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Strategic Customer Engagement on Instagram                                

A Case of Global Business to Customer (B2C) Brands 

 

Abstract: 
As a relatively new social networking site (SNS), Instagram’s user database has been growing at 
a staggering rate since it was first launched in 2010. Marketing practitioners have been making 
efforts on this increasingly popular mobile image (and video) capturing and sharing service to 
reach the end-users, more importantly, to build lasting relationships with them. Academic 
scholarship on customer engagement while brands using Instagram commercially remains 
limited. This thesis addresses the question of what kind of marketing content brands could 
utilize to engage customers strategically on Instagram in the business to customer (B2C) 
environment.  
This study follows literature study, positive paradigm, and employed case study design. The 
data were collected by qualitative content analysis method from notable brands on Instagram on 
a longitude basis for one year. Three brand profiles from a variety of industry were tracked 
during the period. As a result, this thesis found message types and post content that have a 
significant impact on the followers, likes, and comments, which were treated as manifest 
variables for consumer engagement.  
For B2C brands from different industries, this thesis sets out a framework as well as detailed 
Instagram strategies that correspond with components of post types for achieving different 
engagement purposes. This thesis focuses on analyzing global B2C brands’ Instagram posts 
posted on their own Instagram pages. It extends current knowledge on the performance of 
Instagram customer engagement by developing a framework that helps brands determine their 
customer engagement strategies by harnessing the power of image. 
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Utveckla en åtagandesstrategi med kunder på 
Instagram 
Ett fall av global företag som inrikta sig på slutkonsumenter 

 

Sammanfattningbstract: 
Som en relativt ny socialt nätverk (SNS), har Instagram användardatabas vuxit i en svindlande 
takt sedan den först lanserades 2010. Marknadsförings utövare har gjort ansträngningar på 
denna alltmer populära mobila bild (och video) fånga och delningstjänst till når slutanvändarna, 
ännu viktigare, att bygga varaktiga relationer med dem. Akademisk stipendium på kundens 
engagemang medan varumärken använder Instagram fortfarande kommersiellt begränsad. 
Denna avhandling behandlar frågan om vilken typ av marknadsföring innehåll varumärken 
kunde utnyttja för att engagera kunderna strategiskt på Instagram i branschen till kunden (B2C) 
miljö. 

Denna studie följer litteraturstudie, positiv paradigm, och anställd fallstudie design. Uppgifterna 
samlades in genom kvalitativ innehållsanalys metod från noter märken på Instagram på en 
longitud grund för ett år. Tre märkesprofiler från olika industrin spårades under perioden. Som 
ett resultat, denna avhandling fann meddelandetyper och publicera innehåll som har en 
betydande inverkan på anhängarna, gillar och kommentarer, som behandlades som uppenbara 
variabler för konsumenternas engagemang. 

För B2C varumärken från olika branscher, ställer denna avhandling en ram samt detaljerade 
Instagram strategier som överensstämmer med komponenter av posttyper för att uppnå olika 
förlovnings ändamål. Denna avhandling fokuserar på att analysera globala B2C märkenas 
Instagram inlägg publiceras på deras egna Instagram-sidor. Det sträcker sig aktuell kunskap om 
utförandet av Instagram kundengagemang genom att utveckla ett ramverk som hjälper 
varumärken bestämma deras kundengagemang strategier genom att utnyttja kraften i bilden. 
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Introduction 
This chapter provides a brief introduction to the thesis. It describes the research gap 
that leads to the purpose of the thesis and to the main research question. The 
delimitation and the research design that explains the thesis’s study process is 
presented at the end of the chapter. 
From a marketing point of view, the ways of communication and collaboration between brands 
and their customers has been transformed since the advent of Web 2.0 (Enders et al. 2008). 
Social media have become relevant to customers from all age groups (Stroud, 2007) and have 
performed high user engagement since they have been conducted as a daily standard practice 
(Nielsen, 2014). The popularity of social media among end-buyers has created opportunities for 
brands in a wide variety of industries to easily reach a vast of existing and potential customers 
and prospects on a frequent basis in order to market themselves. Deep and lasting customer-
brand relationships are also possible to be built by enhancing customer engagement on social 
media (Kumar, 2010).  
Most of the academic studies laid their focus on Facebook when it comes to social media 
marketing (Goor, 2012) because Facebook offers the most strategic values to brands (Tuten, 
2008). Instagram however is another ideal marketing channel that as Facebook, it facilitates 
brands to expand their impact immensely. It’s one of the most remarkable new social media 
platforms because it has quickly matured since its first launch. Industry practices urge 
academic-proven research on Instagram marketing under the reality that the number of brands 
utilizing Instagram has raised significantly (Stelzner, 2014).  

1.1. Research Gap 
There is more to concern when it comes to marketing on Instagram than, for instance, simply 
applying Facebook tactics. The reason is that communication and interaction on Instagram is 
different from other social media platforms, and it is mainly through the sharing of images. 
Academic research remains limited on observing marketing communication on Instagram, not 
mentioning expanding the analysis into specific business environments. At the moment two 
perspectives have been followed by most of the Instagram marketing studies: how brands have 
been utilizing Instagram commercially, and customers’ behavior & preference on Instagram. 
They seldom set feet farther in filling the gap between the two perspectives.  

1.2. Purpose & Research Question 
This thesis aims to expand current academic Instagram marketing knowledge into the context of 
business to customer (B2C) environment by the provision of positive paradigms. It attempts to 
fill in the research gap between brands’ marketing initiatives and customer behavior on 
Instagram through the evaluation and analysis of customer-brand interactions as a consequence 
of what have been performed. Thus, it adds valuable insights to the literature specifically by 
addressing the following question:  
How to strategically engage customers on Instagram in the business to customer (B2C) 
environment? 
To solve the main research question subsequently, two sub-questions can be divided from it:   
• What types of marketing content are utilized by B2C brands to engage customers on 

Instagram?  
• How effectively does each type affect the customer engagement on Instagram? 
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1.3. Delimitations 
The scope of this study is with two aspects - brands and Instagram. With reference to brands, 
it’s considered only marketing management discipline. Marketing management “deals with 
formulation and implementation of marketing programs to support the perspectives of strategic 
marketing, referring to marketing strategy of a product/market” (Jain, 2009). Additionally, the 
activities involved in this research are initiated by brands rather than by their customers, that is, 
brands’ posts on their profiles. The scope of the study and related concerns are based on the 
limitation of available data. 
The analysis consists of photos (and videos) and the captions of them on Instagram, as well as 
the interactions (e.g. likes, comments) that can be seen directly under each post. This research 
has laid its focus on Instagram for the following concerns:  
• As it has been growing fast and had an enormous user database, namely, more than 200 

million active end-users monthly; 
• As it has a high user engagement rate since most of the users login several times per day; 
• As related data is revealed within the platform directly; and 
• As there is a research gap and further future study needed. 
By analysing three notable B2C brands on Instagram, this study sets out a detailed and practical 
framework for B2C brands to understand better on how to tap into this mass of reachable end-
users. It also provides the industry with Instagram marketing tactics in an academic proven way.  
This study was held from March 2014 until October 2014 and contained 948 Instagram posts 
from the period August 2013 until July 2014. The implementations of the framework and 
insights might be used for further studying brand management, visual communication, user 
experience, and social business or consumer behavior on Instagram as well. 



 

 

3 

1.4. Research Design 

 
Figure 1: Research Design 
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Background 
This chapter presents concepts of subjects in relation to the topic in order to provide 
background information for understanding the scope of the research and put the 
research topic into a solid theoretical foundation.  
Business executives nowadays are seeking out profitable ways of harnessing social media for 
their business, but the exact meaning of social media is very limitedly understood (Kaplan & 
Haenlein, 2010). In order to resolve some of the main confusions regarding the topic of 
Instagram in a solid theoretical fundamental ground, and to perceive a better understanding on 
why Instagram is an influential marketing communication channel, the concept of Instagram, 
social media, and other related concepts will be clearly defined and scoped.   

2.1. Social Media 
The term of Social Media is a broad and abstract concept with a relatively short history of 
application. The advent of the word based on the development of the Internet and interactive 
technology, namely, Web 2.0. Ahlqvist (2008) identified content, user communities, and Web 
2.0 technologies as the three elements defined as Social Media. Web 2.0 is the technical 
foundation and platform of Social Media development (Kaplan & Haenlein, 2010). It describes 
a new way of utilizing the World Wide Web with communication and cooperation among all 
users. Web 2.0 has an essential characteristic that the content is created in a two-way 
interaction, so called User Generated Content (UGC). UGC can be in a variety of media forms 
that are openly created by end-users. Thus “Social Media is a group of Internet-based 
applications that build on the ideological and technological foundations of Web 2.0, and that 
allow the creation and exchange of UGC” (Kaplan & Haenlein, 2010). 

