse and Hofacker (2010) reference the
significance of the relationship between CBE and SM. Instagram has more latterly
held the attention of research in this SM setting, (e.g. Ferrara et al., 2014; Ting et
al., 2015; Russmann and Svensson, 2016) responding to its exponential pop@

(Hu et al., 2014). Instagram describes itself as “the home for visual storyt

(Instagram, 2017, p.1). The simple engagement mechanism of a
‘like’ lends itself to the maintenance of high engagement ratigs (Ve

2017). Thus, Instagram is a platform that provides a dyna'& or the study
of CBE.

1.2. Research Problem Q \

Although CBE research has been recognised t further emerged, parallel to
the interactive landscape formed throu e concept remains considerably
latent with research sparse (Hollebe@ 93 2014). Moreover, the predominant
focus on CBE as a superior marke has resulted in a lack of understanding
of negatively-valenced engager@ (Hollebeek and Chen, 2014). This two-fold

representation of CBE Q the inspiration for the title, an ‘enigma’.

Furthermore, inve?@g CBE research, a large volume shares a common theme

in a wide expl% f the concept. This is seen in references to unrelated brand
categories eek et al.,, 2014), which while facilitating a somewhat
compr@e rmderstanding of CBE, findings may be fragmented. Significantly,
CBEdistinctions within brand contexts are omitted. Certainly, Hollebeek and Chen

, p-71) recommend that future research discuss “specific points of similarity

Qgﬁd difference across categories, sectors, and brands”, while Brodie et al. (2013)
reference CBE as context-dependent. Although theory exists that overcomes this
limitation (Javornik and Mandelli, 2012; So et al., 2014; Harrigan et al., 2017),

many brand contexts remain largely uncharted. Moreover, little is know in regard
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to the characteristics of positively and negatively-valenced CBE within specific

contexts.

The aforementioned strategic role of CBE has arisen a vast list of consequences
transcribed in the literature. To illustrate, Vivek et al. (2012) state trust, loyalty, and
brand community to be possible outcomes of positively-valenced CBE. Howe
consistent with negatively-valenced CBE, outcomes of these are seldom fé \?

the literature, meriting further research attention (So et al., 2014).

1.3. Research Aim and Questions

Simultaneous to the rise of Instagram, an advancement on cultural agenda
exists in health and fitness (H&F) (Powers and Gre%ll, 2016), leading to
concentrated streams of H&F brands emerging on gram. The platform has

facilitated new ways for H&F brands to devel Q d maintain interactions with
consumers. Indeed, Instagram has be r@nised to exist at the forefront of
fitness (Goldstraw and Keegan, 2016) hrands, for the purpose of this study
are delineated as brands associatﬂ%he promotion of health or fithess goods
or services. Moreover, despite tr@reased CBE research owing to the interactive
environment and the ad i doption of CBE strategies by many H&F brands,
to date, CBE research& area is quiescent. This relates to my motivation to
understand CBE wi F brands in the context of Instagram, addressing the
knowledge ga& ermore, Generation Z are identified as greatly exposed to
Instagram ( and Quan-Haase, 2017; Sprout Social, 2017), referenced as
amply ed’users of “communications and media technologies” (Desai and

Leles2037, p.802). Thus, this thesis will focus on individuals in Generation Z,

; ered as those born after 1990 (Desai and Lele, 2017).

Theoretically, in investigating a specific brand context, this research exhibits a
divergence from Hollebeek et al.’s (2014) wide CBE angle, while responding to
observations of the context-dependent nature of CBE (Brodie et al.,, 2013;

Hollebeek and Chen, 2014). Further, this thesis acts on Graffigna and Gambetti’s
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(2015) reasoning of in-depth research methods as a necessary requirement in
CBE research, allowing an exploration into psycho-social constructs. This research
uses CBE as a lens to deeply explore consumer perceptions. Thus, the research

aim is as follows

Research aim: ‘to explore the perceptions of Generation Z towards H&F brands% \

Instagram’ %%

This study builds on Hollebeek and Chen’s (2014) comprehensi¥e un tanding
of CBE through the acknowledgement of negative manifesta mHowever, an
interview technique will be employed over observation to u stand individual

perceptions. Therefore, my first research question will

Research question 1: ‘what are the key charact ics of positively and negatively

valenced CBE in H&F brands on Insta m@:using specifically on Generation
7 ° x
Furthermore, within the focal b context, this thesis aims to understand the

consequences of both posi '&and negatively-valenced CBE, adhering to So et
al.’s (2014) research rec endation. As a result, my second research question

will be QJ%

Research g XZ: ‘what are the key consequences of positively and negatively

valence

Zi D
@ » Scope of the Study

The present study is concerned with brands in the context of Instagram, remaining

H&F brands on Instagram, focusing specifically on Generation

aligned with the current shift in CBE research investigating the apparent dynamism
within the consumer/brand relationship. This draws on the relevance of

understanding the perceptions of those most exposed to the platform, Generation
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Z.In light of CBE's relevance to the H&F industry, very little is known in this domain.
Thus, the aim is firmly rooted in identifying CBE exclusively with H&F brands,
understanding the positively and negatively-valenced CBE characteristics and the
subsequent consequences. As the above discussion indicates, by occupying a

comprehensive approach, it is anticipated that brand managers will benefit from
enhancing their awareness of the full range of CBE.

1.5. Disposition

This study exhibits the following structure. The discourse that f ov&bllshes
a theoretical foundation to the study. The chapter includes the existing
CBE literature, addressing the identified dimensions o BE and their
consequences, acknowledging both positive negatively-valenced
manifestations. The succeeding section deline te&we odology used within
the research process, including a discussio the qualitative method and
interview procedure. This is followed @entation of the study’s findings,
advancing to a discussion exploring®t t%themeg and research questions in
addition to the limitations of the stu@x

2.0 Literature Review Q&

The following chapte lores the literature existing around the present study. In
its commence% e inceptive nature of CBE is addressed in defining the

recommendations for future research.

a thorough understanding to be developed around the

concept, al
bound;@q Is research. Discourse will then move onto the interactive

lan that underlies this thesis, relating to SM and Instagram. The CBE
ions are discussed, in addition to the consequences of positively and

negatively-valenced CBE, drawing on the focal context of this study.

2.1. Towards the Concept of Consumer Brand Engagement

CBE has only more recently transpired in the marketing literature. Although

remaining in infancy, the concept is unequivocally gaining traction (So et al., 2014).
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CBE is illustrated as an auspicious concept, relating to the enhanced
understanding of consumer behaviour (MSI, 2010) that has positioned it as central
within the marketing system (Vivek et al., 2012). However, there exists minimal
consensus within the literature around the broader definition of the term (Schultz,
2013), illustrating a prominent critique that demands further clarification of the
concept. Adopted from Hollebeek et al. (2014), an overview of ﬂ
conceptualisations of CBE existing in the literature is presented in App ”}
which assists a thorough understanding around the concept. r of
observations can be made from these definitions.

Firstly, numerous engagement-based thoughts are presente in the literature

including ‘customer engagement behaviour’, ‘online e ment’ and ‘consumer

brand engagement’. This may indeed reflect the % cedin research type, for

example, Calder et al. (2009) express th rticular concept of ‘online

engagement’ relating to their quantitativ p@c exploring advertising on news

websites. Nevertheless, the multiple w@referemed draws on the preliminary
h

status of CBE as a topic of resea%

concept further. @

Secondly, the definitions sent the idea of numerous dimensions as existing
within CBE. This ca%e attributed to Graffigna and Gambetti’s (2015, p.119)
‘umbrella con% fferings of emotional, behavioural, physical, psychological
and cognitiv gement can be seen. While, Brodie et al. (2013) focus on CBE

as aco ependent psychological state, Van Doorn et al. (2010) emphasise
the loural dimension of the relationship, presenting two alternative

lighting the necessity in exploring the

andings. The multi-dimensional nature of CBE emphasises the need to
clarify the boundaries of research that thus far, present contradictions (Graffigna
and Gambetti, 2015).

Finally, references to the variance in ‘levels’ and ‘intensity’ affiliates with the

thought that CBE may elicit negatively-valenced expressions. Higgins (2006,

JKEssay
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p.442) remarks that engagement refers to being “involved, occupied and interested

in something” which by nature, may indeed elicit negative manifestations. In
reviewing the wider engagement concept, the overwhelming majority of research

has centred around positive understandings (Calder et al., 2009; Hollebeek,
2011a; Hollebeek, 2011b; Vivek et al., 2012). Nevertheless, a number of studies

are beginning to address the inconsistencies and contradictions that are foun ﬂ
exist within CBE as it is further explored (Van Doorn et al, 2010; Brodie et

De Villiers, 2015). To illustrate in an interactive setting, Henmg-Thura@ 004)
rin

reference expressions of negative feelings as a key motivating fagto sumers
contributing to online brand communities. Subsequently, re referenced
the further opportunity for this negatively-valenced CBE as™facilitated over SM
(Pittman and Reich, 2016). Broadly, Fournier and A (2011) evidence this

understanding through notions of brands as unwant ests in SM settings.

boundaries of the present study. investigating CBE, this study will

Moreover, as the above discussion s% IS necessary to elucidate the
concentrate on the most recent con |dent|f|ed within the literature, focusing

on CBE as an investment i eC|f|c brand interactions comprising three

dimensions: cognitive, EQ&,and behavioural (Hollebeek et al., 2014).

The following secti ligns with the contemporary focus of CBE research,
exploring CB%' tal contexts. Using SM and Instagram as an instructive
t

is developed in how the platform delivers an interactive

setting, an
opport@r nds, presenting a fertile area to explore CBE.

%i.%ial Media: An Interactive Opportunity for CBE

nds have cemented their place in SM having fallen witness to the development
of the interactive landscape that has facilitated rich and intertwined
consumer/brand relationships, affording new ways for brands to “communicate,
collaborate and connect” (Labreque, 2014, p.134). Notably, there exists the
residing fear of falling behind in the ever present SM battle (Schultz and Peltier,
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2013). SM is commonly identified as a propitious marketing tool (Labreque, 2014;
Tuten and Solomon, 2015; Ogbuji and Papazafeiropoulou, 2016), recognised as
holding extensive opportunity for brands as the literature unceasingly expresses a
need to further emphasise it within the wider marketing strategy (Mangold and
Faulds, 2009; Tuten and Solomon, 2015; Hussain et al., 2016). Indeed, Felix et al.
(2017) state it to be crucial that managers and researchers understand SM in %

marketing context. A further recent contribution to the literature state

advanced connection available with brands (Harrigan et al., 2017). E
supports this thought through conceptions of SM as a promotional hybri
and Faulds, 2009), and a ‘goldmine’ (Hussain et al., 2016).

Kaplan and Haenlein (2010) expand their definition of %nc ude the notion of
user-generated content, a new form of content crea nd®exchange. Relatedly,
Mangold and Faulds’ (2009) two-fold illustratio M marketing demonstrates a

move beyond traditional marketing, allowin nsumer to consumer interaction.

