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Abstract 
Influencers, thanks to their ability to connect with the public, have revolutionized brand communication, 
making it less invasive and at the same time attractive and dynamic. This research explores the behavior 
followed by the main Spanish fashion followers, focusing on the strategies and resources used in their com-
munication through Instagram profiles. The gradual incorporation of men into this sector requires identifying 
whether the publication of habits in this social network vary or not with respect to the author’s gender. In 
addition, compliance with Spanish legislation on advertising is monitored, which obliges the authors to ex-
plicitly indicate any message that promotes a product or service from a contractual agreement.
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1	 Introduction 

Social media 2.0 enables the user to nar-
rate in first person both the consumer 
experience and the treatment received by 
the brands. At the same time, and through 
these tools, the user has the possibility 
to approach the evaluations provided by 
their peers. The word of mouth, far from 
disappearing, has been increased with 
social media as the circle of confidence of 
people who no longer have to necessarily 
be physically close increases (Li & Bernoff, 
2011).

If there is a collective especially linked 
to this way of proceeding, it is the young 
public, the so-called Millennials (Bolton, 
Parasuraman, Hoefnagels, Migchels, Ka-
badayi, Gruber, Loureiro  & Solnet, 2013) 
who find in the digital space the perfect 
platform to make known their way of life, 
their knowledge or opinions on the subject 
they feel very familiar.

However, only a small percentage of 
them demonstrate the ability to influence, 
that is, to generate a reaction in their fol-
lowers and, consequently, that their rec-
ommendations, experiences and opinions 
are positioned as a preferred option over 
the rest (Freberg, Graham, McGaughey, & 

Freberg, 2011). This quality, together with 
the interest that its communication pro-
vokes, and which translates into a volu-
minous community of users, gives rise to 
what is known as a social influence.

This clear leadership in a large num-
ber of young people causes that many 
commercial brands, and especially those 
linked to the fashion and beauty sector, 
find in the profiles of these leaders the 
perfect showcase to enter, in a non-intru-
sive way, into the imagination of its tar-
get audience and become infected with 
the credibility and trust that they radiate. 
Through influence marketing, the condi-
tions that regulate the professional rela-
tionship between brand and prescriber are 
established (Uzunoǧlu & Kip, 2014), mak-
ing direct reference, among other issues, 
to actions, times or remuneration. How-
ever, the Spanish legislation is clear in this 
regard, the recipient must be able to dis-
tinguish paid messages, and consequently 
of advertising nature, from those that are 
not, even if they are signed by individuals 
(Martínez & Gaona, 2016).

This research focuses its interest on 
the fashion industry, one of the most 
profitable in the world and with the great-
est attraction power among young people 
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(Ribeiro-Cardoso, Teixeira & Santos, 2016; 
Pérez, Clavijo, Luque, & Pedroni, 2017). In 
this context, the main objective is to exam-
ine how the main fashion influencers in 
Spain carry out a brand communication in 
their Instagram accounts, the social media 
network that has seen its users aged be-
tween 16-30 years increase as well as ap-
preciation, especially among women (IAB 
Spain, 2015; 2016).

If the formula of the social influence 
is summarized in having a large commu-
nity of followers and the ability to interfere 
in the decisions of third parties mainly 
related to tastes, interests and/or desires 
(Booth  & Matic, 2011), this work is inter-
ested in identifying the strategies devel-
oped by these opinion formers (igers1) 
aimed at increasing their community and 
their ability to influence. Likewise, and in 
a transversal way, it is intended to observe 
if the communication (themes, language, 
tone, images, etc.) differs between men 
and women influencers or if on the con-
trary there is a homogeneous behavior val-
id for both genders.

Consequently, the resolution of these 
objectives invites us to answer the follow-
ing research questions:

›› To what extent do you identify the mes-
sages in accordance with the brand (in-
fluence marketing) of those which are 
created through initiative by the fash-
ion prescribers? The purpose is to find 
out if these opinion former’s inform 
their community of the establishment 
of a professional link  – punctually or 
continously  – with a brand and how it 
is evidenced.

›› How important is the image and text 
in the influencer’s communication 
through Instagram? Through this ques-
tion, how the role played by each of 
these components in this eminently vi-
sual social network is valued. 

›› Are there differences between the tech-
niques employed by fashion prescrib-
ing women and their male counterparts 
when using their Instagram channel? It 
is about knowing if the communication 

1	 Iger is used as a synonym of instagramer and re-
fers to the most active users of this social network

and way of proceeding of the influenc-
ers varies depending on the gender. 