2.2. Social Networking Sites (SNS) 
“Social network sites” is a sub-category of social media (Coursaris, Osch, & Balogh, Web 2.0: 
Conceptual Foundations and Marketing Issues, 2008). It describes the technical functionality 
and capability of a web-based service. Users can construct a bounded public or semi-public 
profile, select other users to be connected with and surf shared connections within social 
network sites (Boyd & Ellison, 2007). “Social networking sites” is another concept akin to 
social network sites, however, emphasizing “networking, ” which leads to a sense of building 
relationships between strangers. Users on social network sites do not necessarily conduct 
networking activities. Clearly, then, the term “Social Networking Sites (SNS)” which articulates 
users’ mutual relationship building and engaging activities on social network sites is appropriate 
for this thesis. Instances of SNS are Facebook, Twitter, and Instagram, etc. 

2.3. Instagram  

2.3.1. Defining Instagram 
Instagram can be defined as a social networking service specializing on photos (and videos) 
sharing on mobile. It is, on the one hand, an online mobile photos (and videos) capturing 
platform that is in the application form which allows users to take, manipulate, and upload 
photos (and videos). On the other hand, it is a networking service that enables users to share 
content and interact with each other by liking, commenting on other’s posts.  

2.3.2. Basic App Navigation 
The front page in the application is listed with the latest images in a reverse chronological order, 
namely, a news stream from accounts that a user follows. It automatically subscribes to all the 
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posts made by the user’s following accounts. Additionally, all the liking and following activities 
are tracked and shown in the “following” page.  
Within a user’s posts, he/she can use multiple symbols to describe and widely spread one’s 
photos. Hashtags, used as “#” on Instagram, enable he/she to caption the post in a particular 
topic that others can search for. Taggings, used as “@” on Instagram, link to the profile of the 
referenced user. The “explore” tab is used to find public photos taken by a specific user or under 
a particular hashtag. The pictures shown initially in the explore tab once opened are selected 
default based on factors such as the photo’s popularity and in case some of the user's 
“followers” clicked on the “like” button for this photo. Additionally, users can share their 
photos from Instagram to other SNS.   

              
Figure 2.  “@”, “#”, and “Explore tab” on Instagram 

2.3.3. The Instagram Advantage  
Marketing on SNS facilitates brands with the enhancement of brand awareness and the 
increment of referral traffic to their websites, as well as increasing sale rates. It costs less for 
brands to achieve such results than traditional communication channels on legacy media 
(Menezes, 2013). The ubiquitous commercial usage of Instagram together with other SNS is 
propitious to the expansibility of contact channel for networking, as well as the extension of 
distribution channel.  
Instagram, as a specialized and professional photo-sharing platform is intriguing for commercial 
attempts to communicate a message fast with customers and affect customers’ perception of the 
brand or its products by utilizing images. The reason is that accurately and deftly utilized 
images make abstracts and intangibles concrete and memorable, which helps a customer to 
perceive a brand and its message when it comes to purchasing (David Langton, 2011). Findings 
also illustrate that images are influential to customers’ preference upon a product (Hyejeung 
Cho, 2007). 
Furthermore, Instagram enables brands to build an emotional engagement and most likely a 
profitable relationship with customers. The utilization of images within communication enriches 
media forms compared to mere text. It also leads to a better achievement towards the goal of 
communication that resolves the ambiguity as well as reduces uncertainty (Daft & Lengel, 
1986). In addition, images on SNS have been proven to generate more interactions and 
engagements than other types of content (Soonius, 2012).  

2.4. Related Work  
As Instagram is considered to be a unique combination of mobility, social networking and 
photography with a relatively young user group, it makes marketing communication slightly 
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different from other SNS. There is a relatively small number of Instagram related academic 
work that has studied three perspectives so far: general usage, cultural indications, and 
marketing & public relations (PR).   
There has been only Yuheng Hu (2014) who conducted research on the general usage of 
Instagram by classifying Instagram photo content and user types. Most of the related work 
concentrated on interpretations from cultural issues rather than commercial perspectives. For 
instance, Silva (2013) characterized a user’s behavior on Instagram as a participatory sensing 
system and further observed that the temporal photo-sharing pattern was a good indicator about 
cultural behaviors. Alper (2013) predicted the future of professional photojournalism under the 
widespread usage of mobile photo sharing applications through a discussion about Instagram in 
war photography. Hochman (2013)’s study provided a framework for the analysis of location-
based visual information flows by analyzing Instagram image usage. His further study 
(Hochman & Schwartz, 2012)presented how Instagram could be used to predict individuals' 
activities in particular locations and time periods in aspects of society, culture, and politics. 
Morlot (2013) discussed Instagram from a photographic perspective by comparing Instagram 
photography and analog photography. 
Only a few academic studies have looked at marketing communication on Instagram while the 
application was becoming increasingly familiar with its unique features and user group. These 
studies can be classified into three perspectives. First of all, how different types of brands have 
been applying traditional branding strategies on Instagram (Goor, 2012; Hassan, 2014). 
Secondly, what content brands should include on Instagram based on customers’ preference and 
demands that are revealed in user studies (Wallsbeck and Johansson, 2014; Bern and Niman, 
2014). And finally, how brands have been utilizing Instagram commercially in general 
(Bergström & Bäckman, 2013). 
To conclude, academic research with a focus on Instagram marketing has been exploring how 
brands have been using Instagram commercially and what were Instagram users’ preferences. 
Studies remain limited in combining the two perspectives. This thesis takes a step further in the 
research gap by taking customer-brand interactions into consideration and regarding them as a 
consequence of what have been performed. Current Instagram marketing knowledge is 
expanding within the particular context of business to customer (B2C) environment by 
intensively studying positive paradigms. 
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Methodalogy 
This chapter explains several methods that were utilized in order to carry out the 
research. A literature review is used as a method to develop a conceptual framework. 
Case study is adapted as a means of providing positive B2C paradigms, with a 
qualitative content analysis and a quantitative data analysis for data collection and 
analysis.  

3.1. Literature Review 
This thesis attempts to expand current Instagram marketing knowledge into the business context 
of business to customer (B2C) environment by providing positive paradigms. It attempts to fill 
in the research gap between brands’ marketing initiatives and customer preferences on 
Instagram by taking brand-customer interactions into consideration. The eventual purpose is 
advising B2C brands on the formulation of Instagram marketing strategies. Thus, there is a need 
of developing a framework based on studying literature.  
An in-depth literature review was, therefore, applied, first of all, to acquire a holistic view of the 
current Instagram marketing research status. Secondly in order to provide a solid theoretical 
foundation for defining key concepts such as B2C brands, strategic customer engagement, and 
Instagram marketing strategy, and for identifying features of positive paradigms on Instagram. 
Finally, a conceptual research framework was proposed to be used in a case study was proposed 
in accordance with the literature review. The framework suggests two hypotheses to be tested 
later on.  
Online search services such as Google Search, Google Scholar, and KTHB Primo have been 
utilized in order to find related literature. Keywords such as “Instagram marketing”, “social 
media strategy”, “visual marketing”, “engagement” and “marketing strategies” were used for 
searching. Thesis works, market reports, conference papers, newspaper articles, journal 
research, and other relevant sources were found accordingly and reviewed.  

3.2. Case Study 
“A case study is particularly well suited to new research areas or research areas for which 
existing theory seems inadequate” (Eisenhardt, 1989). It is adapted especially when the research 
purpose is to provide a description (Kidder, 1982), test theories (Pinfield, 1986), or generate 
ideas (Gersick, 1988) (Langkamp, 2014). It is, therefore, suitable for this thesis that focuses on a 
relatively new research field as well as aims at testing and generating theory. To be more 
precise, this argument seeks to develop a framework of strategic customer engagement on 
Instagram for B2C brands. It was realized by firstly formulating a conceptual framework 
depending on the literature review and secondary validating the framework by testing the 
hypothesis in the case study with the help of data collection. Finally, results and findings 
throughout the analysis were utilized to adjust and refine the framework. 
Additionally, the research questions of this study are about “how” and “what” which aim at 
defining the phenomena or find out the patterns about improving Instagram effort to engage 
customers. The author has no control over brands’ Instagram management and performance, as 
well as related customer reactions and behaviors towards particular posts. Hence, according to 
Yin (2003)’s theory, a case study method was chosen as the most appropriate approach for this 
research.  
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3.2.1. The Choice of Cases 
The choice of B2C brands results in the fact that B2C brands have more visible interactions 
with customers that more likely would affect ROI (return on investment) directly. B2C brands 
were selected by three different criteria: brand offer, Instagram presence, and industry. 