Significantly, this presents SM’s imte d roles, highlighting consumer’s
advancing participation in the c r/lbrand relationship. This adheres to
Hussain et al.’s (2016, p.22) re ce to a plethora of activities existing beyond

discussion”. As such, [timately signals a change in the consumer/brand

content consumption, i% aring “knowledge, experiences, opinions, and ...
relationship (Park an@skim, 2014; Labrecque, 2014; Felix et al., 2017) and more
specifically, CN ich has recently seized the attention of much research (e.g.
Phua et al., Q arrigan et al., 2017). Certainly, the Marketing Science Institute
(MSI) conti identify CBE as a research priority in line with the developments
ications technology (MSI, 2006; MSI, 2010). Additionally, CBE has been

ted as better understood in the SM context, affording rich insights and

erstandings (Dessart et al., 2015). This consents the shift among CBE

literature towards this domain, presenting an area ripe for future research.

More specifically, Instagram’s simple photo sharing element highlights an

opportunity for brands, understood as an effective marketing tool (Ting et al.,

JKEssay
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2015). Instagram has been identified as an “image machine” (Wissinger, 2007),
harnessing the active participation of its users (Carah and Shaul, 2016). The
influence underlying the platform can be seen through Branthwaite’s (2002, p.170)
reference to imagery as a powerful instrument for “implanting ideas or suggestions,
eliciting emotions...or turning an abstract idea into a real and credible product
benefit”. The aforementioned double-tap to ‘like’ engagement mechanism ﬂ
expanded within the literature, inclusive of engagement forms such as co n% )
pauses on images and visits to accounts (Carah and Shaul, 20@% the
evident expansive flow of images sees ample CBE opportunity. dhstagrar can be

seen to fuel the commonly addressed participation culture, platform to

be identified as a largely relevant and appropriate platform to y CBE (Phua et

al., 2017). &
O

The sections that follows draws on the fragment ture of the emerging concept,
accrediting a variation of dimensions. Thes levant to the present study will be
investigated, commencing with dimensi ident within central CBE research,

moving to those within digital conte‘Qa specific industry settings.

2.3. Dimensions of CBE @

Hollebeek’s significant contgibution to CBE research has elicited a number of key
dimensions aroun@ncept. Expressions of passion, immersion and activation

are referenceN diting emotional, cognitive and behavioural dimensions
(Hollebeek, b). Hollebeek and Chen (2014) extend these dimensions in their
resear in particular brand communities. Studies have since linked
activationrwith the affectivity of enthusiasm given the shared high energy levels

al., 2014). Support for this dimension is seen through Vivek et al.’s (2012)
@derstanding of enthusiasm as well as extraordinary experience as creating

greater overall CBE.

Affording to a digital setting, Scott and Craig-Lees (2010) identify pleasure as a
dimension in media settings. Accordingly, Calder et al. (2009) quantifiably

JKEssay
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demonstrate CBE’s strong correlation with online advertising effectiveness.
Although the authors explore CBE in relation to advertising, the associations are
relevant to the present study in their reference to online consumer/brand
interactions. CBE is delineated on two levels: personal engagement and social-
interactive engagement. The former is identified as possessing an association wit
inspiration and stimulation, whilst also harnessing a sense of intrinsic enjoym ﬂ

referencing cognitive CBE. The latter, illustrated as holding further conno

the online environment, draws on collaborative elements, referenci

CBE in the dimensions of community and participation. Persisting in this online

setting, Phua et al. (2017) found individuals following bra agram over
other SM platforms to have higher sociability and community e ement. Further,
Quan-Haase and Young (2010) demonstrate | ram as permitting

encouragement. A culture of participation and socia on s evidently facilitated
on online platforms including Instagram. B

CBE research into specific settings, i b\lted However, the literature has
expressed a contemporary interest rlsm (So et al., 2014; Harrigan et al.,
2017). So et al. (2014) hlghllght® dimensions of CBE in enthusiasm; attention;
absorption; interaction %ntification, ensuing from Hollebeek’s (2011b)
original understandinng,authors recommend the use of these dimensions as

a foundation to explo BE in an alternative negative vein.

Through ex@he above literature, this thesis will focus on the most recent

expressi E dimensions, favouring those presented by So et al. (2014) and
al. (2017), allowing relevance to be seen when investigating CBE in

brand contexts. This approach permits an in-depth and contemporary
erstanding over the three broad CBE dimensions: emotional, cognitive and
behavioural. Moreover, the above dimensions are pertinent to H&F brands on
Instagram. It is understood that SM and CBE possess a strong relationship
(Hollebeek et al., 2014). It follows that H&F brands with a presence on Instagram,

such as Adidas, Nike, Fabletics and Keep it Cleaner will strive to achieve positive
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CBE across each of the dimensions. It should be noted that for the purpose of this
study, the attention and absorption dimensions are identified collectively due to
their similarity, facilitating a more balanced consideration of emotional, cognitive
and behavioural dimensions. The aim of this thesis is best served by introducing
each dimension with definitions adopted from existing literature and examplesﬂ

relevant to the domain of this study. %
% 2.3.1. Identification (emotional) %

Identification exists where the brand assists in helping an indi

determined need (Bhattacharya and Sen, 2003). It is ideatifi
image overlap between the consumer and brand (Bagozzign olakia, 2006). At

the brand level, individuals may identify with K%

ual meet a self-

a perceived

eaner, because they

perceive it to be current and fresh.

- @ - 2.3.2. Enthusiasm (cognitive) 2 e:

Enthusiasm is an individual’s “strongﬂ& excitement and interest” in a brand
(Vivek, 2009, p.128). To illustrates xample would be an engaged Adidas
consumer accrediting a highk{@ energy to view the brand’s recent Instagram

post on his/her newsfeeQ
@ 2.3.3. Attention/ab@n (cognitive)

Attention is they tion of focus” on a brand (So et al., 2014, p.308). Absorption
is a state j Q\ the consumer is “fully concentrated ... and deeply engrossed”
(Patte al., 2006, p.3). Thus, we exemplify this dimension in an engaged
% r of Nike owing a greater level of investment to brand content on
In

gram.

@ 2.3.4. Interaction (behavioural)

Interaction is an individual’s “online and off-line participation with the brand” (So et

al., 2014, p.309). Individuals may share thoughts and feelings. In the domain of

JKEssay
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Instagram, this could be seen as leaving comments on Fabletics’ images as well

as conversing with other’s on the platform.

The outcomes of the dimensions referenced in the literature are discussed below,

inclusive of positive and negative forms. :

2.4. Consequences of Positively and Negatively-Valenced CBE

Trust is referenced expansively in the CBE literature (e.g. Malthouse ker,
2010; Hollebeek, 2011a). To demonstrate, an engaged custonjer of Deliciously
Ella can be depicted by his/her sense of reliability and secuiit s the brand
after viewing the content on multiple occasions, arising, coghitive significance.
Relatedly, Bowden (2009) presents satisfaction as undA&fal when investigated
in line with the engagement concept, highli tir&us mer’s perception of
higher-performing offerings. Extending Hollebe 011a) initial research, Brodie
et al. (2013) delineate loyalty as promin V@BE across digital contexts. Phua
et al. (2017) in their study comparing ¥ ?bsM platforms, demonstrate loyalty to
be most related to CBE on Insta&llowing this outcome to show greater

relevance to the present Stl@ Loyalty is exemplified through repeated
interactions between NQ brand’s consumers over Instagram.

Dolan (2002) pré'1 emotional and cognitive dimensions as effecting
behavioural C
that generaQ: outcome. Further, the authors cite the consequence of brand

ebeek and Chen (2014) state that it is this interrelationship

ive of both favourable and unfavourable forms, highlighting

attitude@u

negw BE expressions as arising undesirable outcomes. The potential for

j? outcomes to present effects exceeding that of the positively-valenced
@ nterpart is recognised. The above knowledge highlights the opportunity for

negatively-valenced @CBE outcomes. Moreover, consistent with the

aforementioned positively-valenced focus within the CBE literature, these

unfavourable outcomes are seldom found. However, several studies have

addressed this imbalance. Hennig-Thurau et al. (2004) illustrate negative CBE
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expressions as far-reaching, referencing a probable outcome in the exploration
into competitor offerings. Meaningfully, the literature expresses thoughts of a multi-
dimensional effect. Indeed, Van Doorn et al. (2010) demonstrate a three-fold
representation of consequences (consumer, firm and community-based), while De
Villiers (2015) identifies a possible two-fold negative impact, highlighting commor&

themes effecting both consumer well-being as well as brand reputation %

economic prosperity. %%

Pittman and Reich (2016) describe the further opportunity for4connegtivity that
exists with SM as rationally associated with an increase | ogical well-

being, however, significantly, acknowledge evidence demonstkating a contrasting

effect. Indeed, the former of the negative impacts ref ed by Villiers (2015),
consumer well-being, can be seen to be heavil ected within the health
psychology literature. It is hard to ignore this st research when exploring the

literature around the study. Certainly, e@ent literature calls for the CBE
n, 2014; So et al., 2014; De Villiers,

concept to be broadened (Hollebeek @
Mmendation is through the investigation

2015), thus, one way of satisfying this e
of the lesser documented negati nderstandings that may translate to negative
CBE outcomes. Theref%%eful to draw upon perspectives held in alternative

disciplines.

The health psx literature cites Instagram as exposing users to negative
consequen p et al., 2015). Fitspiration is commonly referenced (e.g.
Boeppl , 2016; Simpson and Mazzeo, 2016), presented as an online trend
designe inspire viewers towards a healthier lifestyle (Tiggemann and Zaccardo,
2@1). The focus is centred upon positivity, however, there are elements that
% sent concern (Tiggemann and Zaccardo, 2016). Certainly, SM platforms have
been cited to facilitate the notion of ideals in terms of weight and body image (Mabe
et al., 2014; Fardouly and Vartanian, 2016), viewed as unattainable for most. Krane
et al. (2001) stipulate the inability to achieve the ideal as inducing negative

consequences, emphasising the trend’s paradoxical nature (Robinson et al.,
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2017). Indeed, Sabiston and Chandler (2010) identified women exposed to fitness
ideals as experiencing increased body-related anxiety. It can be understood that
brands contribute largely to these consequences as a blurred line exists between

the marketing communications of fithess brands and the fitspiration phenomena
(Goldstraw and Keegan, 2016), implying brand marketing efforts over SM
platforms are becoming liable to the trend. Moreover, although benefits of s ﬂ
trends are discussed within the literature (Tiggemann and Zaccardo gvvb
Simpson and Mazzeo, 2016), a consensus can be seen in thedi t of
engagement with such content. Thus, arising a plausible thoughifin the translation

to negative CBE outcomes.