2	 The evolution of the influencer 
phenomenon

The figure of the social influence is born 
with the emergence of Web 2.0. The fo-
rums were the first digital scenario open 
to the exchange of opinions but soon the 
conversation was moved to the blog, a 
better structured space that cultivated all 
kinds of themes and interests and that in-
corporated other expressive possibilities 
besides the text (Martínez-Sanz, 2013). 
The variant of the ego-blogger –logbook 
dedicated exclusively to publicizing the 
personal experiences carried out by its au-
thor- resulted in the advancement of some 
of the characteristics of younger fashion 
influencers (Uzunoǧlu & Kip, 2014).

As Gillin (2009) explains, the appear-
ance of Google AdSense in 2003 marked a 
turning point when introducing the eco-
nomic and therefore lucrative variable in 
the activity of blogs. The advertising put 
under its spotlight the most visited and 
best positioned blogs, thus initiating the 
competition of brands by appearing in the 
most demanded web spaces according to 
the related themes. The segmentation of 
the public became a necessity and a clear 
success factor in any advertising campaign 
(Rojas & Redondo, 2017). Blogs also served 
to relaunch content marketing when they 
discovered that updated comments, based 
on the focus of the subject and the con-
cern to cover practical needs of the public, 
made its author a reference source.

However, it has been the social net-
works that have taken the influencer 
phenomenon to its peak, serving as a 
professional springboard for many young 
people whose outfits, suggestions and 
purchases serve as inspiration for the rest 
(Ribeiro-Cardoso et al., 2016; Colliander & 
Marder, 2018). From a commercial point of 
view it is fully understood that the recom-
mendation from a trustworthy source is a 
decisive factor when purchasing a prod-
uct or service (Bigné, Küster,  & Hernán-
dez, 2013; Benítez-Eyzaguirre, 2016). In 
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Figure 1:	 Posts of several instagramers with the dress distributed by Lord and Taylor

Sources: @nanysklozet; @emilyanngemma; @halliedaily
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addition to this, we must add that social 
networks are not understood without in-
teraction, without the active participation 
of the recipient. This causes that the con-
sumer can assume at the same time the 
role of creator, contributing with his reac-
tions to mold the evolution of the brand 
(Castelló, 2010).

One of the first and most outstanding 
cases of influence marketing in the field 
of fashion was launched in 2015, encour-
aged by the American firm Lord and Taylor 
(image 1). This brand asked 50 leading in-
stagramers to upload a photo on the same 
day and at the same time with a particular 
dress from their new collection, making 
the garment run out after a few days. With 
this initiative, the brand achieved that the 
dress was seen by consumers as a must-
have, stimulating them to acquire it. With 
this example the industry understood that 
the capacity for conviction is powerfully 
superior if it comes from a close voice, in 
which it has trust and may have a trade-
mark despite its advertising efforts.

3	 The attractiveness of the prescriber

If there is something that characterizes all 
the influencers, it is their active presence 
in social media networks, which leads 
them not to limit their activity to only one, 
but to expand and adapt their message to 
the different platforms (Martínez & Berro-
cal, 2017). The domain and specialization 
of each one of them has derived in well-
known users like: instagramers, youtubers, 
tweeters, etc. to refer to the user generat-
ing content of each space.

Likewise, the social influencer is a 
person with a wide community of follow-
ers who trust the information provided by 
them and to whom they share common 
interests. With regard to their communica-
tion, the possibilities are very varied: from 
purely informative messages, including 
recommendations or practical advice, to 
the story of experiences, lifestyles or opin-
ions. Even the language has a wide range 
of possibilities: text, photographs, emojis, 
videos, etc. In short, what is involved is 

connecting and providing the public with 
what they are looking for.

The research carried out by Wied-
mann, Hennings and Langner (2010) 
points out the most determining qualities 
of the profiles that aspire to achieve social 
influence in the fashion sector.

›› Tuning in with users in terms of age, 
gender and location. Internet users 
tend to interact and establish social 
relationships with people with whom 
they share common characteristics.

›› Linked with fashion.
›› Specific experience and knowledge.
›› Innovative behavior. The appeal in be-

ing the first to try, go or experiment and 
then narrate it in the first person.

›› Risky. They do not fear changes and do 
not place limitations when applied to 
inflcuening themselves.