3.2.1.1. Criteria 1: Brand Offer 
Brands in various industries feature different marketing strategies according to the product or 
service they offer. A brand typology according to brand offers is needed even in the particular 
B2C environment in order to make the case selection more representative of the general 
environment. B2C brands were sorted into three sub-categories by their market offerings, in 
order to make a clear distinction within B2C brands and to explore if different B2C brands 
perform different strategies. There are two types of services, which are offered in the products 
and services. Therefore, the first class is a well-established field of product representative 
brands (e.g. Coca-cola, Lipton, National Geographic, etc.). The second category of brands is 
service-providing brands (e.g. Amazon, Spotify, etc.). Hybrid brands are the third type where 
both products and services are offered to end-buyers (e.g. Apple, McDonalds, etc.).  

 
Figure 3: B2C Brands Typology 

3.2.1.2. Criteria 2: Instagram Presence 
As the second criteria, all the selected brands are supposed to have high Instagram presence. To 
measure this, the number of posts, the number of followers and the number of hashtags, as 
results of brands’ activeness, brand awareness and influence on Instagram were taken into 
account. The top 300 brands ranked by Totem (Totems, 2014) whose first posting date was no 
later than August 2013 were included for selection. 

3.2.1.3. Criteria 3: Industry 
In the third step, samples from media, food & beverage, retail industries were chosen to create 
diversity as well as to capture differences across different industries. This thesis attempts to 
analyze a broader range of positive paradigms in the B2C environment, rather than intensively 
narrowing it down to the strategy comparison between competitors targeting the same customer 
segment or within the same industries.  
Accordingly, Red Bull, Netflix, and Starbucks picked three brands as positive diagrams. An 
overview of the three cases can be found in Table 1.  
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Table1: Sample Brands for Analysis (Data Resource: http://list.totems.co by 2014-11-02) 

Brand Type Brand Industry Instagram  # Of posts # Of followers # Of hashtags 

Product Red Bull Beverage @Redbull 1653 1,995,948 3,106,608 

Service Netflix Media @Netflix 258 138,781 1,919,157 

Hybrid Starbucks Retail @Starbuck
s 

583 3,340,626 16,072,069 

3.2.2. The Unit of Analysis 
The unit of analysis was an Instagram post made by the brand on its official profile. This post 
could be an image or a video. Both the image or video and its caption were analyzed. 

3.2.3. Data Collection  
The data utilized in this thesis were all directly from brands’ Instagram profiles. The collection 
process was web scraping. The period for collecting data was from August 2013 until July 2014. 
Due to the different data format, both qualitative and quantitative research method were used in 
the thesis to understand complex phenomena. 

3.3. Data Analysis Procedure 

3.3.1. Qualitative Content Analysis 
The data collected from brands’ Instagram profiles for a year’s period were subjected to a 
qualitative content analysis. Content analysis is defined as “a systematic, replicable technique 
for compressing many words of text into fewer content categories based on explicit rules of 
coding” (Stemler, 2001). Texts, pictorial, musical, or plastic all can be treated by the method 
(Mayring, 2000) The reason of choosing this analytical means was to code brands’ Instagram 
posts into different engagement strategy categories. The primary characteristics to identify each 
strategic customer engagement were interpreted and coded for subsequent quantitative analysis.  

3.3.2. Quantitative Analysis 
In the second stage of analysis, performance of each strategy category was examined by 
quantitative methods according to the formula presented in the measurement base on the 
number of followers, likes, and comments.  
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Literature Review 
This chapter gives an overview of current academic research status on Instagram 
marketing. Key concepts in relation to the research topic are defined based on a 
theoretical background. A framework for the case study to follow is introduced 
accordingly. 
As one of the SNS, Instagram allows customers to reveal themselves highly while sharing 
variable forms of media (Kaplan & Haenlein, 2010), including images, videos, texts. SNS’ 
connectivity, that is, all the users are conversational connected (Larson & T., 2011), enables 
interactions among brands and their networked customer communities on Instagram. These 
many-to-many communications associate all the three dimensions of the business ecosystem: 
business to customer (B2C), business to business (B2B), and customer to customer (C2C).  
In the literature review, a comprehensive explanation of Business to Customer (B2C) brands is 
given to understand marketing activities within the environment. In order to understand the 
importance of customer engagement for Instagram, social media marketing studies are reviewed 
because Instagram is a SNS at the first place. Strategic customer engagement is defined through 
research on the concept of customer engagement and approaches towards it. Instagram, end-
buyers (in the B2C environement) as Instagram users, and successful Instagram marketing 
practices are identified throughout the literature on Instagram marketing, for the purpose of 
formulating an Instagram strategic engagement framework.  

4.1. Business to Customer (B2C)  
Brands can be classified into two categories by the characteristics of the target group. The taget 
group(s) of B2C brands, so called a multitude of end-buyers in the mass market, tends to be 
connected through mass media. Whereas B2B brands’ customers that refer to the “decision 
influencing professionals” in a small, focused market, are typically reached by specialized 
media (Waldemar Pfoertsch, 2007). B2C brands sell their products and/or services to the end-
buyer. Mediated partners such as wholesalers or retailers can realize the sales, but it is the 
product or the service that is known by customers rather than the wholesalers or retailers. In 
many cases, brands also operate their services to end-buyers selling their products, such as 
Starbucks and Disney, exclusively.   
Successful marketing builds demands for products and services (Kotler & Keller, 2012). The 
result of B2C brands’ positioning or other marketing activities depends upon their knowledge of 
their target customer group. For instance, good knowledge of various personas, segments, 
demographics and geographical nuances of the mass of end-buyers might lead to positive 
subsequences. Sometimes it also hinges upon concrete factors such as the physical appearance 
of stores and the staff within, the atmosphere, and the interactions as a whole buying experience 
they bring in altogether for customers. The B2C marketing communication is to convince any 
individual customer within the targeted market to make a decision of purchasing that is often 
driven by emotions, which makes the transaction cycle shorter.  
On the contrast, B2B marketing links to the education of numerous professionals in the 
decision-making process. Each in this cautious process poses a challenge towards the final 
successful sale. Therefore, the acquisition of the buying decision from B2B customers takes 
time and requests multiple steps.  
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Table 2: Comparison of B2B and B2C Marketing (Waldemar Pfoertsch, 2007) 

 

4.2. Instagram Marketing  
Instagram marketing refers to a set of customer-oriented activities that are designed to maximize 
the brand’s income and achieve sustainable competitive advantages through Instagram as a 
communication channel. This section analyzed three key entities within Instagram Marketing: 
Instagram, the consumer on Instagram, and the B2C brand. The features and attributes of 
Instagram as a social media platform were identified, based on which commercial 
functionalities could be discussed through. Customer segments on Instagram and their behaviors 
on Instagram were presented accordingly. Thereupon, B2C brands’ highlighted practical 
marketing strategies are found throughout the literature. 

 
Figure 4: Key Entities in Instagram Marketing  

4.2.1. Instagram Characteristics 
A globally explosive usage of handheld electronic communication devices has been going on, 
such as mp3 players, smartphones, and portable Internet access devices (Venkatesh Shankar, 
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2010). The growth of Instagram is fueled by this rapid adoption of devices with high-
functioning cameras (Danielle Salomon, 2013) since Instagram is dedicated to mobile 
experience. Specifically, other SNS like Facebook or Pinterest are initially created for web page 
and later adapted to mobile devices, whereas Instagram is firstly built particularly on a mobile 
device (Miles, 2013). 
As a mobile-based image-intensive application (McNely, 2012) on mobile, Instagram offers 
users photo capturing and manipulation functionalities. Images are uploaded through mobile 
devices only, although there is a web version. The purpose is to have a control of spam & low-
quality images from other sources (Instagram, 2014). This setting simultaneously makes 
accounts hugely personal, and the content highly related to individuals’ daily lives that others 
can view into. 