Moreover, translating marketing principles to the he«field has long been
recognised as holding a moral imperative (Bucha t ak, 1994; White et al.,
1995). This suggests that apprehensions are ce d in the marketing of content
of this nature. Although Buchanan et al.A19 ook primarily at social marketing,
similar issues can be understood awh oking to H&F brands in a more
commercial marketing setting. The ‘& illustration of ethical issues as pressed
into the background relates to ntemporary concern reflected in the health
psychology literature th Ist unintended negative feelings associated with
H&F content on SM (Tigg nn and Zaccardo, 2016). It should be noted that this
tension is not simpl rging, but rather established when applied to the mass

media conteN wska et al. (2015) reference an underestimation of

consumers’ disposition when promoting healthy lifestyles in the mass

media, Gi grsubsequent limited influence this may evidence. Thus, it seems
plal.k% understand a similar consequence when related to SM.

%& ihe Research Gap

As is presented above, CBE research has only more recently transpired in the
marketing literature. Thus, there exists the need to broaden research in line with
the negative manifestations (Hollebeek and Chen, 2014; So et al.,, 2014; De

Villiers, 2015) as well as exploring it in specific contexts (Brodie et al., 2013;
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Hollebeek and Chen, 2014; So et al., 2014). Moreover, it is evident that this study
exemplifies significance and creativity in the exploration of a largely relevant CBE
context, Instagram and the uncharted H&F industry. Furthermore, in investigating
a focal unexplored industry, it is important to bring together relevant studies around
the research aim, drawing upon alternative disciplines in this case. The study
attempts to bridge the current research existing around the topic ar

incorporating an understanding of the tensions that exist in the market'%%‘n?

health psychology literature. As such, a necessary and developed ufd
is achieved. Having discussed the literature present around the research, the

ding

methodology of the present study will next be addressed. \

3.0 Methodology Q l

This chapter explains the methodology behind resent study. The qualitative
research approach is explored, in addit l%e semi-structured interview style
and interview procedure. Ethical con s are also discussed. In response to
the discourse within the literature a&

(Graffigna and Gambetti, 201 purpose of this thesis is to understand the

to a further in-depth exploration of CBE

perceptions of individu xposed to H&F brands on Instagram. Thus, a

qualitative method is delin d as appropriate to this research in its allowance to

gain deep insighi&rticipant accounts.

3.1. Resear pproach and Method

The st exploratory in nature, evidenced through the research of a previously

u %red CBE setting, H&F. In congruence with this exploratory underpinning,
Q?\ terpretive ontology reaffirms the research aim, relating to the attached
eaning and emotions of individuals (Myers, 2013). Relatedly, this justification
highlights the limitations with the most dominant philosophical ontology in business
research when applied to the present study. The positivist approach leaves little
scope for exploration in its objectivity and measurement properties (Myers, 2013).

Thus, limiting the in-depth understanding of respondent perspectives.
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Moreover, it is essential to explore this study from a qualitative position in order to
thoroughly understand the perceptions of Generation Z, recognising the
subjectivity. In getting as close to participants as possible, becoming an “insider”
(Creswell, 2013, p.21), respondents’ experiences are further understood. The
intent of qualitative research avoids generalisation but rather, focuses on ﬂ
specific (Pinnegar and Daynes, 2007). Guba (1981), in line with his n t%ﬁ}
% the
dynamism found in contexts that calls for a more individualist apgroach.SFurther, a

perspective, sees limitation in generalisations when understood¢th

qualitative methodology in the specific domain of Instagra elevance to
the rich and interpretable data available (Sloane and Quan- se, 2017). This
draws on the unsuitability of quantitative methodologi line with the present

valuable than larger sets of data which do not gaimyn-depth insights.

3.2. Research Population and Samglebe

The research population of the pr A}dy focused on Generation Z, consisting
of ten individuals aged 18-23% individuals were identified as largely exposed
b

study’s research aim. The perceptions of thi se ;‘!@‘ r@spondents are more

to Instagram and thus ds marketed across this platform. In this way, a

r
purposeful style of %p g was adopted to ensure the research aim was

understood (%

The demographi not reflective of the entire generation, however, the sample
can provi t depth into the emotions and perceptions of individuals largely
expos e specific domain. It is worth noting that the present study was less

co d with determining differences in advance that is typical of maximum
‘v*ﬂh

13), as well as inducing trustworthiness (Guba, 1981).

on sampling (Miles and Huberman, 1994), however, rather aimed to move

Q?eyond traditional categorisations such as age or ethnicity in seeing the
importance in exploring the respondents’ feelings and emotions (Davies, 2007).
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3.3. Research Design

The semi-structured interview method relates to the aforementioned interpretive
ontology in its ability to enable in-depth interviewing (Rubin and Rubin, 2005),
gaining unique and penetrating insights (Kvale, 2007). Ten interviews were
conducted, each between thirty minutes and an hour long to ensure conversationﬂ
were detailed. The approach allowed the respondent to reflect, talking at len I@
their experiences which relays the thought that the response be somewh %er
to the “reality of the interviewee’s life” (Davies, 2007, p.140). It is tegether
irrelevant here to acknowledge that focus groups, the primary alternative to the
interview technique in qualitative research, would also4ari seful results.
However, this method occupies a reliance on group imon. This reveals

interviews as a technique allowing further informati
by the increased attention awarded to each indididual.
aimed to gain detailed and in-depth understaE

hared (Morgan, 1997)
reover, the present study
of individual’s emotions and
feelings, allowing focus groups to be see ss appropriate method.
°

The semi-structured interview tecQ}held opportunity in focusing the study
somewhat to ensure consiste gained, allowing central understandings and
themes to develop. Tﬂtge rew schedule (Appendix B) included questions
relating to the research questions, and was developed based on the CBE and

health psycholog ature. Thematic analysis was used, facilitating a
comprehensiv%ach, incorporating the entire conversation (Thomsen et al.,

1998).

4. Collection Method

dio recordings were used as a tool to allow accurate recordings of the interviews
(Creswell, 2013). Technology can invoke limitations in terms of reliability (Davies,
2007), thus, the pilot interview was useful to ensure the data collection method was
tested and thus, efficient, limiting this risk as well as gaining confidence as an

interviewer (Silverman, 2013). Furthermore, a mobile device was used as this
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facilitated ease in practice in a device that was familiar to both the interviewer and
participant. An alternative recording option, note taking, limits the depth of
understanding and interpretation that is possible with audio recording (Davies,
2007) as there is the opportunity to hear what could be potentially missed while

the focus is on taking notes. This demonstrates careful and complex analysis in
the limitless nature of the tool in replaying the interview (Sapsford and Jupp, 20

The ability to pause the audio facilitated an efficient transcription process

all significant information could be transcribed and analysed wi . An
example transcription can be found in Appendix C.

3.5. Procedure

Participants were contacted through email, whereby eﬂdiwdual was given a
date and time that worked with their schedulg. Mer ews took place in a
booked room on the university campus, ensur@talm and relaxed setting with
little distraction in order to concentrat (@)arty’s attention on the present
interview. This facilitated the best poss't;&ponse (Miles and Huberman, 1984)
and efficient use of the recording %e reswell, 2013). Upon commencing the
interview, the interviewer intro@d themselves and provided an information
sheet (Appendix D). Thi the respondent to become familiar with the topic,
eliciting an understandi&well as facilitating trust and rapport to be built in the
initial stages of th rview (Miller et al., 2012). This links to the degree of

closeness an e level of comfort that leads to open and sensitive responses

(Davies, 200Q

Thesinterview procedure began with open ended questions, typical within

tory research, to invite respondents to speak in detail of their experiences

%ﬁ/ nnink et al., 2011). Vocabulary was chosen as close to the participant’s normal
parlance as possible to induce identification with the questions (Flick, 2015). This

was used in combination with a conversational style to encourage participants to
respond to the questions in a personal manner (Silverman, 2013), thus gaining

insightful understandings (Kvale, 1996). The repetition of an interviewee’s last
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statement with questioning inflection directed the semi-structured interviews,
acting as a continuation probe to encourage completion of the respondents’
thoughts (Rubin and Rubin, 2005). This was often accompanied by elaboration
probes in using cited CBE dimensions in the literature, eliciting a richer answer
inclusive of positive and negative forms. The dimensions did not form an
exhaustive list, however, rather were prominent within CBE research explorj ﬂ
specific settings, namely identification, enthusiasm, attention/absorptié ‘}

interaction. This allowed focus in line with the research questions.

Additionally, asking the research questions directly was avoi sure careful
data analysis that moved beyond simply reporting back t‘was answered,
evading ‘lazy research’ (Silverman, 2013). A gentle app%l was reflected in the
avoidance of interruption, allowing the respondent t ore all ideas at their own
pace (Kvale, 1996) within their unique narrativ ilverman, 2013). The nature of
the data collection method enabled intergup 0 be minimised as replaying the
interviews introduced the opporturb'tdge when interruption adversely
impacted the interview (Davies, ZOQSY

interview. It was important thffirm the confidentiality agreement upon

is draws on the significance of the pilot

concluding the intervieq@rther reassure the participant of the discretion

present.

3.6. Ethical C@?ons
This thesis Q ned ethical approval through the University of Leeds (Appendix
E). Toﬁe hical practice, participants were given an information sheet

(Ap D) detailing the research purpose and how information provided would

d. Respondent data was kept strictly confidential on a password protected
top, with a code assigned to each respondent during data analysis, respecting
their anonymity. Furthermore, respondent’s agreement to the process was clarified
in the consent form, signed by each individual (Appendix F). Participants
understood they could withdraw from the process at any point, without reason.

Morrow (2005) acknowledges the importance of trustworthiness in qualitative
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research, highlighting a key criterion in respondent's understanding the
significance of the study. As such, a summary of the study’s contributions existed

in commencing each interview, included in the interview schedule (Appendix B).

4.0 Results ‘b\

4.1. Introduction %%

This chapter will present the results of the interviews administer d the

subsequent data analysis. Findings will draw on the template (Appendix

G) which communicate the themes and sub-themesﬁ the research

questions. The discourse will be presented in two sections) bas

questions. First, the positively and negativeIy-vale@é\characteristics will be
u

considered, followed by the findings of their con ences.

on the research

It is useful to begin with a general olgser Qhat consumers engage intensely
with H&F brands on Instagram. T rview analysis revealed respondent’s
willingness for participation in t &d community. All participants emphasised
influencer and celebrity e d t interesting videos and meaningful content
as significantly increasi dent willingness to engage. It is also worth noting
that most part|C|pan efrain from following brands or ‘liking’ content, rather,

engage throu and pausing on images or videos.

4.2. Positi Qd Negatively-Valenced CBE

RQ are the key characteristics of positively and negatively valenced CBE

rands on Instagram, focusing specifically on Generation Z?’