A significant percentage of the followers of 
these opinion formers are young people 
(IAB, 2016), members of the so-called Mil-
lennial Generation (Ruiz Cartagena, 2017). 
This group, born between 1981 and 2000, 
does not understand the world without In-
ternet. Moreover, the Web represents one 
of its main sources of information, in ad-
dition to being the main drivers of online 
consumption. Regarding this McCormick 
(2016) determines that the millennials as-
sociate with each product a brand (burg-
er  – McDonalds, cereals – Kellogs, luxury 
car  – Ferrari, etc.) establishing with them 
a relationship of self-representation and 
favoring that the brands become an exten-
sion of themselves.

However, as Pedro Rojas and María 
Redondo (2017) have discovered, young 
people do not talk to brands; they are 
hardly interested in interacting with them. 
Hence the need to find other mechanisms 
for companies to impact their target audi-
ences. To fill this gap, influence marketing 
has proven to be an effective and profi
table tool to generate engagement (As-
wani, Ghrera, Kar,  & Chandra, 2017; Cas-
telló & Pino, 2017). The figures support it: 
65% of fashion professionals say they have 
carried out actions or campaigns with in-
fluencers in 2016 (Launchmetrics, 2017). It 
is no coincidence that the influencer phe-
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nomenon was born in the midst of an eco-
nomic crisis, demonstrating that it obtains 
better results than traditional advertising 
and at a lower cost, without forgetting the 
possibility of brands controlling the return 
on their investment and keeping track of 
their derived sales.

4	 Plan and guide influence  
in networks

Influence marketing consists of the con-
tact and link established by a company 
with influential users of the network-blog-
gers, instagramers, youtubers, celebrities, 
etc. Previously identified to multiply the 
reach of its brand communication. Influ-
encing marketing fuses corporate commu-
nication with advertising by extracting the 
best from each one, in order to ultimately 
generate a link with the user that ends up 
making him loyal (Castelló & Pino, 2015).

In addition, this relationship sup-
poses a mutual benefit for all the parties: 
while the brand is impregnated with the 
credibility and confidence radiated by the 
prescriber, he/she sees thier work reward-
ed by strengthening his/her position and 
professional relevance since all the con-
tent, of an organic nature – and therefore, 
not paid-, together with the interaction 
of the users, contributes to improve the 
web positioning and with it its visibility. To 
achieve such optimal results, it is essen-
tial that brand and influencer share values 
and ways of doing and thus provide natu-
ralness to communication. It is about that 
the effort is channeled towards the same 
direction and contradictions do not occur.

In most of the occasions, the first en-
counter with the brand occurs when the 
company, convinced of the quality of its 
products or services, is open to impartial 
people, specialized in the sector, to prove, 
manipulate and/or experience it. It is not 
strange, therefore, that many influencers 
receive free samples or are invited to cer-
tain presentations or events in order for 
them to make a subsequent mention in 
their networks, transferring to their com-
munity of followers the experience, the 
treatment and / or the impressions experi-

enced (Venegas, 2015). The purpose is not 
only to get a comment that recommends 
the acquisition of a particular item or 
complement but to convince the opinion 
former of the benefits of the brand and, 
naturally, to become its ambassador.

The professional relationship with the 
company increases to the next level and 
adjoins the advertising when the influenc-
er agrees, in exchange for a fee, the type 
of message to be published, the bias that 
must be applied to his comment -clearly 
positive-, and the regularity; all in order to 
strengthen the attributes of the product. 
This new status suppresses the freedom  
of the influencer to make an objective 
judgment of his opinion. In this regard, 
Spanish legislation is clear: the recipient 
must have obvious signs that separate the 
informative messages from the advertis-
ers; otherwise, misleading advertising oc-
curs (General Advertising Law, 1988, Un-
fair Competition Law, 1991).

 According to Luis Díaz (2017), when 
advertising agencies contact an influencer 
to create a campaign, they are sent a brief 
in which they specify what the brand ex-
pects to obtain. Subsequently, everything 
related to the communication that the in-
fluencer must issue is agreed, including 
the characteristics of the images that will 
accompany their messages. The depth 
that can be achieved in the negotiation is 
such that it can include aspects like the ap-
plication or not of filters, the aesthetics of 
the image, the elements that have or not to 
appear or how to highlight the promoted 
product. It is usual for the brand to request 
the explicit mention of its name or the use 
of a specific hasthag in textual messages. 
To avoid misunderstandings, the brief can 
include a section called mood board with 
illustrative examples that serve as inspira-
tion to influence and ensure the harmony 
between brand and the prescriber.