4.2.2. Instagram Customers 

4.2.2.1. Primary Instagram Consumer Segments 
Instagram remains a user database of more than 200 million active users monthly and a high 
engagement rate (Maeve Duggan, 2013), which makes marketing effects immediate. The 
demographic of Instagram has also been tempting to a vast number of brands that are targeting 
the younger generation. The reason is that both males and females with an age ranging between 
18-24 years old represent millions of Instagram users who are B2C end-buyers. The 
demographic bracket of the customers might demonstrate their lifestyle and social status, such 
as living at home with parents, having lower income but arbitrary spending. Studies have also 
proved that Instagram is particularly attractive towards young urban women (see Cooper Smith 
2014; Maeve Duggan, 2014; Olle Findahl, 2013). For instance, Olle Findahl (2013) found in 
Sweden alone 71% of the female population aged 12-15 were using Instagram during 2013. 
Moreover, women could be prone to impulse purchasing because of the connection to a 
particular value or belief (Hassan, 2014). It therefore might lead to sale increment for B2C 
brands in case they make a good commercial usage of Instagram.  To conclude, Instagram can 
be seen as a promising marketing communication channel for B2C brands.  

4.2.2.2. Instagram Customer Behaviors 
Instagram exhibits high levels of user engagement, which results in the fact that the majority of 
users on the site check in on a daily basis (M. Duggan, A. Smith, 2013). Younger user groups 
are accustomed to ‘following’ and ‘likes’ in order to engage with others on Instagram (Nicole 
Tekulve, 2013). However, the 18-29 years olds showed little interests on following a dialog, 
that is, leave comments and reply to each other on posts on Instagram (Wallsbeck & Johansson, 
2013). It has also been proven by Goor (2012) that brand interactivity used, as a strategy to 
comment in a photo’s feed, does not directly influence the amount of likes and comments the 
photo receives. Additionally, Instagram users seem likely to talk to others about stimulating 
content (Wallsbeck & Johansson, 2013). However, the functionality of Instagram poses a 
challenge for content to go viral online.    

4.2.3. Marketing Goals on Instagram 
Instagram marketing can be a natural “opt-in” work on mobile. Savvy marketers spare no efforts 
on developing techniques harnessing this marketing vehicle that is inexpensive as well as of 
significant influence. 
Brand awareness plays a crucial role for B2C brands to make decisions on whether to adopt a 
specific SNS or not (Michaelidou, Siamagka, & Christodoulides, 2011). Thus, augmenting 
online brand awareness is one of the primary goals that brands seek to achieve through their 
online marketing and advertising activities. The online brand awareness is often associated with 
the online presence of a brand, namely, how active the brand is online and the extent of 
customer perception upon the value that the brand offers and promotes. It has been proven that 



 

 

13 

brands’ followers increase after they promoted their presence and engaged with their fellow 
users (Nicole Tekulve, 2013).  
Technically speaking, online brand awareness is about the exposure of a brand online, which 
means reaching more individuals on Instagram. Factors that determine how many users an 
image can reach vary. For example, the number of fans indicates the basic number of 
subscribers who will see the post automatically. The proper hashtag increases the chance that 
the post is seen by random viewers who search for a particular hashtag. The number of likes 
leads to better exposure because it will be shown to the liker’s followers in their news feeds as 
well as in the explorer tags. Therefore, the point is to gain likes. Strategies for increasing likes 
are thus needed. For example, studies showed that visible brands image in the photo increases 
likes (Goor, 2012). It is of great importance to develop strategic ways that brands utilize to 
convey their core values to customers. For instance, using social semiotics, to create a 
compelling brand personality (Bevins, 2013) or staying right to brand identity and extended 
critical character. 

4.3. Strategic Customer Engagement  
Strategy is often defined as “a contingent plan of action designed to achieve a particular goal" 
(Casadesus-Masanell & Ricart, 43). The key of a strategy is to create a unique and valuable 
position, involving a different set of activities (Poter, 1996). As emphasized in the title, the 
strategic customer engagement equals to engage customers in Instagram strategically. 
Specifically, the object of this study is to propose a customer engagement strategy by utilizing 
different types of message on Instagram. A customer engagement strategy can refer to a unique 
contingent plan to increase customer engagement. As an online strategy and part of the social 
media marketing strategy, customer engagement on Instagram refers exclusively to customer-
oriented activities in a channel-specific scope through the online channel (Muller-Lankenau & 
Klein, 2006). It refers to the product/market level of the organization while in support of the 
general marketing strategy (Jain, 2009).   

4.3.1. Customer Engagement 
Self-declosure is one of of the essential concepts when it comes to Web 2.0. It refers to the 
phenomina that an individual consciously or unconsciously controls one’s impressions towards 
other people by disclosing oneself online in different extents (Goffman, 1959). The self-
declosure of customers on SNS is relatively high (Kaplan & Haenlein, 2010), which makes it 
easier for brands to find and engage with them in a highly personal means. As a relatively new 
concept, customer engagement commonly refers to “the behavioral manifestation from a 
customer towards a brand that goes beyond purchase behavior” (Jenny Van Doorn, 2010). It 
represents the ways that brands connect with customers and measures the relationships between 
a brand and its customers (McEwen, 2004). Hollebeek (2011) argued that customer engagement 
depends on the context, relates to the brand, and motivates the customer to make purchase 
decisions. It is a state of mind that is characterized by "distinct levels of cognitive, emotional 
and behavioral activity in direct brand interactions”. Thus, customer engagement that consists of 
customers’ direct brand interactions could be the measurement for the performance of the 
customer-oriented activities, namely, the performance of marketing activities of a brand. 
Van Doorn (2010) argued that customer engagement comprises five dimensions that suggested 
customer engagement could be both positive and negative. It affects brands in consequences 
other than direct purchase such as word-of-mouth (WOM) referrals, participation in the  
activities and/or communities, suggestions for service improvements, customer voice, and 
revenge activities of a brand (Tammo H. A. Bijmolt, 2010).  
In the process of market transactions, customer engagement enables customers to keep 
purchasing and even co-create value with the brand through establishing intimate bonds in 
enduring relational exchanges between brand and customer (Sashi, 2012). Engaged customers 
are likely to recommend products to others and even add value to the brand by providing user-
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generated content. In many ways, customer engagement expands customer's traditional role by 
involving them in the value-adding process. Especially in the product development process 
customers can be included to help brands understand customer needs, providing feedback on 
strategies and products, and becoming advocates for the product. The more highly involved 
customers are with brands, the more loyal they are over the long term (Oliva, 1995).  

4.3.2. Customer Engagement Approaches 
Coursaris (2013) worked on social media marketing typology which showed that there are eight 
overarching messaging categories towards engagement: assistance, community, likes, 
photos/videos, polls, questions, appreciation, and directional. Although a single Instagram post 
could be categorized under more than one umbrella category—e.g., a post that fosters both 
community and likes simultaneously—the underlying subcategories are designed to be mutually 
exclusive.  

 
Figure 5: Social Media Marketing Message Typology (Coursaris, 2013) 
Bowden (2009) introduced an engagement process framework for service providing brands. He 
segmented brand-customer relationship into new customers and repeated customers and then 
fostered different relationships with distinct means accordingly. The study suggested a creation 
of “rational bonds” (McEwen, 2004) for starting the engagement process with new customers to 
build a calculative commitment. If the new customer become a repeat customer due to 
satisfaction of the brand or product, subsequently “ emotional bonds” should be created to 
acquire customers’ affective commitment.  
Sashi (2012) improved Bowden’s (2009) theory by segmenting brands’ customers into delighted 
customers, transactional customers, loyal customers, and fans. Fans of the brand are both 
delighted and loyal, who are perfect customers for the brand. Delighted customers have highly 
positive emotions towards the brand but would not repeat a purchase necessarily, which can 
become fans by building calculative commitment. Loyal customers have stable and long-term 
relationship with the brand, most likely through “rational reasons” when it comes to purchase. 
Examples of retional reasons would be high switching cost. Loyal customers can be transformed 
to fans by enhancing emotion bonds with them in addition to exsisting relational exchanges. 
Transactional customers are price sensitive and prone to deals, which are the source of the other 
cells in the matrix. The interactivity of social media greatly facilitates the process of 
establishing enduring and intimate relationships with trust and commitment between sellers and 
buyers.  
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Figure 6: Customer Engagement Matrix (Sashi, 2012) 