2 1. Identification

Nearly all participants demonstrated a sense of identification with the H&F brands.
P10 stated “Adidas are very current and fresh”. Referencing Fabletics, P2

continued this theme- “the influencers really target me as a young individual”.
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Moreover, several respondents were found to have a stronger level of
identification. P7 suggested “I view the content throughout the day, everyday; it’s
pretty addictive so | guess I've formed an attachment” [Body by MG] while P4
referenced Keep it Cleaner, commenting “their successes are your successes”. P4
extended this identification proposing “when | can see someone has criticised in

the comments, it can feel a bit personal”. Relatedly, P1 suggested “it's a mess ﬂ
of go world, lets get everyone fit. It makes me happy when | see they’ve%%?

great workout” [Gains4Girls]. %

4.2.1.1. Idealism

The idyllic and desirable lifestyle presented by brand an aspect that

d studies hard, she

participants identified with. This theme ran through sev terviews, for example
P2 suggested “she has a great lifestyle but SMS

balances everything” [Grace Fit UK]. Similarly, king on Lean in 15 stated “he
Is toned and fit and very proactive; a Iifes&%pire to”. Further, it was found that

participants were motivated by this ®life
attitude if they can do it, | can do it’ jBad

. This is evidenced by “l have the
y MG] (P7). Additionally, P5 suggested
“it coincides with wanting to be@lthy yourself. You get all these great ideas”
[Lucy Meckleborough].

4.2.1.3. Unhappiness%

However, withi @motional dimension, negatively-valenced expressions were

also observ 9 commented “sometimes it makes me a bit sad like ‘oh no, they
have a e y than me’, you get a bit jealous”. P9 was not alone in this view
as cribed “when | see an image, | will see that | can’t look like that and get

nconfident mind-set”. This was echoed by P10 stating “brands are probably
teying to give off positive feelings but indirectly, sometimes, it is definitely negative”.
It does sometimes make me feel bad”. Comparably, P4 explained “sometimes it
makes me feel worse and that’'s why | exercise more or eat less” [VS Sport].
Extending this thought, P5 signified “it often provokes guilt so | think | should buy
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their workout guide or whatever” [Lucy Meckleborough], highlighting the

paradoxical effect of H&F brands.

|
N /

- @ - 4.2.2. Enthusiasm
7 N

Enthusiasm was found to be extensively associated with positively-valenced CBE
represented by most respondents in feelings of excitement and content. ﬂ
illustrate, P5 explained “H&F brands are a part of my life because it's suc ‘?

at the moment. I’'m curious, | want to see what all the fuss is about hers

keep fit and healthy”.

4.2.2.1. Intrinsic Enjoyment \

Findings demonstrated an overwhelming significw/ neration Z's intrinsic
utv

enjoyment. P2 stated “I've always been into H& ing Grace Fit UK, makes

me enjoy it even more; it extends my passion” red this thought, commenting

“I loved viewing Nike’s ‘This Girl Can’ ca
°

Additionally, Generation Z were foun:

exclaimed “Any Body Co celebra@
measures to include variety'%

suggested “she says wb%r our body type, position or schedule, it's okay to be
different and sometimes put on weight” [Eat Well Steph]. Interestingly, a number

of participantsde ted their enjoyment through subsequent positive action.

n Instagram, it was inspirational”.
oy the message of certain brands. P9
erences. It's good to see H&F brands take

promotions”. This was echoed by P3, who

Certainly, P1

vein, P7 ctiigd “I like the feeling | get after viewing her brand. | feel motivated

ented “Sweat’ gets me active and motivated”. In a related

and r 0 go” [Body by MG]. This draws on the nature of H&F brands,
a d with activity and motivation. It is of note that these participants were
fo;&

4.2.2.2. Unrealistic

to possess a common characteristic in doing exercise a lot in their spare

However, within this theme of enthusiasm, several participants mentioned the

brands as unrealistic. In expressing a generalisation, P2 stated “there is a lack of
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diversity which isn’t really realistic” while P7 evidenced a similar thought detailing
“l find the content quite samey, | know it's a big community but they need some
variation” [Gym Shark]. Referencing the same brand, P5 addressed a similar

tension “I don’t think they’re promoting health, | think they’re promoting a certain

physique and image that people should have. That’s not health”. :
@ 4.2.3. Attention/Absorption éb

This dimension demonstrated the intensity with which Generation [ H&F
brands, both in a positive and negative vein. To exemplify, P4{emphaSised the
repeated time investment, specifically in reference to Tr on- “there’s
always videos, | literally sit there and copy them multiple times”. Similarly, P2

suggested “I save a lot of workout images and videos wi e intention of referring

back” [Grace Fit UK]. %

4.2.3.1. Investment et

A few participants referenced an extési e allowance to be awarded to H&F
p

brands. P10 suggested “there’s so@
suddenly an hour has past” [Gﬁ@irls], while, P3 confessed “subconsciously, |

osts all the time, | can get lost in it and
interact more than | thi ay to get away from everyday life” [Clean Eating
Alice]. P8 referenced a si thought stating “it's something | do in my spare time;
| place little time c t on it”. These participants were not alone in this view as
P9 declared “t e | spend on Instagram may be longer because of it”
[Spearman ]. Interestingly, a predominant sample referenced the influence
of end nts” on their investment with certain brands. P7 stated “as a newly
tur an, | love to learn about Wicked Kitchen through celebrities”. Similarly,

mmented “| often get carried away viewing Adidas’ tags and endorsements,
@et carried away with the links”.

4.2.3.2. Invasive

Within this theme, Generation Z categorised the brands as invasive. P10

suggested “I may not follow the brand but the content is there anyway” [Gym
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Shark]. P9 offered the thought “sometimes | am demotivated by looking at all the
images, it can be a bit too intense” [Adidas]. Following this viewpoint, P6 drew on
H&F brands’ applicability to the fitspiration trend stating “I think a lot of brands are
riding the hype. | think Instagram is a really good place for that as it is so efficient”.
P2 highlighted this intensity, “it’s a bit scary because looking on the website once,

| get loads of ads on Instagram. It can be too much” [Fabletics]. Certainly,
observed “l only need a small dose’ | don’t need to see it everywhere” [S %

Kayla]. @
@ 4.2.4. Interaction

A number of participants commented on the interaction specifiyo Instagram. P10
acknowledged “l can even vote on stories now for hak%:uts | want Grace Fit
I&)ati

UK to post”. More generally, P3 stated “I think the co nature of Instagram
really allows me to get invested with opportuniti ost opinions and comments”.
4.2.4.1. Brand Community ° b

Several participants highlighted th cial element of Instagram. P4 commented
“it's a supportive platform wit any brand communities interacting which is
great”. P3 extended thi , stating “I love doing group training classes and the
feeling it gives so | thinlﬁo

to feel a virtual ele@)f this”. Similarly, P7 suggested “people from all over the

world comment change ideas; it allows me to use her service while talking

cial aspect of these brands on Instagram allows me

to people w e same interests as me” [Body by MG]. P3 offered a particular
examp is’exchange, commenting “Lean in 15 post progress pictures and
eve eems to be posting positive comments and cheering everyone on”. P10
rted this thought commenting “it coincides with the belief that as a
neration, everyone needs to come together and be healthier”. Furthermore, P5
emphasised the advantage of the brand community stressing “through
participation, | can take from the brand without having to purchase” [Lucy
Meckleborough]. P8 stated “they have a big group of girls within the community so

| can comment and chat as much as | wish” [Sweaty Betty]. In addition, P8

JKEssay
VX: ProWriter-1



referenced a subsequent offline interaction stating “I can sign up to group workout

sessions with the brand, meeting fellow Sweaty Betty followers and enthusiasts”.

Within the interaction, negatively-valenced CBE appeared less prevalent.
Moreover, two participants emphasised negative expressions. In reference to
Spearman Chris’s brand community, P9 generalised “it can get quite heat ﬁ
everyone is young with a lot of time on their hands”. P10 provided further ?
this, claiming “If I'm irritated by it, I'll sometimes leave negative co t ym
Shark].

Adopted from Hollebeek and Chen (2014), Figure 1 demonstr the relationship

between the above emotional, cognitive and behavioural@itmensions. Interestingly,

it is understood that the emotional and cogniti BE themes collectively
contribute towards the behavioural CBE. 8
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Positively-valenced CBE

Identification
Brand-level
»| consequences
Enthusiasm Brand attitude

4

Attention/absorption Cons -level
conskq s

Cohsumer well-being

\ 4

Interaction

Negatively-valenced CBE et

Figure 1: Positively and Negativg@énced CBE and Consequences

4.3. CBE Consequenc&&

(RQ2) ‘what are the key consequences of positively and negatively valenced CBE

in H&F brands on @ am, focusing specifically on Generation Z?’

Based on is, CBE consequences were identified across both brand and

consur@g Table 2), presenting two key consequences:
lp nd attitude
Q $ Consumer well-being
4.3.1. Brand Attitude
Outcomes at the brand level were largely documented within Generation Z upon

analysis.
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4.3.1.1. Favourable Brand Attitude

Positively-valenced CBE was identified to generate brand attitude in a favourable
manner. P1 certified this in talking of Deliciously Ella- “it just oozes positivity; it
makes me happy”. Following this viewpoint, in reference to Sweaty Betty, P8
commented “they have great CSR initiatives, | am reminded of these
Instagram”. Additionally, comments were raised regarding the trust in a
relating to the associated reliability. Indeed, P6 suggested “| know it’s %e
have so many followers” [Adidas]. Relatedly, P9 claimed “it's authenti real, I
can really see this on Instagram” [Spearman Chris], ref ing .a sense of

transparency facilitated over the platform.

Generation Z were found to cite a sense of brand@y, |h that participants felt
Y

the investment in the H&F brand, particularly Wbie ing influencers, translated

to their loyalty. P7 provided detail on this- “I cy Watson, knowing she buys

it, | wouldn’t feel the need to purchase.fro here else” [Wicked Kitchen], while

P5 confirmed “I would go and buy;
influencer’'s workouts etc. It’s m

leggings because I've seen them in
nscious connection” [Adidas]. However,
unexpectedly, a number fg ants revealed brand loyalty to exhibit little
influence on their purc intension for more infant H&F brands, predominantly
on Instagram. P4 st “there is stuff you can buy but | can see all the workouts
etc | need to @am” [Tracey Anderson], additionally, P2 confirmed “I'd
rather have Xlts of the brand for free and just follow them on Instagram”
[Grace Fi

summarised “she’s inspiring but this doesn’t follow through to

["Bbehaviour” [Lucy Meckleborough]. This demonstrates a detrimental

% gbthe platform’s interactive engagement mechanism.