5	 Methodology

If as explained, the influencer tries to 
build loyalty and expand its community 
of users through social media, this work 
aims to analyze the specific techniques 
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used by different opinion formers in fash-
ion through their respective Instagram 
accounts. For this, it has been used the 
empirical method of investigation called 
“case-study” (Yin, 2009; Stake, 1995) rec-
ommended particulary when the next 
circunstances happen; attempt to provide 
and answer for the questions “how” and 
“why”; the researcher has weak control 
over the events and when the interest is 
about a current phenomenom bound with 
the real life (Yin, 2009). This method, rein-
force the explanatory character of it versus 
the exploratory or descriptive.

The investigation focuses on the study 
about the publications and interactions 
achieved by 13 leading Spanish fashion in-
fluencers are studied from a quantitative 
and qualitative point of view. According 
to the method choosen the tecnique for 
research is the content analisys technique 
for the objective posed by its ability to 
combine observation and data produc-
tion, with its interpretation (Krippendorff, 
2004). To ensure it’s rigorness, an analysis 
template was developed that emphasizes 
both the visual and textual aspects of the 
message and the interactions received. 
The creation of this tool about collecting 
data has been base on Castelló and Pino’s 
investigation (2015); and Selva and Caro’s 
proyect (2017) and searching posts on In-
stagram. On this fase we established the 
most relevant indicators according to the 
goals and hypothesis showed at the begin-

ning of the research and the cathegories 
of the answers (close/open) that are ex-
plained next. 

The template was composed of four 
sections:

›› Composition: It is derived from the ele-
ment the publication is articulated and 
include three variables: a) type of pho-
tography: unpublished, image of file, gif 
or video; b) at what time of the day the 
user used Instagram: in the morning, in 
the afternoon or at night; and c) the day 
of the week.

›› Repercussion: In this section we mea-
sure the impact made by each publica-
tion and record a) the number of likes 
and b) the number of comments re-
ceived in the first 24 hours is quantified.

›› Visual content: Describes the elements 
that are represented and clarifies how 
they were captured. In this section, 
there are nine variables: a) the influ-
encer is identified in terms of presence 
or absence; b) the condition of the pre-
senter: person, object or landscape; c) 
the type of plan used: general, medium, 
selfie, American or detail plan. Next, ex-
plain the implications that this type of 
plane entails; d) how the image is cap-
tured: spontaneously or with prepara-
tion; e) what the scene reflects: personal 
moment, state of mind or profession-
al life; f ) esthetic: if the composition 
is careful or careless; g) if commercial 
brands appear explicitly and which are 

Table 1:	 Main features of the fashion influencers analyzed

Gender Name Profile Followers Agency Publications issued/
analyzed

Female María Turiel @meryturiel 391 000 Go Talents 47/14
Female Inés Arroyo @ines_arroyo 342 000 Okiko Talents 22/9
Female María Valdés @marvaldel 263 000 Go Talents 33/7
Male Luis J. García @lewisonn 224 000 Influence Code 5/3
Female Marta Soriano @msorianob 145 000 Go Talents 34/10
Male Alejandro More @alejandrojamo 135 000 Influence Code 12/1
Female Adriana Boho @adrianaboho 115 000 Influgency 31/7
Female Marta Vidaurreta @martavidaurreta 108 000 Go Talents 19/4
Male Aarón Fernández @aaronfernandezmoda 74 100 Hamelin 16/5
Female Sara Domenech @saraemdi 73 400 Influgency 31/6
Male Miguel Carrizo @miguelcarrizo 39 500 Okiko Talents 37/7
Male Gaby Rope @gabyrope 31 700 Influgency 5/1
Male Fernando Montoya @montoya_nando 28 500 Influgency 18/3
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mentioned; h) if labels are integrated 
within the image and of what type; and 
i) it is verified if there is explicit allusion 
to the location and which are the most 
repeated.

›› Textual content: This category monitors 
the text with five factors: a) the lan-
guage(s) used is indicated; b) if emojis 
appear in the configuration of the text 
message and c) if there is mention of 
other profiles and what percentage cor-
responds to brands and which to peo-
ple; d) quantification and classification 
of the semantics of the hashtags are 
quantified and classified and e) checks 
if the commercial collaborations be-
tween brand and influencer are clearly 
expressed.

