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Hospitality Brands Employing Brand Iden.ty through Instagram: 

 

ABSTRACT 

 

Tradi'onally, branding has always been used as differen'ator by companies who strategically 

posi'on their products or services by associa'ng unique a;ributes to them. This enables brands to 

concur desired associa'ons that they intend to the consumers when they interact with them. 

Hospitality is emerging as one of the leaders within the service sector and are recognizing the 

significance of having a dis'nct iden'ty that resonates with their immediate and long-term goals. 

Today, social media purveys brands with tools that expand the extent of rela'onships between a 

brand and a consumer, from simply a consumer-service communica'on dynamic towards drawing 

emo'onal associa'ons between guests and the hotel. On that note, this study seeks to observe how 

brand iden'ty is employed on Instagram in a heavily saturated market such as the hospitality sector, 

by centring the study on Ci'zenM. Ci'zenM posi'ons itself as a disrupter in the hospitality sector, 

which is saturated with tradi'onal hotels, and sets forth a persona that is young, bold and one-of-a-

kind. Using Kapferer’s Brand Iden'ty Prism as the grounding framework, the study implements 

thema'c analysis to iden'fy recurring pa;erns to learn more about the research topic, conducted 

over two dis'nct datasets- expert interviews, conducted with employees within the Brand Team at 

the company, and 150 Instagram reels, sourced from the official Instagram page of Ci'zenM. The 

study primarily employed three components from Kapferer’s prism: ‘personality’, ‘culture’, ‘self-

image’- to formulate guiding sub-ques'ons to answer the main research ques'on while embedding 

the remaining three components within the conceptualiza'on of the categories of sub-ques'ons 

themselves.  Subsequently, five Major themes appeared upon conduc'ng thema'c analysis, namely: 

‘Brand Communica'on Strategy’, ‘Brand Personality’, ‘Culture and Values rooted in iden'ty’, 

‘Instagram Affordances for brand communica'ons’, and ‘Intended Consumer Mindset’. Furthermore, 

the research contributes to scien'fic research within the fields of branding, brand iden'ty, social 

media communica'on, and hospitality. Simultaneously, providing significant observa'ons per'nent 

for hospitality brands seeking to establish authen'c and experien'al iden''es by leveraging the 

affordances of Instagram. 

 

KEYWORDS: Brand Iden'ty, Instagram, Hospitality, Brand Communica'on, Kapferer’s Brand Iden'ty 

Prism 

Word count: 19,024 
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1. Introduc4on 
 

Branding stemmed from the fundamental desire of humans to become either a valuable addi.on 

to an exis.ng community of people driven by set ideologies or emerge with a dis.nct persona that 

stands out from the crowd (Bastos & Levy, 2012, p.3). From a tradi.onal perspec.ve, branding has 

been used as a point of differen.a.on within the market where companies strategically posi.on 

their products or services by associa.ng explicit characteris.cs with the brand, and cura.ng a unique 

and prolonged rela.onship with their intended consumers (Baker, 1996; Cooke, 1996, as cited in 

Simmons, 2007, p.3). These abili.es have enabled brands to s.mulate desired associa.ons within 

the consumers’ minds while engaging with the products, making the interac.ons relatable, 

memorable, and efficient in consumer decision-making processes, which has been streamlined with 

the advent of novel technologies such as the internet (Simmons, 2007, p.4). Brands u.lizing digital 

spaces and the internet have rela.vely shaped how audiences familiarize themselves with the brand, 

giving them autonomy on percep.on of brand communica.on online and driving brand strategies 

through access to their behavioural preferences online; on the other hand, facilita.ng brands to 

educate themselves on relevant social channels that align with their long-term strategies, as well as 

cura.ng a consistent user-experience by replica.ng the intended brand image online (Rowley, 2004, 

p.132-136).  