@3.1.2. Unfavourable Brand Attitude

Negative CBE manifestations were identified as harnessing the outcome of
unfavourable brand attitude. To illustrate such consequence, P5 suggested ‘I

associate it with a stereotype and not a good one” [Gym Shark]. Additionally, P6
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offered the comment “| just view the brand as so inauthentic” [JD Sports]. P1
delineated the psychological impact of Sweat and similar brands “I saw the effect
on people like my housemate, | don’t want a brand to make me feel like that”.
Similarly, P4 commented “I don’t like that they are contributing to this obsessive
H&F trend” [Gains4Girls]. P7 offered further insight into the fitspiration trend stating
“they are obviously benefitting a lot from this trend but with what consideration‘fb

us consumers”. : %

Two participants described the unfavourable brand attitude .4s proyeking an
investigation into competitor offerings. P10 confirmed “I’ y turned to
competitors as | no longer support what the brand is representiag™ [Gym Shark]. In
referencing Spearman Chris, a brand predominantly stagram, P9 stated “I
would probably switch as they are less establishe there are lots of similar
brands”. However, P9 limited this outcome i erence to particular brands
commenting “If | perceived Nike to be inauthentic, it wouldn’t effect my loyalty as |
would interact regardless”. Certainly» ported this view stating “it doesn’t
really bother me, it's effective marketing” in reference to Sweaty Betty and the
fitspiration trend. This draws or@iissimilarity between established brands and

those possessing more i

4.3.2. Consumer W@ei g

At the cons%ﬁ@vel, Generation Z presented two vastly contrasting

consequenoQ

4.3.2.1. Ithier Lifestyle

@ositively-valenced CBE outcome identified at the consumer level was found

hold a strong relationship to emotional and cognitive CBE dimensions.
Generation Z were found to lead a healthier lifestyle. Within this theme, feelings of
motivation were identified, for example “in general, Lean in 15 pushes me to reach
my goals and even if sometimes | feel a bit bad, the positives outweigh the

negatives for me” (P9), while P6 suggested “it represents health and positivity; it
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makes me want to be active”. Interestingly, several participants extended this
outcome to mention other members within the brand community. P10 commented
“I look at others in a more positive light, it is a community; you want them to feel
that sense of empowerment with you” [Grace Fit UK]. Indeed, P1 stated “it brings

people together in the broader sense” [Sweat]. This demonstrates the co-created

value on Instagram as extensive. ‘b

4.3.2.2. Negative Body Image

adhepés to the

sted “those

The above-mentioned comment in feeling “bad” offered by P

prominent sub-theme of negative body image. Certainly,
exposed to Instagram are young and impressionable, with t
prominent, Nike need to be aware of this”. Consistent wﬁs view, P1, talking on
H&F brand communities stated “put it this wg wld t want my daughter
exposed to this”. Participants referenced issue ecurity, asserting a key sub-
theme. P1 offered insight into deleting“the agram application stating “there
have been times | have felt a loss of nfidence from the continuous ideal
presented” while P2 highlighted n I sometimes get invested, | feel a little
insecure”. In a similar generali@/iew of H&F brands, P3 commented “l think
these brands have cauﬁ of damage with things like mental health, there

has been a massive link”. This draws on the significance of H&F brands collectively

on the platform. @%

viewed literature to emphasise key understandings. The structure will remain in

<%$chapter will attach meaning to the findings presented, drawing on the

line with the two research questions around the study. Commencing with
understanding the positively and negatively-valenced CBE characteristics with
H&F brands on Instagram, discourse will draw on the key CBE dimensions

identified  within ~ Generation Z, namely identification, enthusiasm,

JKEssay
VX: ProWriter-1



attention/absorption and interaction. Discussion will then move to examining the
consequences of positive and negative CBE expressions, thus, understanding the
relationship formed. This will begin with Generation Z’'s consequences at the brand
level, understanding both favourable and unfavourable ‘brand attitude’. Focus will
then turn to the identified consumer-level consequence, particularly understanding
‘consumer well-being’. The contributions from the social marketing and he ﬂ
psychology literature will be comprehended here. Throughout the chap e%w
significance of the findings for current CBE literature will be presen %with
implications for brand managers within this domain. DiscuSsion | close
considering the limitations of this research and recom for future

research.

5.2. Research Question 1 Q \

What are the key characteristics of positively an atively valenced CBE in H&F

brands on Instagram, focusing specifica ou@neration Z?

°
5.2.1. Emotional CBE Characteri@

The design of this study has b @Iuable in understanding the characteristics of
a modern generation’s ith a largely relevant and contemporary area of
study, H&F brands on In ram. ldentification arose largely within the cohort,
demonstrating a g on keen to identify with H&F brands they perceived to be
fashionable an iFable. Generation Z referenced the somewhat idyllic nature of
the content nted by H&F brands as signalling further identification. This sees
confid attacharya and Sen’s (2003) explanation referencing a self-
defi eed. Moreover, a significant finding arose in the stronger level of
Ication evident among several participants. Generation Z were found to

end their image to that of the brands’, supporting Bagozzi and Dholakia (2006)
reference to an image overlap. Additionally, Harrigan et al.’s (2017) conclusion
stating a further connection exists with brands online sees significance here. This
finding was strengthened by the nature of H&F brands. The sense of achievement

cited once completing a H&F activity such as a workout was unmistakably attached
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to further identification to the brand community, in line with the opportunity to

encourage and support other community members and share achievements.

However, in identifying with this content, Generation Z felt unhappiness regarding
the image that was continually presented. Undoubtedly, in identifying with H&F
brands to the extent understood through the image overlap, comparisons aro ﬂ
From the present study, H&F brands are perceived to induce unintended %@

feelings for Generation Z such as guilt and jealousy. This reasons with Ti
and Zaccardo’s (2016) findings. In practice, the above findings stipulate{iat brand

ann

managers need to understand the high degree of identi seen with

Generation Z. H&F brand managers should present a unique & esirable identity
however, given the nature of the content, understand ssociated unintended

identification while minimising negative feeling

negative feelings. An emphasis on encouragemgnt a pport would allow strong
@us, inducing greater positive

CBE expressions. @

°
5.2.2. Cognitive CBE Characteristﬁx

Generation Z were found to e@ a strong sense of enthusiasm, particularly
harnessing a high lev rinsic enjoyment. This supports the personal
engagement cited by (get al. (2009). However, an unexpected finding was
reflected in the majofity®of participants citing motivation and inspiration as pivotal
to their enjoynN IS may be explained through the strong correlation found to
exist within@:ealth psychology literature between exercise and enjoyment
(Ruby@? 1). Thus, it is not altogether implausible to stipulate that the
relati@pship cited in practice may be seen in relation to content of this nature in a
igital context. Moreover, this adheres to a strong situational factor found among
neration Z in their interest in H&F. Certainly, it was found that Generation Z
enjoyed exercising in their spare time which undoubtedly arose their intrinsic
enjoyment and thus enthusiasm towards H&F brands. As such, the context

dependent nature of CBE is understood. Furthermore, this supports Brodie et al.

(2013) and So et al.’s (2014) observations, drawing on the importance for brand
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managers to understand the specific characteristics of CBE present in their

industry.

Conversely, this dimension revealed a negatively-valenced CBE characteristic that
must not go without consideration. This is in accordance with Generation Z
perceiving the H&F brands as presenting a similar image and physique that

not be achievable for all, deeming the content unrealistic. Moreover, this s é?
findings in the health psychology literature, referencing the notiongofyi S as
created in terms of body image (Mabe et al., 2014; Fardouly and4/artanian, 2016).
Empirically, in order to maximise enthusiasm, brand man uld seek to
understand this perception, perhaps presenting more body%image variation in
campaigns and general content over Instagram. The itive brand image would
enhance enthusiasm (Bhote, 1995), allowing the br better compete against

competitors.

Q&
As previously mentioned, Generatiore. @died a strong willingness to engage
with H&F brands, investing intensely, ‘evident in the free exploration of such
brands. This was seen in accor. e with the little time constraint Generation Z
placed on their interacti M. The frequency with which brands posted in
addition to endorsement lowed Generation Z to become immersed. Thus,
agreeing with So et 014) and Patterson et al. (2006).

\QJ

iInduced a prominent negative expression along the

Moreover,
attenti@, ton dimension. The invasiveness of H&F brands on Instagram

whe collectively saw significance with particular emphasis from several
icfpants on the advertisements and explore page. This exemplifies support for

% vious research into the contentious relationship between SM and brands.
Pittman and Reich (2016) concluded that SM holds further opportunity for negative
expressions of CBE. Holding lesser connotation, Fournier and Avery (2011)
reference brands as unwanted guests in SM settings. Focally, feelings of

demotivation arose with H&F brands due to the tendency to present images
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reflective of the fitspiration trend. Certainly, comprehending the interactive
opportunity available to brands on Instagram, it needs to be understood that there
may exist an optimal level for consumers to engage positively with such brands.
This has implications for theory and practice. A clear conceptual model should be
created to indicate an optimal level of engagement with H&F brands,
understanding the intensity of interaction facilitated over Instagram that could | ﬂ

to negative CBE manifestations. Accordingly, if brand managers can und;@

this invasive characteristic, consumers may be more responsive and ater
level of investment to the content they see, avoiding feelingS of drawal.
Particular attention from H&F brand managers needs to be e feelings of

demotivation are involved from a similar image arising on rep d occasions.

Notably, drawing on the above anticip tMga ely-valenced CBE

characteristics, this development satisfies the reqQuitement for CBE research to be

broadened (Hollebeek and Chen, 2014;8@, 014; De Villiers, 2015).

.
@ 5.2.3. Behavioural CBE Characteriﬁ%

Lastly, negatively-valenced CB@haviour arose amongst Generation Z in the
form of negative interactions. n related to a H&F brand community, managers
should perceive to min&this by managing comments and exchanges. Thus,
ensuring content Q harmful to the brand, endorsing a positively-valenced

interaction.

Furthe@ﬁn&ngs predominantly displayed interactions possessing contrasting
charaeteristics

. Focusing on social-interactive engagement, Calder et al. (2009)

ed CBE in this domain to include aspects such as community. This social
% racteristic was displayed in findings exemplifying strong participation within

Instagram brand communities. Citations of common interests and shared thoughts
were prominent in addition to references regarding positivity and encouragement,
building on the focal domain of the study. Accordingly, the H&F brands principally

on Instagram, offering workout and recipe content were particularly significant
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within this dimension. This emphasises implications for practice. Brand managers
of more established H&F brands such as Nike and Adidas should employ this
understanding in offering content such as example workouts with the intent of
creating an interaction possessing additional strength. Additionally, given
Generation Z’s willingness to engage, opportunities for further interaction may be
achieved through incentives, namely recognition and reward sch%rn@ﬁ

Collectively, these actions allow managers to take advantage of the partici

nature of the brands, allowing consumers to immerse themselve

experience, engaging at an optimal level. It is of interest that/ parti

ish to understand

Instagram was found to extend to a social interactio ffline, thus,
strengthening the CBE. Theoretically, a conceptual model M

the influence of online interactions on those interactio line with H&F brands,
exploring the relationship between the two intergctio

5.3. Research Question 2
What are the key consequences of posi t@nd negatively valenced CBE in H&F

brands on Instagram, focusing spe on Generation Z?
5.3.1. Brand-level Cons c;
An intense interaction exi with Generation Z owing to the strength across the

identification, enth@ and attention/absorption dimensions, reflected in Figure

1, thus, suppor lan (2002). This emphasised a high degree of socialisation

experience in Generation Z. Thus, demonstrating a generation keen to
partici d ’Converse over Instagram. In accordance with Hollebeek and
Ch 14) conclusion, this interrelationship was found to produce various

-related outcomes.