Finally, and valuing the message as a 
whole (image plus text), intentionality is 
specified.

To carry out the selection of the in-
fluencers, three aspects were taken into 
account: 1. Membership in an influenc-
er agency in Spain 2. Direct and tangible 
link with the fashion sphere 3. The volume 
of their digital community. The selected 
sample included the two genders: women 
(54%) and men (46%) with a non-parity 
percentage since the presence of women 
in the field of fashion prescription is con-
siderably higher. In spite of everything, it 
is observed that the incorporation of the 
male gender is progressive. This situation 
motivates that our study, among other is-
sues, is interested in recognizing if there 
are strategies of differentiated influence 
between men and women to connect with 
the community of followers.

As shown in Table 1, the final sample 
was constructed as follows:

The study of the profiles took place 
in the month of April of 2017, analyzing 
in detail all the messages published along 
seven non-correlative and random days. 
To guarantee these premises and, in addi-
tion, to avoid coincidences on the day of 
the week, the selection of the multiples of 
four days was adopted as a criterion. Con-
sequently, the dates in which the corpus 
of analysis was collected were the follow-
ing: April  4 (Tuesday), April  8 (Saturday), 

April  12 (Wednesday), April 16 (Sunday), 
April  20 (Thursday), April  24 (Monday) 
and April 28 (Friday).

From a total of 311 publications is-
sued by the 13 specialists in April 2017, the 
study corpus was composed of 77  mes-
sages whose impact  – number of com-
ments – was recorded 24 hours after being 
published through screenshots. Reassur-
ing the reliability of the inter-encoders a 
book about codes has been designed and 
a preliminary test was done for the mea-
surement of the matches.

6	 Results

From a quantitative point of view, it is ob-
served that the influencers with the most 
followers were those who published most 
of the messages, although it is necessary 
to clarify that the volume of activity was 
much higher  – almost double  – in the 
profiles of women than men. For them, 
the average relative to the entire month 
was 31 entries – one per day – while they 
published 16 messages per month, which 
represents approximately one publication 
every two days.

The messages, in 98.7% of the cases, 
were configured by unpublished images, 
which means prioritizing the photogra-
phy and the personal style of each author, 
but at the same time, relegating the ex-
perimentation to the rest of the available 
formats such as videos, gifs or memes, of 
great social acceptance. Fashion experts 
choose Sundays and the night time slot as 
the preferred time to upload content.

With regard to the scope achieved by 
each publication, although it is true that it 
is not possible to indicate the number of 
visualizations obtained, it has been possi-
ble to record the number of likes that each 
message reached in the first 24  hours, 
confirming that it was not only seen but it 
was enough of the follower’s liking to de-
serve the gesture of clicking on I like it. The 
77 publications received a total of 580 503 
compliance samples, with @meryturiel 
being the most acclaimed by far.
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6.1	 Visual aspects
As for the photographs  – the central core 
of the Instagram message  – the influenc-
er appears in nine out of ten images. Data 
that goes down slightly if we only look at 
the male profiles (85%). In addition, the 
prescribers studied appear as absolute 
protagonists of the image in 88% of cases. 
In the other situations, either they share 
the protagonism or it falls entirely in a 
landscape or an object. For the latter, the 
most common are the fashion accessories: 
wristwatch or sunglasses. In the images 
in which the influencer was absent, val-
ues such as relaxation and calm applied 
to places or landscapes and qualities such 
as elegance and comfort for objects were 
promoted.

The type of plan most commonly used 
is the general one, identified in half of the 
images and aimed at showing the full-bod-
ied influencers, allowing them to show 
their complete looks. In 21%, the plan is 
of medium type, one of the most used in 
fashion photography because it discovers 
up to the waist, allowing seeing the face up 
close and the upper garment that is worn. 
In the same proportion (21%) you opt for 
the American level that lets you perceive 
up to your knees, so it is a good option 
when you want to give importance to ac-
cessories such as bags or backpacks. Self-
ies (self-portraits) only appear in 3% of the 
images. This format, which only has room 
for the representation of the face, barely 
allows the display of clothes or accessories 

Table 2:	 Composition of the title according to the gender of the profile

Title Female profiles Male profiles

Entirely in Spanish 48.2% 50%
With some expressions in English 5.4% 5%
Entirely in English 34.0% 20%
In Spanish and English 0.0% 25%
Composed only of emoji(s) 12.5% 0%
Composed of text and emoticon(s) 78.6% 70%
Includes hashtags 46.4% 90%