4.4. Literature Review Summary and Hypotheses 
The goal of marketing is to achieve growth in terms of profitability, market share, revenue, etc. 
through a mix of customer-oriented activities such as price, product, promotion and place. The 
concept of marketing focuses on customer needs and starts with customers to determine the 
activities that a brand must perform in order to meet their needs (e.g. Borch, 1957; McKitterick, 
1957). Customer engagement likewise focuses on customers and their needs in order to engage 
with them. Both the marketing concept and customer engagement concept are customer-centric 
approaches that give primacy to customers, in order to determine the added value of meeting 
their needs. Technically, customer engagement is of significant importance for marketing on 
Instagram because it determines the possibility that one piece of information is revealed to 
relevant people. Being liked or followed by an individual customer means the customer 
subscribes the brand’s posts automatically. It is more than easy that a brand loses a subscriber 
because of being too annoying, whereas it requests much more effort to gain a new subscriber.  
Well planned and taken image content stands out especially under the condition that users 
usually skim through content, that is, what most of the users do on Instagram and other SNS. 
Without any sharing strategy, marketing messages that brands transmit in the image sink 
immediately into an overload of information. Although brands who have enough marketing 
budget can pay for advertising and promoting services provided by Instagram, utilizing a proper 
image sharing strategy leads to an increase possibility in catching someone's attention when a 
follower’s quick scrolling down at a packed image news stream, more organic reach, the 
increment of the brand’s social presence, and affecting public perception (McNely, 2012). 
This research aims at moving the studies on customer engagement and Instagram one-step 
further, into better understanding whether Instagram as a marketing channel is suitable for 
communicating one or two specific type of engaging message. The basis of this study is an 
adaptation of the customer engagement matrix proposed by Sashi and presented previously, 
with an adaption of its elements into the Instagram context. This study also extends the model 
with specific strategies. Only if loyal customers, delighted customers, and transactional 
customers eventually become fans of the product or the brand, could the brand develop long 
lasting customer relationships and finally benefits from customer engagement. To be specific on 
the customer group transformations, brands should use approporate content to help loyal 
customers develop feelings of intimacy and emotional attachment, or convince delighted 
customers to formulate long-term brand-customer relationships, for the purpose of transforming 
all groups into advocated fans. 
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Figure 7: Strategic Customer Engagement for B2C Brands on Instaram 

4.4.1. Building Affective Commitment 
Affective commitment can be defined as an emotional feeling that expresses a customer’s 
psychological closeness to a brand. It “consists of a holistic or aggregate judgment of the brand 
independently from its functional or instrumental attributes” (Amine, 1998). Brands can create 
affective commitment with loyal customers by using content that arouses emotional bond, 
specifically, “ captures the trust and reciprocity in a relationship” (Gustafsson, Anders, Johnson, 
& Roos, 2005). Emotional reasons are rooted in customers’ “wants” which are hedonistic. Even 
though "wants" sometimes are associated with the product's characteristics, they are distinct 
from "needs" that are directly from with the product’s functionality. Specific strategies to build 
affective commitment are proposed as following: 
Content that arouses emotion or a certain feeling such as greed, fear, altruism, envy, pride, 
shame, etc. can be attained through the usage of light humor, gimmicks, surprise effects, 
suspense, and so on. For example, brands might share related content by utilizing emotion 
strategies even if the content was originally posted by another source. In addition, messages that 
convey appreciations could show that the brand cares, recognizes and is grateful for consumer 
support, which might build a closer and personal relationship with the customer. Moreover, 
posts that intend to construct customer community through promoting a particular lifestyle 
could express the brand’s core values. It would thus create a feeling of belonging for customers 
so that they recognize each other by using the product or brand as “one of us”. Celebrities can 
also be used to present the brand or the product for achieving such purpose. Providing 
characteristics of the lifestyle for customers to composite their identities and advertise ourselves 
to the world is an inexpensive but significantly WOM strategy. 
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Content that focuses on the development of trust through building brand credibility might also 
formulate emotional bonds. For instance, the sharing of user experience shows that the product 
might bring value to the customer. Corporate social responsibility (CSR) related content could 
be published to present what the brand stands for to its consumers, such as showcasing the 
support of the community and support for specific charity fundraisers. 
Words and pictures that lead to reciprocity might creat a win-win situation for both the brand 
and the customer. As Web 2.0 end-users, brands and customers participate in both content 
creation and content consumption on the Internet, whereas they could only passively consume 
content on Web 1.0 (Krishnamurthy & Cormode, 2008). From the viewpoint of a brand, UGC 
from customers is inexpensive to obtain (Krumm, Davies, & Narayanaswami, 2008), and most 
of them are created without any profitable expectation (Balasubramaniam, 2009). Thus, 
initiatives of brands reagarding specific themed hashtags, as well as the sharing of UGC plus 
tagging the customer who created the content, might make generate a feeling of being valued, 
approved, and praised of the customer. These are all positive emotion towards the brand.  
Messages that include seasons, weather, holidays, and annual events might build the brand-
customer relationship in a close personal way by showing the concern and “syncing up” with 
customer's lives.  

4.4.2. Building Calculative Commitment 
In general, calculative commitment is more rational and results from a lack of choice or 
switching costs, which leads to higher levels of customer loyalty and enduring relationships 
with brands. The key means to build calculative commitment could be emphasizing the brand's 
product/service exclusivity and introduce rational reasons for purchasing, in order to develop an 
enduring relationship with delighted customers. The rational causes for customers to buy are 
rooted in customer “needs”, as is different from "wants", based on an objective evaluation of the 
product characteristics, price, and all other alternatives. Thus, brands could use posts that 
communicate product or service functional features and practical benefits, compared to other 
alternatives to building the base of customers' logic knowledge of the product. Some messages 
also help clients to understand how the product is produced, and how the service is operated, 
which might result in future repeated purchase. These messages can be included in brand 
heritage strategies, such as celebrity representation, event sponsorship, brand history, trivia and 
employee spotlights, production processes, and behind-the-scenes operations, etc. The offering 
of free values such as product/service related professional advice and tips not only increases the 
social awareness of a brand, but also makes the profile of the brand valuable and useful to 
customers and hook their attention for a long time. 

4.4.3. Building Overall Satisfaction 
The last strategy is tailored for transactional customers to be turned to delighted customers or 
loyal customers by ensuring overall satisfaction. As mentioned previously, transactional 
customers are price-sensitive and prone to deals. Therefore, promotions that contain monetary 
or non-monetary incentives for customers to make future purchases might draw their attention a 
big time. Some possible rewards could be limited time deals, discount, free product, one-day 
specials and so on. 

4.5. Hypotheses 
Specific social media platforms can be suitable and effective for buidling one or more of the 
three types of commitments. The choices to build which type are based on the features and 
functionalities of the platfrom. For instance, the platform to be employed to turn delighted 
customers into fans, that is, building calculative commitment, is likely to be different from a 
platform that used to turn loyal customers into fans(Sashi, 2012). Thus, in terms of which 
approach to apply to engage customers on a particular social media platform, brands have to 
choose their strategies carefully basing on the platform's feature and the marketing goal.  
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As an image sharing SNS, this thesis assumes that successful Instagram profiles of B2C brands 
mainly use Instagram as a platform for creating content that build affective commitment 
because image content leads to an emotional engagement with customers. The reason is firstly 
because image visualizes brands’ intangible offerings like services more believable and 
intuitively clear. Secondary, a brand's Instagram profile is considered as a unique experience 
that the brand designs for customers, which can be embedded into the holistic brand image. 
Thirdly, constant high-quality images on Instagram can deliver tangible value that would pay 
back for customers’ time, attention, endorsement, and data (Baird & Parasnis, 2011). Finally, 
“the best relationships with customers are affective or emotional in nature... tangible attributes 
of a product or service have far less influence on consumer preference than the… sensory and 
emotional elements derived from total experience” (Pullman & Gross, 2003). 
Consequently, this thesis proposed the two following hypotheses towards different customer 
engagement approaches on Instagram. They also aim to answer the two research sub-questions.  
Hypothesis 1: Notable B2C brands on Instagram mainly use Instagram as a means to build 
affective commitment with customers, rather than building calculative commitment and 
overall satisfactions with them.  
Hypothesis 2: Customer engagement is more active towards posts that intend to build 
affective commitment than calculative commitment and overall satisfaction on Instagram. 
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Analysis 
The objective of this chapter is to verify the potential customer engagement pattern 
existing in Instagram marketing. The analysis is done within the same brand type group 
and across brand types.  The results are presented, and the hypotheses are accepted or 
rejected according to the data analysis. 