Significantly, findings presented much support for previous research in CBE’s
superiority acting as a predictor of consumer understandings. This confirms
Hollebeek’s (2011a) original findings. Favourable brand attitude was demonstrated

extensively within Generation Z, affording understandings of preference and trust.
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The latter shows accordance to Malthouse and Hofacker (2010). Specifically,
references to the sense of transparency and reliability were recognised as
prominent within the theme. Further, an outcome was identified in brand loyalty
supporting Phua et al. (2017) and Harrigan et al. (2017) in their recent contributions
to the literature. Influencers and celebrities were found to increase investment with
H&F brands and thus, intensify the interaction, leading to a stronger sense of br%

loyalty. However, it should be ensured by managers that this brand loyalty tr

to purchase intent. Indeed, Generation Z engaged predominantly th
on images or videos allowing the interaction to stress little commifment. Woreover,
findings unpredictably supported Schultz (2013) through t anding that
purchase intent was replaced by the nature of the CBE mechagism on Instagram.
This outcome was further prominent with more inf brands possessing a

presence primarily online. The interactive and pa tive nature of the H&F

gnificant implication for brand

brands was found to further this trend, ensuing '
managers in this industry. Managers o@eek to translate this loyalty to
nz :ﬁ

purchase intent. For example, by utilisi influence of popular individuals on

Instagram, incorporating this intoQ trategy, CBE can be optimised, thus,

*0

Further, a contrasting ou e was evident through the relationship between the

invoking purchase intent.

CBE dimensions. Emetions of unhappiness in combination with thoughts of
invasiveness % erception that images presented were unachievable formed
attitude. The fitspiration trend was referenced as benefitting

unfavourabl
the br@e posing the contrasting effect on the consumer, resulting in this

attitude. 9Generation Z highlighted negatively-valenced CBE as far-reaching,

g consideration of competitor offerings, supporting Hennig-Thurau et al.
Q() 04). Brand managers wanting to maintain strong CBE should strategise with

the consumer’s interest as a priority, reverting to a traditional marketing philosophy
while employing the aforementioned tools to enhance CBE within each dimension.
This will collectively contribute to a favourable outcome. Additionally, negative

interaction arose in (electronic-)word-of-mouth, however, findings of the positively-

JKEssay
VX: ProWriter-1



valenced counterpart remain further prominent, opposing Hollebeek and Chen
(2014).

An unexpected finding was the difference in negatively-valenced CBE outcomes
between established and infant H&F brands. Several participants identified
negative CBE expressions to have little consequence on their interaction v%

established brands with particular examples cited in Nike and Sweaty Be
the

ynamic,

finding supports Hollebeek and Chen’s (2014) relatively recent con
CBE literature. The authors determined despite the antigipate
consumers experiencing negatively-valenced CBE expr ay remain
interacting with the brand. This was referenced as resultin brand lock-in
which indeed relates to the established status of the brands in the present
study. In a general sense, with a developed, un nding of negative CBE
expressions and outcomes emerging in the liter brand managers should seek

to employ this understanding into their Sz s@gy. Indeed, the status of a brand

was unexpectedly found to present a mo ing factor in the relationship between
negatively-valenced CBE and con }rces alike. A manager of a more infant
brand emerging on Instagram uld be further concerned with minimising

negative CBE expressio he potential outcomes of these.

5.3.2. Consumer-le\%o sequences

In identifying wences at the consumer-level, this study contributes to the
ing the work of Hollebeek and Chen (2014) in their presentation

literature by%
of con& solely at the brand level. Thus, the multi-faceted nature of

out esof positively and negatively-valenced CBE are recognised. This adheres

Doorn et al.’s (2010) three-fold outcome in addition to De Villiers (2015)
@ clusion stating consumer well-being to be a key consequence.

A defining feature of the setting studied was the ability to produce feelings of
motivation and inspiration, found within the intrinsic enjoyment experienced by

Generation Z. The outcome of H&F in practice was found to mirror this finding
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(Ruby et al., 2011). This unexpected discovery within the cognitive dimension
subsequently intensified the interaction within the brand community, drawing on
the inter-relatedness of the dimensions (Figure 1). An interesting result arose
where Generation Z were found to perceive H&F brands as impacting their lifestyle,
specifically, making them healthier. This coincides with the referenced primary
purpose of the fitspiration trend over Instagram (Tiggemann and Zaccardo, 20
Accordingly, this highlights a generation influenced to a high degre %Jw@
community and co-created value witnessed on Instagram were this
finding. This demonstrates positively-valenced CBE as conduciVe to geherating

focal positive outcomes. By bridging the knowledge between‘ psychology

and CBE literature, an unexplored area is identified, thus a kn dge gap is filled.

However, much support was found for previous ese*ﬁ the moral imperative
the H&F industry holds, represented within b@e marketing and psychology
literature. The aforementioned undesirable effects over the dimensions were found
to subsequently produce negative bod within Generation Z. This serves to
support a large quantity of researc &e health psychology literature (Krane et
al., 2001; Sabiston and Cha@v, 2010; Mabe et al., 2014). Particularly,
acknowledging Krane e &9 1) finding that an inability to achieve the ideal
presented would induc&egative outcome. Conclusively, a key finding was
revealed in negativ BE expressions producing focal negative outcomes.
Additionally, bﬁ rs such as negative (electronic-)word-of-mouth were found

Z, thus exemplifying the potential in the interactive atmosphere

among Gen
facilita@v tagram to decrease consumer psychological well-being. This

owe, ittman and Reich’s (2016) conclusions, while also evidencing Lup et al.’s

understanding in the negative consequences consumers are exposed to
@ r Instagram. Moreover, these developments further reveal the context-

dependent nature of CBE research.

The above findings demonstrate the paradoxical effect of the fitspiration trend,

supporting Robinson et al.’s (2017) recent contribution to the psychology literature.
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Further, in understanding this negatively-valenced outcome, it can be understood
that H&F brand’s marketing efforts over Instagram are liable to the negative
consequences of the fitspiration trend. This stands to support Goldstraw and
Keegan's (2016) recent findings. As such, this arises implications for brand
managers operating in the H&F industry. Managers need to consider the potential
negative CBE outcomes that may arise by marketing brands over Instagram. W
these outcomes, similar to the negative CBE characteristics, ma ﬁ
unintentionally, CBE with H&F brands has the ability to consid@ uce
negative body image. It should be noted that in line with the prggressions in the
health psychology literature, awareness of these outc increased.
Furthermore, this awareness may indeed contribute to conse ces at the brand
level such as unfavourable brand attitude, demonstr the inter-relatedness
between the outcomes. As such, managers shou ploy efforts to minimise

negatively-valenced CBE within each dimensi h as presenting body image

variation. QJ
O

5.4. Limitations of the Study

This study offers a unique contr@on to the CBE literature by providing insights
into an unexplored are anding CBE beyond the traditional consumption

experience. However, up valuating findings, a number of limitations should be

considered. @%

Firstly, wor@me constraints were imposed on the study, thus limiting the

scope @at collected and the size of the sample interviewed. The opportunity
to expandrthe sample would have presented richer data in acknowledging further

, gaining additional insight into the H&F industry. This would have enabled
roader consideration of the CBE dimensions, both in positively and negatively-

valenced forms.

Secondly, in order to understand the dimensions of CBE, the sample was

constrained to consumers who had experience with the indicated brands across
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Instagram, limiting the generalisation of the results. Within this line of thought, the
purposeful sample based on one generation (Z) presents this study as non-

generalisable beyond the sample due to too few subjects (Kvale, 1996).

Finally, in choosing students as participants, there are limitations to consider. A
relationship exists between the interviewer and participants which may arj

biased results. The participants chosen may collectively demonstrate I%
representativeness which limits a holistic coverage of the group %%died
(Alvesson, 2011). Accordingly, findings may not represent the positwely and
negatively-valenced CBE and consequences in other sam in Generation
Z such as those individuals that did not go to university. The s ed sample may
be further aware of the negative outcomes of SM thr their education or by

conversing with fellow students.

5.5. Recommendations for Future Resear b

This thesis has emphasised CBE’s fias and complex status, presenting an
area ripe for future research. Thus@e | future directions are presented. Given
that this study found positively @negatively-valenced characteristics distinct to
a focal context, supporti rodie et al. (2013) and So et al. (2014), further brand
domains may wish to &plored alluding to the distinct positive and negative
characteristics of that exist. Further, understanding Instagram’s unique
technological %@ces, it is encouraged that future CBE research explore
additional bQ ommunities on Instagram, gaining insight into the distinctive
interac@a serve to broaden this latent concept. Future work pursuing
gengralisable results may seek to quantify this. This development would contribute

technological shift evident among contemporary CBE research,
%& onstrating relevance to the literature.

Future work may wish to extend the contribution of this study, focusing solely on
the consumer-level consequences associated with positive and negative CBE

expressions with H&F brands. This development would further bridge
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understandings between the CBE and health psychology literature, contributing

rich and intelligent data through a multi-disciplinary approach. Further, this would

fulfil the request evident in current CBE discourse for a comprehensive
understanding of the latent concept. Alongside this, studies pursuing this initiative
could explore CBE within different Generation Z samples, inclusive of those who

have not attended university. Thus, increasing the representativeness @

sample as well as offering a richer dataset, evidencing further depth into

CBE dimensions. %

Finally, a key unexpected finding within this study was t on between
established brands and those more infant. Established br were found to
minimise outcomes that may result from negatively-v. ced CBE, while more
infant brands possessing a primarily digital presen ere*found to hold further
interaction. Future research exploring positive egative CBE manifestations
and the outcomes may wish to ca&@ ese brand types broadly in

understanding whether this acts nificant moderating factor in the
relationship, invoking further dlssan

6.0 Conclusion Q&

CBE is an area of @eoretlcal and practical significance. As such, the question

of how brands se Instagram to further engage with consumers, namely

Generation t the forefront of research. However, literature around the concept
remain alent. The lack of coherence creates challenges for brand managers
wh o optimise CBE over Instagram. Despite the aforementioned limitations,

issstudy has yielded important findings within a nascent concept, addressing the
@search aims and objectives.

Firstly, this study is unique in the exploration of CBE with H&F brands, providing
insight into the increasingly competitive industry, while investigating this on

Instagram, a contemporary SM setting that has been said to have recreated the
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concept. Collectively, all four dimensions were found to significantly represent
CBE. Thus, demonstrating an intense interaction with Generation Z in this focal
domain. Additionally, the reference to psychological interpretations further assists
in understanding CBE within this specific brand context. The proposed linkage
between the CBE and health psychology literature is not known to have received
previous attention within this domain. As such, a new perspective of CBE is

witnessed, offering an expanded understanding.

Secondly, this study challenges the majority of thinking around CBE by
acknowledging the often neglected negatively-valenced CBE. Feelings of
unhappiness, thoughts of the brands as unrealistic and invasive in addition to
negative interactions in the brand community emerged as characteristics of
negatively-valenced CBE. It has been suggested that such expressions, however

unintended should be considered by brand managers in optimising CBE.