Figure 2:	 Photography with labels that identify brands

Source:https://www.instagram.com/p/BS8ob9hjsKc/?hl=es&taken-by=adrianaboho

https://www.instagram.com/p/BS8ob9hjsKc/?hl=es&taken-by=adrianaboho
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Figure 3:	 Publication that reinforces the location

Source: https://www.instagram.com/p/BTWTLy9F-bN/?hl=es&taken-by=montoya_nando]

Figure 4:	 Repeated mention to a brand that suggests a professional relationship  
between the parties

Source: https://www.instagram.com/p/BSy2VxRACzG/

https://www.instagram.com/p/BTWTLy9F-bN/%3Fhl%3Des%26taken-by%3Dmontoya_nando%5D
https://www.instagram.com/p/BSy2VxRACzG
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so their use is very residual. The remaining 
4% corresponds to the detail plan used ex-
clusively to show specific objects such as 
watches or bracelets worn by them.

A feature present in all images, re-
gardless of the gender of its creator, is its 
evident prior preparation. With the aim of 
not diverting the Internet user’s attention, 
a good part of the photographs are made 
on basic backgrounds  – generally walls 
or doors  – concentrating the interest in 
the influencer’s outfit. His position tries 
to convey spontaneity and naturalness, 
although nothing that appears is casual. 
In spite of everything, and with a clear in-
tention to connect with the followers, dai-
ly and simple situations are staged, linked 
with the day to day of the young people as 
an excuse to show what clothes they wear.

Women’s profiles abound with pho-
tographs that capture personal moments 
such as makeup, walking or enjoying a 
drink. The simulated movement of arms 
or legs and above all, orienting the gaze to-
wards the horizon transmits the sensation 
of having been captured in full action. In 
the case of men, the pose is more evident 
by directing his gaze towards the objective 
of the camera.

The fact that all the instagramers ana-
lyzed are part of a specialized advertising 
agency allows to deduce that they are in-
terested in the promotion of brands. While 
it is true that we can not ensure that at the 
time of the analysis the influencer received 
a financial consideration for it, it is no-
ticed that most of the publications (82%), 
in addition to exhibiting clothes, fashion 
accessories or physical spaces, they name 
brands through labels inside the image, to 
reinforce the message and eliminate any 
type of doubt about the origin (image 2). It 
must be recognized that if it does not do so, 
only in 18% of the cases would it be possi-
ble to recognize who markets the product 
exhibited through the identification of the 
isotype, isologo or imagotype representa-
tive. For example, the appearance of a polo 
shirt with a crocodile to automatically as-
sociate that garment belongs to the firm 
Lacoste. Therefore, it is observed that most 
of the influencers, both men and women, 

perform a double promotion: visual and 
textual.

In spite of everything, if there is a com-
mon pattern in both genres, it is the care 
for the staging of their images, even when 
they do not appear, which is manifested 
especially in the placement and order of 
the elements and in the chromatic har-
mony, being able to get to see images that 
stand out for their artistic quality.

6.2	 Textual aspects
Although Instagram is an eminently visual 
social network, it admits spaces for writ-
ing, such as the title of the publication, 
photography labels and comments.

All publications had their own title: Near-
ly half (49.1%) written entirely in Span-
ish while 5.2% also incorporated some 
Anglo-Saxon expression throughout the 
message. 27% was written entirely in En-
glish and 12.2% in both languages, circum-
stance, the latter, only present in profiles 
managed by men (table 2). In any case, the 
appearance of a second language gives the 
profile a more professional and accessible 
image. In the remaining 6.3%, and pres-
ent only in the profile of women, the title 
was composed only by icons. Despite this, 
it is observed that emojis are a common 
resource used by influencers of both gen-
ders, since in 76.3% of the messages the 
presence of at least one is appreciated.

Another valuable resource that Insta-
gram admits in the titles of the publica-
tions is to mention another profile – value 
as an example: “Thank you very much to @
Converse for these shoes”  – which allows 
the user to be redirected to a new space. 
It is observed that male profiles are more 
inclined to use it, since it is present in nine 
out of ten publications, while in women 
we only find the reference to another ac-
count in half of the messages. This feature 
is used by fashion influencers to redirect 
commercial brands and, to a lesser extent, 
personal profiles.