5.1. Instagram Engagement Measurement 
When it comes to social media marketing, one of the most significant tools for measuring return 
of investment (ROI) or evaluating social media campaign performance is the referral traffic. 
Referral traffic refers to the traffic that particular social media marketing channels bring back to 
the brand’s sites, where their core business runs. However, the feature of Instagram makes it 
difficult to measure the effectiveness of a caimpain only base on the referral traffic to corporate 
sites. The reason is that Instagram allows users to include links in the caption of an image, but 
they are not clickable. Thus, traffic towards the leaded link is going to be too little to be taken 
into consideration. So the key performance indicator (KPI) for Instagram would be brand 
awareness and follower interaction, namely, customer engagement.  
According to the conceptual models described previously, the performance metric on Instagram 
marketing is the focus of this thesis: customer engagement. The metric will be from here on 
treated as research variables. The following section goes into more depth about how the metric 
is defined and measured. 
There are four main types of activities with which Instagram enables users to interact with any 
content on its platform: likes, comments and hashtags and tags. Customer engagement is 
technically reflected on subscribers’ direct interaction with a specific visual content especially 
by liking and hash tagging, which spread the post into other followers “explore” feed. The 
reason is that other users can’t positively share posts. Customer commenting is not supposed to 
spread the image in order to increase exposure, which leads to the consequence that it does not 
enhance brand awareness directly. However, all of the four customer actions makes it possible 
for a brand to delight new customers and build trust among loyal customers, which also lead to 
word-of-mouth (WOM) and other marketing objectives. 
As mentioned before, we will only analyze initiated posts appearing on the profile page of 
different brands, and only the actions related to costumer engagement will be taken into 
account. That is, we will only deal with the likes and comments from brands initiated posts. To 
get an idea of the magnitude of engagement per post, the number of likes and comments of each 
post will be weighted with the size of the brands audience (see equation below). 

Instagram  Engagement  Score = !"#$%&  !"  !"#$%  !  !"#$%&  !"  !"##$%&'
!"#$%&  !"  !""!#$%&

×1000 

5.2. Case Analysis 
Confidence in the generalizability of the findings was increased through the adoption of a 
multiple-case studies design. Such design allows within-case in-depth analysis and cross-case 
comparisons. The period for collecting data was from August 2013 until July 2014. Both 
qualitative and quantitative research method were used to carry out the analysis. 

5.2.1. Red Bull 
Red Bull is an energy drink product that is globally sold. It has the biggest market share of 
energy drink worldwide. Customers percieve this energy drink as an effective measure against 
mental or physical exhaustion that no other beverage can offer. Thus, not only professional 
sports activities, but also daily challenges in recreation, working and, studying can be handled 
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by Red Bull functionality. Red Bull’s customers are thus segmented according to their 
behaviors, and the primary target segments are athletes, workers, and clubbers. According to 
Symphony IRI drinks report in Europe (2011), Redbull is most purchased by men aged 18-35 
who is devout advocators of the brand. 
Red Bull’s Instagram profile contained in total 601 posts, with an average of 50 posts per month 
within the observed year. There were approximately 20.6 interactions per 1000 fans for every 
post. 86.7% of its posts were to build affective commitment in order to transform loyal 
customers to fans, of which the average engagement was higher than posts that build calculative 
commitment (see Table 3). 
It worth mentioning that a relatively large proportion (14%) of Red Bull’s posts were directional 
posts, which were not created exclusively for Instagram. They were most likely teasers that led 
followers to click external links to view the whole content. The engagement of this kind of posts 
(18) was lower than the average engagement. 
Table 3: Redbull Instagram Analysis Dataset Summary 

Engagement Type # Of post Proportion Average Engagement Min. Max. 

Build affective commitment 528 86.69% 20.83 5.06 49.94 

Build calculative commitment 41 6.82% 17.25 7.08 28.11 

Ensure overall satisfaction 32 5.32% 20.46 7.44 31.51 

Total 601 - 20.60 49.94 5.06 

Figure 8 presents the total number of posts within a month. We can see that the majority of the 
posts were created to build affective commitment, and that the number of posts within this 
category shows a slight increasing over the year. Customer engament (see Figure 9) also shows 
a slight increase over the year. The result of the correlation between the number of different 
types of post and customer engagement scores (see Table 4) suggests that customer engagement 
would experience increment under the rise of the amount of emotion-bonding posts.  

 
Figure 8: Monthly Post Amount of Each Engagement Type of Red Bull  
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Figure 9: Engagement Score of Each Post, Five Notable Posts, and Monthly Average 
Engagement Score of Red Bull 
Table 4: Correlation of the Engagement Types of Posts and Instagram Customer Engagement 
Score of Red Bull  

Engagement Type r. 

Posts build affective commitment 0.48 

Posts build calculative commitment -0.11 

Posts ensure overall satisfaction -0.23 

There were five posts that performed high customer engagement during different time of the 
year (see red dots at Figure 8). All of them were set to form emotional bonds with followers by 
utilizing strategies (see Table 5). For instance, a community is established subliminally by 
sharing endorsers-generated photos, stories of customers’, and the promotion of Red Bull 
lifestyle. The feeling of being “one of us” and belonging to the community might start to be 
fostered among the loyal customers.   
Table 5: Analysis of the Five Notable Posts of Red Bull  

Post Post Date Engagement Engagement Type Strategy 

1 23/10/2013 40.39 Build affective comittment UGC 

2 07/01/2014 46.67 Build affective comittment Lifestyle 

3 03/02/2014 44.04 Build affective comittment Lifestyle 

4 24/04/2014 38.43 Build affective comittment Lifestyle 

5 09/07/2014 49.94 Build affective comittment Lifestyle 

Approaches that gained higher engagement than all other strategies were season related posts, 
the sharing of customer-created content, and posts that supported and interpreted the high-
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octane Red Bull lifestyle (see Table 6). Apparently Redbull used almost half of its Instagram 
posts to promote a lifestyle with drinking Redbull.  
Table 6: Emotion-bonding Strategies and Customer Engagement Scores of Red  

Emotion-bonding Strategy # Of post Engagement 

Seasonal message 3 27.76 

UGC 71 21.96 

Lifestyle 279 21.87 

5.2.2. Starbucks 
Starbucks is a global coffee retailer that produces coffee products and operates coffee houses. It 
markets the brand not only as the premium coffee it sells, but also the way it brews, as a whole 
Starbucks experience. It has approximately ten thousand coffeehouses located worldwide.  
Starbucks' main target market is 25-40 years old males and females with relatively high income 
and professional careers, which contributes to almost half (49%) of its total business. 18-24 
years old males and females are the next significant group that Starbucks targets. Starbucks's 
position is offering a tidy and urbanized spot as well as innovative atmosphere for this group to 
staying. Starbucks also has 13-17 years old kids and teens as about 2% of their sales, but mostly 
it is parents who purchase for this group (Cachola, 2012). 
According to Table 7, Starbucks’s Instagram profile included totally 217 posts from 
August 2013 to July 2014 with an average upload of 18 photos monthly. Out of every 
1000 followers an average number of 30 interactions were made under each post. 
Starbucks’s Instagram posts were created for all the three engagement purposes, 
however 60% of them went into the affective commitment category. It can also be seen 
in Table 7 that posts have formulated emotion bonds enjoyed the highest average 
customer engagement among all.   
Table 7: Instagram Analysis Dataset Summary of Starbucks 

Engagement Type # Of post Proportion Average Engagement Min. Max. 

Build affective commitment 134 60% 31.24 9.51 52.39 

Build calculative commitment 71 34% 29.44 10.12 51.14 

Build overall satisfaction 12 6% 25.9 15.45 35.44 

Total 217 - 30.32 9.51 52.39 

In Figure 10 and Figure 11, it can be seen that all the three types of engagement leading posts 
has been increased to some extent, especially for calculative commitment to transform delighted 
customers into fans. Starbucks’s customer engagement was in a stable, growing status along 
with the growth of the number of both emotion bonding posts and relationship bonding posts 
(see Table 8). In fact, table 8 shows a stronger correlation between the numbers of calculative 
commitment building posts than affective commitment building posts. Statistics also show that 
some of the calculative commitment leading posts achieved high participation (see Table 9) 
through the sharing of brand heritage, customer service information, as well as product 
illustration.  
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Figure 10: Monthly Post Amount of Each Engagement Type of Starbucks  

 
Figure 11: Engagement Score of Each Post, Five Notable Posts, and Monthly Average 
Engagement Score of Starbucks  
Table 8: Correlation between the Engagement Types of Posts and Instagram Customer 
Engagement Score of Starbucks 

Engagement Type r. 