Finally, this thesis identifies key CBE consequences which is expected to be useful
to brand managers, particularly those in the H&F industry wishing to further
understand their consumers over a relevant and prominent SM platform. Although
the H&F industry is unique, findings may be applied to alternative settings. The
consumer-level consequences represent an insight into the distinctive outcomes
the interactive world facilitates. While it is commonly seen that this participative
setting induces positive effect and ample opportunity, the impact on the consumer
must be understood. The Royal Society for Public Health (2017) recently
concluded that Instagram is the worst SM platform for impacting young people’s
mental health. Evidently, there is a great deal to be gained by deepening
understandings of negatively-valenced CBE consequences at the consumer-level
in this digital context. This thesis’ contribution exists in the exploration of individual

perceptions towards brands in this interactive context.

Overall, this research has advanced theoretical understandings of CBE in a

contemporary and relevant setting, understanding how Generation Z engage with
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brands over four critical dimensions. This has strong repercussions for brand
managers within the H&F industry. Managers can use these findings as a valuable
tool to successfully understand the effectiveness of marketing strategies
established to engage with consumers, a key source of competitive advantage.
Through acknowledging the resulting consumer-level consequences, this study
opens up new lines of academic research. A move away from brand-level
consequences to investigate the consequence at the the consumer level assists in
understanding the complex relationship that exists between CBE manifestations

and the subsequent consequences.
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Appendices

Appendix A: Engagement Definitions in the Marketing Literature

Author

Research Type

Concept

Definition

Calder et al. (2009)

Quantitative

Online engagement

A second-order
construct
manifested in
various types of
first-order
‘experience’
constructs.

Hollebeek (2011);
Hollebeek et al.
(2014); Hollebeek
and Chen (2014)

Qualitative/
quantitative

Consumer brand
engagement

The level of a
customer’s
cognitive,
emotional and
behavioural
investment in
specific brand
interactions.

Brodie et al. (2013)

Qualitative

Consumer
engagement

A context-
dependent,
psychological state
characterised by
fluctuating
intensity levels that
occur within
dynamic, iterative
engagement
processes.

Patterson et al.
(2006)

Conceptual

Customer
engagement

The level of a
customer’s
physical, cognitive
and emotional
presence in their
relationship with a
service
organisation.
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Vivek et al. (2012)

Qualitative

Customer
engagement

The intensity of an
individual’s
participation and
connection with the
organisation’s
offerings and
activities initiated
by either the
customer or the

organisation.

Bowden (2009) Customer

engagement

Qualitative Psychological

cognitive and

process comprising

emotional aspects.

Van Doorn et al. Conceptual Customer
(2010) engagement
behaviour

Relating to

behavioural aspects
of the relationship.

Appendix B: Interview Schedule

Introduction
- Brief and friendly
- Define key terms- consumer brand engagement and H&F brands
- Explanation of study purpose, referencing the research aim
- Relate to the broader context- what is the study’s contribution?

Tell me a bit about yourself- what do you enjoy doing in your spare time?

Tell me about your social media use.
- How often do you use social media?
- How much time would you say you spend on Instagram?

How do you use social media and Instagram in particular?
- Can you give some situations of when you would use it?

Tell me more about the brands you view on Instagram.
- Do you look at H&F brands?

Theme: positively-valenced CBE dimensions

Could you identify for me a H&F brand you find particularly engaging?
- Which elements of this brand do you like?

What does this brand mean to you?
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Could you provide an example of a time you felt excitement towards this brand?

Probe: Instagram engagement mechanism
How much do you find yourself ‘liking’ or ‘hearting’ this brands?

How do these brands effect your usage rate?
- Can you give me an example of this?

How would you describe your interaction with this brand?
- Time driven or more free?

To what extent do you comment and interact with this brands?
- Could you provide an example of this?

Theme: outcomes

How do you feel about this brand after viewing it on Instagram?
- How does this effect your preference for this brand?
- To what extent do you trust this brand?
Are there any specific elements that influence this brand attitude?

Could you give me an example of a positive action you took after viewing the brand
on Instagram?

Could you provide an example of a time where you were inclined to purchase the
brand’s product/service, if at all?

Tell me a situation in which you felt a sense of loyalty to the brand.

Theme: negatively-valenced CBE dimensions

Could you identify for me a situation where you felt negativity towards a H&F brand
you engage with?

Probe:
How does this make you feel?

What are the key elements behind this negativity?

To what extent do you comment and interact with this brands?
- Could you provide an example of this?

In your opinion, do you think this H&F brand or others create ideals?
- How do you think H&F brands do this?
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- To what extent do you aspire to these ideals?

Theme: outcomes

In what way would these ideals effect your brand attitude?
How do you feel about this brand after viewing it on Instagram?
Are there any specific elements that influence your brand attitude?

Tell me a time you felt less inclined to buy certain products or services?
- To what extent would you consider competitor brands?

Probe: trend commonly cited by psychology literature
Are you aware of the ffitspiration’ trend?
- To what extent would you say you felt H&F brands related to this ‘fitspiration’
trend?

Closing
Is there anything you would like to add?

- Brief summary
- Thanks for taking part
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Appendix C: Transcribed Interview Example

Participant code: P3
Time: 34 minutes, 56 seconds

Interviewer: How are you this afternoon?

Respondent: I’'m good thank you, how are you?

I: Very well, thanks! Please can you begin by telling me a bit about yourself. What
do you enjoy doing in your spare time?

R: So I'd say | was quite an active person- | love sport! | probably exercise around
six times a week. | do quite a variety of sport, | play hockey usually twice a week,
maybe go running if | feel motivated enough (laughs). I like to work towards goals,
for example | am working towards the Leeds half marathon. But | think mainly, |
like doing group training classes like insanity, HIT.

I: Wow, it sounds like you are a very active person. So tell me a bit about your
social media use.

R: Erm, I'd say | am mainly big on Instagram and maybe Snapchat, | don’t really
use Facebook anymore- more just to see what people are doing. I'd definitely say
I'd use Instagram the most!

I: Nice. How often do you use Instagram?

R: I'd say | probably check it everyday which is quite bad (laughs). | think we are
all guilty but probably in terms of uploads it depends on circumstance- so travelling,
| would upload everyday but now | am back at university and revising, | don’t really
get a chance (laughs). So | guess | mainly look at other people’s content!

I: Great, it is interesting to see your situation effects your usage rate.

R: Yes, oh and in bed at night- | am always guilty of scrolling at night! | look at the
most random stuff that just isn’t at all relevant to my life (laughs).

I: How do you use social media and Instagram in particular?

R: | like using Instagram as my own personal image diary and looking back and
seeing where | was a year ago today! | like that aspect of it. Also, | guess looking
at other people’s content probably more than my own! As | said before, | don’t
actually upload that much normally. So yeah | guess just inspiration from particular
people like fithess people, cooking people- | use that a lot actually for finding cool
recipes. Also even clothing brands as well- they give me inspiration (laughs).

I: Could you give me a situation in particular of when you would use it?

R: When | was travelling lots, | had a mission in uploading a photo everyday so
that could be my travel diary without having to go away and write it all down.

I: Tell me more about the brand content you view on Instagram.

R: In general, my social media use is quite varied but | guess on Instagram, you
do have the search tab that pop ups things or brands you might like. I'd say my top
things to look at are my friend’s stuff, and then a lot of fitness people- | said this
before but it just gives me inspiration for when | need to get some workouts to do.
Then lastly, food recipes | quite often will look at, getting inspo (laughs).
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I: You mention your interest in health and fitness, what do these brands mean to
you?

R: I guess this is something that maybe inspires me, | know I've said that word a
lot but it does! | guess these brands get you active and get you motivated in a way.
The fitness brands | follow, | don’t necessarily see a toned person or an influencer
on their page that has their trainers on and then want to buy those trainers. | think
it is more the lifestyle they present, | guess.

I: Could you identify for me, a health and fithess brand you find particularly
engaging?

R: I'd say Lean in 15. Just because the guy, Joe Wicks, he does a little bit of
cooking and also fitness- its quite varied and | think that’s why I find it engaging! It
is content that | look at primarily for enjoyment, it brings me happiness.

I: What particular elements of this brand do you like?

R: | think it helps that he’s good looking, he is toned and fit and also very proactive-
a lifestyle | aspire to. And also, it is inspiration, you can add it in to your everyday
routine- it is very relatable to everyday life. For example, its not like following Jamie
Oliver or whatever, this new generation of brands is what | identify with. They are
quick and easy recipes that | know | can fit in with my busy lifestyle. I think it is
more accessible. | feel brands like Lean in 15 are very relatable.

I: How often do you view health and fitness brands such as Lean in 15?

R: I think the health and fitness industry is a pretty large part of my life, so a lot! It
is something that interests me largely, a passion | guess.

I: Could you provide an example of a time you felt excitement towards this brand?
R: It brings me happiness because for example, looking at Joe, he posts progress
pictures and everyone seems to be posting positive comments and cheering
everyone on. It is empowering | guess. You don’t get trolls, there’s no political
element- it tends to be very, everyone’s in it together vibes! | think this coincides
with the belief that as a generation everyone needs to come together and be more
active and healthy!

I: What do you mean by this ‘belief'?

R: | think there is a definite movement towards health and wellness and this
obviously draws on fithess and healthy eating. | think everyone knows we are all
getting fat and obesity is a problem, so maybe it's a generational thing to combat
this! But | guess as well, we are all using social media more, so | guess it's a way
that they can not only show their brand off but we can also kinda take from their
brand without having to actually buy anything!

I: How much do you find yourself ‘liking’ or ‘hearting’ these brands?

R: | am definitely a liker, | don’t know what it is, | just like everything! | hate it when
people are stingy with likes (laughs). When I'm on Instagram, | guess the stuff |
see on my newsfeed, | choose to follow mostly so always find myself dropping
likes! Its not like Facebook where it will pop up on other’s newsfeeds that you have
liked it!! You get more political stuff rather with Instagram, it’s all catered for me so
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even if | was to like something by accident, its harmless. | think that’'s why | am so
engaged!

I: When you say catered for you, what do you mean by that?

R: I guess a lot of the content, for example the brands | follow, | am interested in,
whether | followed them in the past or more recently. Also, | can search the ‘things
you may be interested in’ tab which is all related to me so on mine they tend to be
related to fitness, food- whether it be good or healthy food or clothing brands. The
new adverts also are in line with my interests whether they appear as I’'m scrolling
or between stories!

I: How do these brands effect your usage rate?

R: Probably, subconsciously, a lot more than | think! Sometimes it is conscious, for
example when | want something for dinner, I'll go on a healthy eating brand like
Lean in 15 or Wicked Kitchen to give me some inspiration. | also use the hashtag
sometimes because I'm quite experimental with my food. Similarly, if | want some
fitness inspiration I'll like something or save it and then go back to it as and when
I need it. So I always know how to refer back to something pretty quickly.