An equally uneven use presents the 
mention of the location from which the 
photograph was taken. This information is 
located in the header, next to the name of 
the author of the publication and is visible 
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in the case of boys in 80% of their entries, 
while in the case of girls it does not exceed 
18.2%. For the latter, it is evident that the 
physical space is an accessory element al-
though when it is insinuated it is always to 
praise it explicitly. Positive bias that also 
translate male profiles. Circumstance that 
is one more indication to suppose that 
a professional relationship has been es-
tablished. For example, the photo session 
done by @montoya_nando in the Forecast 
clothing store.

With regard to intentionality, and tak-
ing as a reference the message as a whole, 
it is observed that the objective of 80% of 
the publications of male influencers and 
49% of female publications is to explicit-
ly promote a garment, a fashion space or 
a product. The way of proceeding in this 
situation is quite similar in both genders: 
the article or physical space appears in 
the image monopolizing the maximum at-
tention while the text does not skimp on 
flattery including, in addition, the direct 
mention to the brand by hashtags and / or 
your Instagram account (image 4). In these 
cases, those closest to the professional link 
between influencer and brand, there were 
no explicit signs that confirmed a possible 
paid collaboration between the two par-
ties. Fact that if proved would be in contra-
vention of Spanish law.

The rest of publications – 20% for men 
and 51% for women influencers – aims to 
maintain the link with their community 
of followers by showing their day to day. 
This circumstance serves as an excuse to 
describe their outfits and detail, usually 
through labels, the clothes they carry. In 
this category there is also room for advice, 
recommendations or draws: technique 
that allows to quickly increase the num-
ber of followers and the visibility achieved, 
since, generally, it requires participants to 
upload an image and label the product.

Seen all this, we can identify that most 
of the entries published by the influencers 
on their Instagram profile have a com-
mercial objective aimed at promoting 
and improving the image of products and 
brands linked to the field of fashion and / 
or beauty mainly, although there are also 

examples linked to leisure, gastronomy 
and tourism.

7	 Conclusions

With the aim of delving into the figure of 
the fashion influencer, this research ana-
lyzes the communication resources used 
by the main Spanish fashion prescribers 
on Instagram, paying special attention to 
their use of the image and the text. Like-
wise, it is investigated in the possible dif-
ferences between genres and in the ful-
fillment of the law in matter of Publicity, 
verifying if the messages include any kind 
of elements that distinguish the commer-
cial publications – the previously agreed – , 
of the free and autonomous recommenda-
tions of their authors.

The careful observation of the publica-
tions of 13 influencers concludes that none 
of them specified explicitly having a pro-
fessional relationship with a brand despite 
identifying behaviours such as the follow-
ing, which, although they are not unequiv-
ocal proof of cooperation, do represent 
a sign: constant compliments, repeated 
reference to specific brands and their In-
stagram profiles, and use of hashtags that 
either explicitly contained the name of the 
same brand or had been created by them 
following the slogan of their last campaign. 
It was observed that all these procedures 
converged in the same message in 80% of 
the male publications, while the female in-
fluencers were more subtle combining the 
most commercial intentionality with the 
care of their community of followers⸺pre-
sent in 51% of the publications. Purpose, 
the latter, which materialized through the 
detailed description of their outfits; the of-
fer of suggestions or advice; or with the an-
nouncement of discounts and promotions 
in certain brands.

They were more prolific during the 
month analyzed  – they published about 
twice as many messages as their male col-
leagues – and less interested in identifying 
the geographical space from which the 
photographs were taken. Despite these 
differences, very similar behaviors were 
identified in both relative genders: the 
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concern for the aesthetics of the images 
and their framing, the prominence of the 
influencer and their constant presence; 
and the preference for the Castilian lan-
guage to express themselves.

The data collected leads to conclude 
that the predominant purpose of the pub-
lications that appear on Instagram by the 
main fashion influencers in Spain is to 
promote: publicize and / or improve the 
image, mainly of clothing, products or 
fashion accessories by who say they feel 
sympathy and affinity. The question that 
remains in the air is whether, at some 
point, the publications were guided by a 
prior commercial agreement, because as 
indicated, there is no clear communica-
tion on the part of the influencers despite 
the evidence found. This situation pre-
vents us from assuring with forcefulness 
that the law has been broken, which en-
courages us even more to continue delving 
into the subject.
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