Posts build affective commitment 0.41 

Posts build calculative commitment 0.63 

Posts ensure overall satisfaction 0.065 

However, when it comes to high engagement posts (see red dots at Figure 10 and Table 9), 
emotional bonds played a crucial role on attracting more interactions. Several interaction peaks 
appeared due to Starbucks’s lifestyle promotion strategy and “regram” strategy where the brand 
shared original customer Instagram posts that were relevant to the brand on its profile. The 
major lifestyle value that Starbucks conveys to their customers is a modern urbanized creative 
life through the involvement of music, arts, and innovations. By conveying the Starbucks 
lifestyle, Starbucks could build the relationship with their customers in a unique and personable 
means through which frequent customers have a feeling of belonging to the crowds? Moreover, 
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Starbucks photos on Instagram were exclusively designed for the platform, which made the 
customer relationship more intimate there. 
As part of the emotion bonding strategy, Starbucks created more than 10% posts to be more 
personal and closer to customers’ daily lives. Specifically, by including the synchronization of 
the weather, seasons, holidays, and events with real life to attain such purpose. However, the 
engagement result turned to be less than the average engagement (see Table 10). On the 
contrast, posts that illustrate how the product is produced and how the service is operated 
worked well (see Table 11). Examples are posts about brand history, trivia and employee 
spotlights, production processes, and behind-the-scenes operations and so forth. 
Table 9: Analysis of the Five Notable Posts of Starbucks  

Post Post Date Engagement Engagement category Strategy 

1 03/10/2013 42.54 Build affective comittment UGC 

2 23/01/2014 51.83 Build affective comittment Lifestyle 

3 02/03/2014 48.74 Build affective comittment Lifestyle 

4 04/05/2014 50.67 Build affective comittment UGC 

5 24/06/2014 52.39 Build affective comittment UGC 

Table 10: Emotion-bonding Strategies and Customer Engagement Scores of Starbucks  

Emotion-bonding Strategy # Of post Engagement 

Seasonal 27 27.92 

User Generated Content 28 38.66 

Lifestyle 38 29.11 

Table 11: Relationship-bonding Strategies and Customer Engagement Scores of Starbucks 

Relationship-bonding Strategy # Of post Engagement 

Brand Heritage 24 31.13 

Customer Service 7 28.64 

Product illustration 30 30.45 

5.2.3. Netflix 
Netflix, Inc. is a service that mainly provides on-demand Internet streaming media and DVD-
by-mail rental. Netflix's streaming service covers most of Americas and part of Europe while 
the DVD rental is only available in the U.S. The services require technical streaming conditions 
such as high bandwidth and devices, as well as express delivery system. This results in that only 
urban environment could give the technical support and affordable customers for the service. 
Netflix’s customers are segmented by their behaviors of viewing media as traditional DVD 
viewers and online streaming customer. In terms of demographic features, Netflix has a user 
group of young adults aged 18-24 as well as families. Thus, Instagram is an ideal marketing 
channel to reach this young adult group.   
There are in total 160 posts including photos and videos on Netflix’s Instagram profile for the 
year. The average post per month is 13, and the average engagement is 10.05 per 1000 followers 
(see Table 12). Netflix uploaded content towards all the three engagement purposes while 
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affective commitment building posts and calculative commitment posts share the same amount. 
However, it is shown in chart 6 that the number of affective commitment building posts was in a 
rapid growth and is much strongly associated with the rise of the holistic customer engagement. 
As shown by statistics that some of the calculative commitment leading posts achieved high 
engagement (see Table 13) through the sharing of brand heritage, customer service information, 
as well as product illustration. Within the calculative commitment building posts, Netflix 
involved much effort on emphasizing the exclusivity of their services.    
Table 12:Instagram Analysis Dataset Summary of Netflix 

Engagement Type # Of post Proportion Average Engagement Min. Max. 

Build affective commitment 74 46.25% 11.05 1.78 35.45 

Build calculative commitment 74 46.25% 9.09 1.56 40.69 

Build overall satisfaction 12 7.5% 9.76 3.52 18.51 

Total 160 - 10.05 1.56 40.69 

 

 
Figure 12: Engagement Score of Each Post, Five Notable Posts, and Monthly Average 
Engagement Score of Starbucks 

 
Figure 13: Monthly Post Amount of Each Engagement Type of Netflix on Instagram 
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As shown in Table 13 and the red dots at Figure 12, the five most notable posts regarding 
customer engagement are all about building affective commitment. To be specific, Emotion-
bonding posts that lead to high engagement performance were observed to be sharing customer 
behavior related content (assistance). Most engagement-effective relationship bonding posts are 
about events the brand attended for promotion, and brand/product illustration. Netflix also 
promoted the brand and attracted fans by posting or re-post information about famous film & 
TV production within the service. 32.5% of all the posts are in this category while it contributes 
a relatively high customer engagement of 11.74 out of 1000 followers.  
Table 13:Five Notable Posts Analysis of Netflix on Instagram 

Post Post Date Engagement Score Engagement category Strategy 

1 08/01/2014 17.32 Build affective comittment Assistance 

2 22/05/2014 24.05 Build affective comittment Assistance 

3 29/06/2014 25.31 Build affective comittment Event 

4 10/07/2014 30.21 Build affective comittment Assistance 

5 18/07/2014 40.69 Build affective comittment Brand illustration 

Table 14: Correlation between the Engagement Types of Posts and Instagram Customer 
Engagement Score of Netflix  

Engagement Type r. 

Posts build affective commitment 0,77 

Posts build calculative commitment 0,64 

Posts ensure overall satisfaction 0,72 

Table 15: Emotion-onding Strategies and Customer Engagement of Netflix  

Emotion-bonding Strategy # Of post Engagement 

Community 1 14.71 

UGC 2 15.76 

Assistance 29 14.06 
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Findings & Discussion 
This chapter explains the implications on theory and practic; and limitations and future 
work. 

6.1. Hypotheses Overview and Findings 

6.1.1. Hypotheses Overview 
Hypotheses 1: Notable B2C brands on Instagram use mainly Instagram as a mean to develop 
affective commitment with customers, rather than building calculative commitment and overall 
satisfactions with them.  
Hypotheses 2: Customer engagement is more active towards posts that intend to build affective 
commitment than calculative commitment and overall satisfaction on Instagram.  
The table below presents an overview of the hypotheses that were developed in the literature 
review and were accepted or rejected based on the analysis of the data of the three case brands. 
Table 16: Overview of Hypotheses Accepted and Rejected 

B2C brand Offer Industry Hypothesis 1 Hypothesis 2 

Red Bull Product Beverage ✓ ✓ 

Starbucks Product & service Retail ✓ ✓ 

Netflix Service Media ✗ ✓ 

The table shows that the first hypothesis is accepted by two cases out of three. In the cases of 
Red Bull and Starbucks, the amount of posts under the category of affective commitment was 
observed to be larger than the ones in calculative commitment and overall satisfaction. 
However, in the case of Netflix, the amount of posts making affective commitment and building 
calculative commitment was in the same magnitude. Additionally, during the analysis, although 
Red Bull and Starbucks both accepted hypothesis 1, the actual usage of those three types of 
content is distinct among the brands.  
The result of hypothesis 1 suggests that brands’ actual usage of Instagram is diverse, which 
requests adjustment upon the original hypothesis to match with the fact. Therefore, B2C brands 
use Instagram as a platform aiming at developing all three types of brand-customer relationship, 
for the eventual purpose of transforming delighted customers, loyal customers, and transactional 
customers into advocate fans. They use Instagram differently according to their different goals 
through different combination of post types. The combination of strategies depends on the 
brand’s unique positioning, engagement goals, and resources that can be pulled together. There 
is no universal strategy fits every brand. 
Hypothesis 2 should be accepted based on the findings from the data analysis. Results of 
engagement score of posts under the category of affective commitment were observed to be 
larger than the ones in calculative commitment and overall satisfaction in all the three cases. 
This means that customer engagement is more active towards posts that intend to build affective 
commitment, than to build calculative commitment and overall satisfaction on Instagram.  
The acceptance of this hypothesis indicates that Instagram is more suitable for engaging 
customers through posts in order to create emotional bonds; that is, in order to construct 
affective commitment. Therefore, this study proposes that brands should focus on posts that 
develop affective commitment to draw more attention and interactions; although some of the 
calculative-commitment-building posts also appeared to be an effective interaction attraction. 



 

 

28 

6.1.2. Findings 

6.1.2.1. Building affective commitment on Instagram 
Within the analyzed brands, it was observed that they use some specific effective strategies to 
create content that builds affective commitment with loyal. Such strategies are listed below:  
• Humor, gimmicks, beauty, adorableness, surprise, suspense, etc. can be used to arouses a 

certain emotion of customers and attract more interactions.  
• Material that intends to construct a customer community and customer identity by 

expressing the brand’s core values and a consumer’s lifestyle gained decent performance. It 
is because it gives to the customers a sense of belonging  as being one of the crowds. 

• The usage of celebrities to present the brand or product generates more interactions. They 
are used to either present a product or to have a communication with the brand, which 
seems enough for arousing fan's feeling towards the brand. These types of materials 
performed relatively high engagement. 