Aaker (1992, as cited in Silveira et al., 2013, p.29) characterized brand iden.ty with two essen.al 

traits: first, a collec.on of pre-determined associa.ons to the brand that are constructed by the 

company themselves and are meant to perpetuate throughout the brand’s lifespan; and second, a 

mechanism that steers the brand in the direc.on of its current and long-term goals as a company. As 

addressed by Mar.nez (2011, as cited in Veríssimo et al., 2015, p.26), social media has proven to be 

instrumental in drawing a sen.mental affilia.on between brands and consumers in the hospitality 

industry, where the internet is referred to as a tes.monial of an an.cipated experience of a brand. 

Based on this, the research examines the hotel industry to navigate how brand iden.ty is employed 

on key social media channels, exclusively Instagram which has been selected due to its significance as 

a visual plaform with interac.ve features that fosters connec.vity not only amongst followers 

themselves but also with brands, with access to a wide demographic of users (Laestadius, 2016a, 

n.p.). Following this idea, this research aims to inves.gate the construc.on of brand iden..es on 

social media and strategies employed to communicate the intended narra.ve to the targeted 

audience through the main research ques.on: How does Ci'zenM employ brand iden'ty on 

Instagram?. 

Previous research within the tourism and hospitality industry suggests that the experience 

marketed to consumers is not simply limited to physical encounters or interac.ons with the brand, 
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but also involves a complete cogni.ve journey that includes mul.faceted layers of engagement that 

influence the consumer journey (Mossberg, 2007 as cited in Veríssimo et al., 2015, p.23). In a highly 

compe..ve market such as the hospitality sector, where each hotel is looking for a window to 

posi.on itself as a product designed to cater to the specific needs of consumers, a strong brand 

cons.tutes high-end solu.ons to consumer needs through an eminent product range, and craiing a 

brand image that resembles with the consumers and encourages them to be loyal long-term 

(Demirçiiçi & Kızılırmak, 2016, n.p.). By virtue of social networking channels today, hotels are able 

establish with poten.al consumers despite geographic limita.ons at half the price compared to 

conven.onal communica.on tools, as well as leverage plaform affordances to generate brand 

awareness and brand associa.ons that translate through consumer reten.on and engagement (Su et 

al., 2015; Hoffman and Fodor, 2010, as cited in Garrido-Moreno et al., 2018, p.97). Amongst the wide 

variety of social networking tools, this research opted to focus on Instagram as a tool for employing 

brand iden.ty strategies by hotels. This is because, beyond Instagram’s popularity due to richness in 

visual affordances, brands choose to create digital personas on this social media tool due to its highly 

promo.onal nature as well as the possibility to build brand communi.es including that build and 

reinforce rela.onships with consumers by communica.ng brand narra.ves that consumers resonate 

or associate with (Ramle, 2019, p.4-5). Addi.onally, the study also incorporated observa.ons 

gathered from 3 expert interviews of employees working within Brand and Social media at Ci.zenM 

in order to understand the complexi.es of brand iden.ty and how the organiza.on communicates 

them through their content on Instagram. 

This study will be conducted on Ci.zenM, a chain of bou.que hotels that has received 

recogni.on for their ability to iden.fy and tame conven.onal obstruc.ons to provide efficient 

services while ensuring customized experiences to their clients (Lillis, 2014 p.167). Buhagiar et al., 

(2023, p.208) addressed that the emergence of bou.que hotels dates back to the 1980’s, as a 

strategic standardiza.on ini.a.ve made by luxury accommoda.on industry with well-defined 

dis.nguishing characteris.cs such as: discreet design philosophy, service environments and an 

unconven.onal iden.ty that stands out compared to tradi.onal hotels. Furthermore, the concept of 

bou.que hotels also dwells on exhibi.ng an environment that resonates with ‘home’, which is 

no.ceable through the integra.on of local or cultural elements along with high-end technology 