I: Could you give me a specific example of this?

R: Erm, | think last week | wanted a gentle workout | could do at home so | found
Clean Eating Alice. | save her workouts for later use! Especially when | know they
are individual workouts, | know I'll need motivation and then I'll just follow that
workout.

I: How would you describe your interaction with this content?

R: | use it pretty freely. | don’t really fit it in a schedule which | think shows how |
use it recreationally.

I: Why do you think this is?

R: | really do enjoy it | think. For example, Kayla Itsines does these progression
stages or pictures which for me shows how it is possible to achieve what her brand
is advertising so this really motivates me. | feel like its possible to get my summer
bod in like eight weeks! | also have found images of two pictures taken minutes
apart where Kayla shows the difference between lighting and posing which helps
make me attach some authenticity to the brand which I love. It motivates you in the
sense that you can make progress but it doesn’t need to be intense which is a
positive message. Again, | think its all about positivity on Instagram, there’s no
politics like with Facebook.

I: Given this positivity, to what extent do you comment and interact with this brand?
R: | comment every now and then. | like to feel that | am contributing to the brand
community and making people feel good about themselves.

I: To what extent do you feel inclined to eat better/exercise more?

R: I think a high extent, especially clean eating. When [ first came to university, |
thought having a nice clean meal would either be a really dull salad or would take
ages. | think with these quick, easy ‘do it yourself’ promotions that some of these
brands offer, naturally | make recipes that are really nice and healthy.

I: Why do you think there has been a change in what is viewed as a clean meal?
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R: Instagram definitely has contributed this. It wasn’t as big when | first joined uni
and the rise of Insta teamed with the growing interest in health and fithess has
really changed my perceptions in a positive way to what being healthy is!

I: You touched on this word earlier, so | am wondering in what way would you say
you were empowered by these brands?

R: | think there is an underlying theme with a few of these brands that they want
you to have the power. Or at least it comes across like that! Quite often | feel health
and fitness brands, especially those that start on Instagram, don’t have as much
as an association to profit generation as others. | have more of a feeling of them
wanting you to do well and feel empowered. There is the message that you have
the power to control what you are eating like with Clean Eating Alice. This | think
then makes people go back to Alice’s brand because they like how the brand
content makes them feel.

I: Could you give me an example of a positive action you took after viewing this
content?

R: Erm, maybe as well looking at other people in a positive light. The videos and
images are so empowering like giving others compliments so | guess it inspires
you in life, looking at the deeper meaning, to be a better person (laughs). | know
that’'s quite cringe but yeah | guess it's one of those things that you want other
people to feel that sense of empowerment and satisfaction with you.

I: That’s great to hear. To what extent do you feel this with health and fithess brands
promoting a product?

R: | think a pretty high extent. Particularly with Nike.

I: Could you expand on this?

R: | loved viewing Nike's ‘This Girl Can’ campaign on Instagram, it was
inspirational. | think the collaborative nature of Instagram really allowed me to get
invested. This was really empowering and made me think in a collaborative sense,
how women are a strong and powerful gender and we should support and promote
that. | do think | feel less positive towards health and fitness products like Nike than
to a health and fitness service like Kayla’s ‘Sweat’ program. | know the brand
already with Nike so | feel less desire to view their Instagram content whereas
Kayla is new and exciting to me.

I: Could you provide an example of a time where you were inclined to purchase
the brand’s product/service, if at all?

R: Kayla ltsines’, | definitely did that. | think it was a few years ago now and she
did example exercises or snippets of the program which made me really go and
want to buy it, along with many others | guess (laughs). The images on Instagram
were very suited to me which led me to purchase the service.

I: How does this effect your preferences for particular brands?

R: | think subconsciously. The ads that pop up, now I think about it Kayla always
pops up on my Instagram. Just before | came in here, an advert popped up while
| was scanning through stories for Kayla ltsines’ brand [Sweat]. | can’t stress how
much this content is everywhere! And | think because of this, with brands like Nike
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or Reebok, I'm like ‘ooh | love those gym leggings or her gym matt’ which | think is
something | may not have seen otherwise.

I: Could you identify for me a situation where you felt negativity towards a H&F
brand you engage with?

R: I think it can all get very samey with health and fitness content, especially on
Instagram. | think some of the brands don’t really relate to me and | don’t really
identify with some of the content. Gymshark | think is an example. | feel like they
are really concentrating on lifting weights etc which isn’t really about fithess or
health, it's taking it a bit too far!

I: What are are the elements behind this negativity?

R: Sometimes there are pictures on delicate subjects like eating disorders and
sometimes it is motivating but sometimes, erm it’s not that you don’t want to see it
but you don’t want it to be promoted like that. People can look too skinny which
isn’t very motivating for other people. It’s unrealistic and not a good thing as people
do have different body types and different schedules. For example, if you have kids
you can’t exercise that much.

I: How often do you find yourself interacting with these brands?

R: Definitely not as often as the brands | previously mentioned.

I: In your opinion, do you think this health and fitness brand content creates ideals?
R: Yes, and no. Yes, in a way that I think collectively, these brands have caused a
lot of damage with things like mental health, there has been a massive link.
Especially as those exposed to Instagram are sometimes really young like young
teenagers who are really impressionable. | think brands need to be aware of this
and think of the broader picture, not just in relation to profits.

I: To what extent do you aspire to these ideals?

R: I think | am at a stage where | am comfortable with myself but if | was younger,
| wouldn’t want my daughter on Instagram for example. | think you do get these
idealised images. But also, saying that, a lot of brands are very aware of this
possible negative effect. For example, Clean Eating Alice and Eat Well Steph, she
used to have an eating disorder but her message is great. She says whatever your
body type, whatever your position, whatever your schedule, it's okay to be a bit
different and sometimes put on weight. It is more how you feel on the inside which
| guess is the actual whole point of fithess and health. Its actually so you can feel
better on the inside. They are almost creating positive ideals in relation to a healthy
happy life rather than getting as thin as possible. | think Nike uses people of
different sizes and shapes which is good.

I: How does this make you feel?

R: In a way, at the time, | don’t even think about it. Its just there in front of me which
| guess is a bad thing. | see most brands who use images of toned and fit bodies
and do aspire to those images but then | see campaigns like Nike’s and think “wow
that’s great”.

I: In what way would this effect your brand attitude?
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R: I am a lot more loyal to the brands who are more relatable as they understand
the differences in everyone’s situations. | think it depends what the deeper
message is like Joe Wicks is all about positivity, he is very much about ease and
fun. He also shows images of a big juicy burgers for example and shows that
sometimes you need to not be healthy. It’s nice because it's not them going back
on their brand mission or whatever but just showing a healthy balanced lifestyle.
It's real- this is why | am loyal.

I: To what extent would you say you felt this content related to the ‘fitspiration’
trend?

R: Largely | guess but | think its normal. All my friends follow these brands. Yeah
so | guess | think its just normalised in my head. All these brands really push their
content on Instagram so it's become a part of everyday life.

I: Great, that concludes the interview. Is there anything you would like to add?

R: No, I don’t think so. | am very interested to know what the results of the study
are!

Key notes
e Confident individual- maintained eye contact and talked elaborately on each

point

¢ |dentifies health and fitness as large part of life

e Emphasis on intrinsic factors- enjoyment, inspiration, motivation

e Understands the influence Instagram as a marketing tool possesses

e Aware of fitspiration trend and potential negative outcome of health and
fithess brands in this context

Appendix D: Respondent Information Sheet

A study exploring the perceptions of health and fitness brands across
Instagram in relation to CBE

Introduction

This study is concerned with understanding the perceptions of individuals towards
health and fithess brands marketed across Instagram. My interest lies in the
exploration of your feelings towards such brands, understanding this in relation to
the CBE experienced, whether this be positive or negative engagement.

Purpose of the study

This research is part of my BA Management degree at the University of Leeds. The
aim of this study is to provide greater insight into how individuals engage with
brands in the specific context of health and fitness, given its relevance in todays
culture. Furthermore, the chosen domain, Instagram responds to the popular use of
social media in many organisation’s wider marketing strategy.
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What participation will involve

The process will take around 30-60 minutes, having arranged a time and place at
your convenience. The interview will be conducted in a one to one style, ensuring
you feel comfortable and at ease throughout the process. Before commencement,
you will be required to sign a consent form, however, it remains that you are able to
withdraw from the process at any point, without reason. | will then ask you
guestions around an interview schedule previously prepared. Having completed the
process, the information provided will remain confidential, respecting your
anonymity.

How information provided will be used

In collecting your responses, | will be using an audio device. This will facilitate easy
transcription. All recordings, notes and transcriptions will be stored on a password
protected laptop. Additionally, signed consent forms will be safely locked in a
cabinet. To ensure anonymity, you will later be assigned a respondent code during
analysis. The results of my study will be presented in the form of a thesis.

Participant interest in taking part

In referring above, the present study possesses a clear aim. An advantage can be
seen in a better understanding of how individuals most exposed to health and
fitness brands over the selected domain perceive them. This has the potential to
prove useful for brand managers in understanding the effectiveness of their
marketing strategy in engaging their consumers. In turn, gaining knowledge on a
key predictor of brand loyalty. In acknowledging both marketing and health
psychology research, a broader understanding of CBE is facilitated. If you should
find interest in my findings, | would be happy to share these upon completion of the
study.
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Appendix F: Informed Consent Form

This research is subject to ethical guidelines set out by the University of Leeds Research Ethics
Committee.

These guidelines include principles such as obtaining your informed consent before
research starts, notifying you of your right to withdraw, and protection of your anonymity.

Have you had the opportunity to ask questions and discuss the study to your satisfaction?
YES/NO

Do you understand that you are free to end the interview at any time or to choose not to answer a
guestion without giving a reason why?

YES/NO
Do you agree to take part in this study?

YES/NO

Do you grant permission for extracts from the interview, and any other data produced during this
interview to be used in reports of the research on the understanding that your anonymity will be
maintained?

YES/NO

SIGNED o

NAME
(INBLOCK LETTERS)  iviiiiiiie it
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Appendix G: Template Analyses

Template Analysis on the key characteristics of positively and negatively-
valenced CBE in H&F brands on Instagram

Level 1 Theme Level 2 Level 3

CBE Dimension (RQ1) Positively and
negatively-valenced CBE
characteristics

Emotional Identification Idealism

Unhappiness

Cognitive Enthusiasm Intrinsic enjoyment
Unrealistic
Attention/absorption Investment
Invasive
Behavioural Interaction Brand community

Template Analysis on the key consequences of positively and neqgatively-
valenced CBE in H&F brands on Instagram

Level 1 Theme Level 2 Level 3
(RQ2) Positively and
negatively-valenced
CBE Consequences
Brand attitude Favourable brand Trust
attitude

Brand loyalty
Unfavourable brand | Switch to
attitude competitors
Consumer well- Healthier lifestyle Motivation
being

Negative body image | Insecurity
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