• It is unlikely for the three brands to share content that is not original. Directional posts that 
aim to attract referral traffic to external links have shown relatively small engagement on 
Instagram. Thus brands should create more original content that is exclusive for Instagram. 

• Evidence of efficient reciprocity strategies is also found. An example is the often usage of 
user-generated content which achieved high customer engagement performance. 

The study also noticed that there were strategies less effective upon attracting interactions 
within the engagement category of building affective commitment with loyal customers.  
• Brands activities upon trust development through building brand credibility were observed 

to be less active. Creating posts on CSR and sharing user experiences could achieve Trust 
trust development. For instance, the sharing of user experiences is able to showcase the 
“evidence” that the product actually brings value to the customer. However, it was found in 
the analyzed cases that brands seldom use user experience to convey brands' values. 
Another fact that has been seen during the analysis was that customer engagement was 
surprisingly small towards posts when it came to CSR. Such observed behaviours do not 
necessarily mean that CSR does not work on Instagram, instead, they indicate that it would 
be difficult to create high quality images based on CSR content.  

• Seasonal content is frequently used, however it experiences poor performance on customer 
engagement.  

6.1.2.2. Building Calculative Commitment, and Overall Satisfaction on 
Instagram 
The analyzed cases have been observed to post material that leads to calculative commitment on 
Instagram. Surprisingly, some of them gained good results in relation to customer engagement. 
For instance, brand heritage, including behind-the-scene photos and product presence, all had a 
decent number of interactions. This might be because that marketing on Instagram is based on 
the communication through images, which to some extent makes it possible to communicate 
product knowledge, understanding, and existence, to customers by showcasing related images. 
Thus, they can be considered as rational facts to develop enduring relationships with delighted 
customers. Apart from product images, content about pricing and comparison with other 
alternative products was rarely observed. 
Building overall satisfaction of transactional customers by promotions was not found to be a 
common practice on Instagram. Only a few posts that inform future deals are in existence.  

6.2. Implication 
This study makes a valuable contribution to the literature by setting feet in the research gap 
between marketing initiatives of a B2C brand and the behavior of then end-buyers on Instagram 
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by evaluating and analyzing three cases in terms of customer-brand interactions. It expands 
current academic Instagram marketing knowledge into the context of B2C environment by the 
provision of positive paradigms. It adapts customer engagement theories to the particular 
platform of Instagram and identified diverse manifest variables for strategic customer 
engagement on Instagram, examined customer engagement performance of each variable. 
Finally, it also ascertains the engagement variables have a significant impact on the customer 
engagement on Instagram.  
This thesis also provides evidence that brands need to focus on formulating their customer 
engagement purposes, goals, and strategies in order to enhance the customer engagement on 
Instagram. It contributes with insights that would facilitate practicing copywriters, marketing 
managers, and content managers, to understand and develop customer engagement strategies, 
which would affect and transform delighted customers, loyal customers, and transactional 
customers into devoted brand fans on Instagram. 

6.3. Limitation & Future Work 
This research has several limitations. First, strategy overlaps were not taken into account when 
coding the posts into the three content categories. Moreover, only the central strategy category, 
which could be perceived by the author, was taken as the content category for each post. It 
would be interesting if future work could document the overlaps and observe the combination of 
strategies and their appropriate performance.  
Second, the growth and reduction of followers were not taken into consideration in the data 
collection. Thus, the causal factors that lead to the growth of the follower database could not be 
predicted. In future work, a method of tracking the changes of the amount of followers should 
be adapted and combined within the data collection procedure, in order to add a new analysis 
dimension to gain more insights.  
Third, the qualitative content analysis and the coding process are subjective. Hence, 
consequences might be slightly different according to different conductors. Also, it is not the 
purpose to find the actual performance of each content category of the posts in this limited 
period of time. To be specific, the actual transformation of different types of customers is 
difficult to prove and to get evidence from, which poses a challenge to measure the real 
effectiveness of different types of post. However, it could be processed by future work that is 
designed from a customer viewpoint in the future through qualitative methods, such as 
questionnaires, interviews or focus group and so forth to gather evidence. 
Furthermore, the scope of the thesis is limited. Specifically, the number of sampled cases is 
relatively small in order to generate a generalized conclusion upon the dynamics of the 
commercial Instagram usage. Those selected cases can be benchmarks, however are not 
representative enough of a general brand status on Instagram. Instead, this thesis aims to 
examine and analyze notable B2C brands in order to present positive paradigms for B2C brands 
to understand how B2C brands manage to be successful on Instagram. If there was enough time, 
at least two cases under each brand category should have been analyzed to gain a better 
understanding upon the differences within the same brand category as well as across brand 
categories. Future studies could also research on the dynamics of Instagram’s commercial usage 
through involving much more brands into the study. 
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Conclusion 
In the end part of this article, this chapter summarizes the findings in this research, 
which might advise B2C brands to use in formulating their customer engagement 
strategies on Instagram. 
This thesis laid its focus on advising B2C brands to engage customers on Instagram efficiently. 
The central research question of the study focuses on how to engage customers strategically on 
Instagram in the business to customer (B2C) environment. The study formulated two sub-
questions to solve subsequently, in order to address the central research question consequently: 
What types of marketing material are utilized by B2C brands to engage customers on 
Instagram? How effectively does each type of content affect the customer engagement on 
Instagram? First an in-depth literature review was conducted to formulate a possible answer. 
Three types of engagement content were identified according to three different types of brand-
customer relationship which they attempt to build: customer affective commitment, customer 
calculative commitment, and customer overall satisfaction. Two hypotheses were proposed 
according to related theories, which aims to resolve two subsequent questions.  
Hypotheses 1: Notable B2C brands on Instagram mainly use Instagram as a mean to develop 
affective commitment with customers, rather than building calculative commitment and overall 
satisfactions with them.  
Three notable brands’ Instagram posts for a whole year were analyzed by a qualitative content 
analysis. Posts were coded into the three engagement categories. Results of the amount of posts 
under the category of affective commitment were observed to be larger than the ones in 
calculative commitment and overall satisfaction in two cases out of three. Due to these results, 
Hypothesis 1 was accepted by two cases out of three. The third case neither accepted nor 
rejected the hypothesis because the number of those two types of post turned out to be the same.  
Hypotheses 2: Customer engagement is more active towards posts that intend to build affective 
commitment than calculative commitment and overall satisfaction on Instagram.  
An Instagram engagement score formula was created as the measurement of the activeness, 
based on the interaction of each post within a certain amount of audience. A qualitative analysis 
was conducted for each category. Results of engagement score of posts under the category of 
affective commitment were observed to be larger than the ones in calculative commitment and 
overall satisfaction in all the three cases. Consequently, Hypothesis 2 was accepted to be more 
general for all. 
The research gives insights about engagement strategies in details, based on the findings 
throughout the case analysis. The sharing of user generated content, lifestyle promotions, and 
content exclusivity, have a considerably big impact on user engagement. Specifically, these 
strategies are found as the most influential on the amount of followers, likes, and comments. In 
practice, marketers who want to increase user engagement on Instagram have to not only 
encourage, but also initiate photo themes to inspire followers. They could therefore generate 
brand related content by utilizing those particular hashtags towards the theme. The hashtags 
should convey the lifestyle that the brand is aiming to promote. The next step marketers should 
select and share UGC and be generous with compliments.  
There are also several strategies that lead to smaller impact. This study found that traditional 
CSR content generates a relatively small customer engagement on Instagram. It was also 
observed that directional posts do not engage followers on Instagram as much as expected. The 
result shows that marketers have to choose between showing exclusive content on Instagram 
and increasing their reach on other social networks. Instagram is a platform that creativity, 
beauty, and innovation is mostly appreciated and encouraged. If brands commit fully to 
Instagram marketing, they should focus on showing unique content because this will also give 
followers a sense of getting incentive out of staying engaged with the brand.  
From this study it was proved that there was not a universal strategy that fitted every brand.  
Only the ability to differentiate oneself in the marketplace leads to successful marketing 
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strategies. This study attempts to find a possible answer of the main research question by 
proposing that brands should use Instagram differently to engage customers by following the 
engagement framework. To be specific, B2C brands should design customer engagement 
strategies according to their own situations, the main target group on Instagram (loyal customer, 
delighted customer, or transactional customer), and engagement goals to achieve (to build 
affective commitment with customers, to build calculative commitment with customers, or to 
build overall satisfaction with customers), through the usage of Instagram as a creative 
communication channel. Meanwhile brands should focus on posts that develop affective 
commitment in order to draw more attention and actual interactions.  
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