(Loureiro et al., 2019, p.46). The study will inves.gate how the official Instagram page of Ci.zenM 

reflects these aoributes, observing the interplay of components such as the standardized design, art 

and bold personality which the brand advocates for, across their Instagram profile. This research 

therefore aims to explore how Ci.zenM communicates its brand iden.ty through Instagram. 
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1.1 Research Ques4ons: 

 Hence, as addressed before, the main research ques.on guiding this research is: How does 

Ci'zenM employ brand iden'ty on Instagram? The main research ques.on is further guided by 

addi.onal sub-ques.ons that have been derived from Kapferer’s brand iden.ty prism, which will 

form the basis of theore.cal explora.ons for this research: 

1. How does personality play a role in brand iden'ty? 

2. How does culture play a role in brand iden'ty? 

3. How does self-image play a role in brand iden'ty? 

 

As briefly addressed before, the sub-ques.ons were derived from Kapferer’s brand iden.ty 

prism, which lays an emphasis on six essen.al elements that cons.tute a brand’s iden.ty, namely: 

physique, personality, culture, rela.onship, reflec.on, and self-image (Anderson, 2010).  However 

due to the limited .me-frame and word count constraints this study primary focuses on three 

components: personality, culture and self-image. The remaining three elements- physique, 

rela.onship and reflec.on- were integrated with the sub-ques.ons as well as within the interview 

guide, and will be addressed later in the study.  

The first sub-ques.on aims to interpret cogni.ve aoributes or associa.ons that characterize a 

brand, such as addressing human-like features that a brand embodies and mimics (Kapferer, 2008, 

p.184). This includes elements such as humour, wit, and a brand’s tone.  

The second sub-ques.on aims to interpret the brand’s core principles not only from an 

aspira.onal or organiza.onal perspec.ve, but also as a differen.ator amongst its fellow hotels 

(Mahdi et al., 2015, p.115). This includes elements such as inclusivity, diversity, art, and lifestyle.  

The final sub-ques.on aims to inves.gate how consumers see themselves when associa.ng or 

interac.ng with the brand, and how this knowledge is u.lized by Ci.zenM to scru.nize itself and 

their offerings (Mahdi et al., 2015, p.115).  

This study will be conducted using qualita.ve methodology due to its compa.bility with 

observing underlying meanings, no.ons and beliefs within texts as well as images (Brennen, 2021, 

p.14). Furthermore, thema.c analysis will be implemented to observe, inspect and inves.gate 

recurring themes within the dataset (Braun & Clarke, 2006, p.79). In this regard, 3 expert interviews 

conducted with professionals working in the Brand and Social media team at Ci.zenM, as well as 150 

Instagram reels were taken into observa.on.  

 

1.2 Scien4fic and Social Relevance: 
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As Simmons (2007, n.p.) suggests that understanding the psychology of consumers during 

engagement and decision-making processes, fostering and maintaining rela.onships with them is key 

for the successful brands. Antwi and Adjei Oppong, (2021, p.9) discuss the increased use of social 

media plaforms by corporates to adver.se their offerings through strategic communica.on directed 

towards specified audiences, further examining exis.ng research on client percep.on and 

cognizance. Branding in a digital spectrum enables brands to not simply perpetuate themselves and 

their consumers, but also equip the consumers themselves to freely discuss their mo.va.ons, 

experience, and views regarding brands (Heweo et al. 2016; as cited in Ranfagni & Rosa., 2023, 

p.215). Within the hospitality and tourism sector, varied studies in maintaining the image of the 

brand on one hand, and impact of  posi.ve or nega.ve reviews  has been examined previously. 

However, there is a gap in studies which explore how hospitality companies, specifically hotels 

integrate branding strategies to set forth their iden..es online. Most of the research touches upon 

the significance of recognizing a brand’s iden.ty in order to create avenues of differen.a.on 

amongst hotels  (Mohammed et al., 2016; da Silveira et al., 2013 as cited in Fan et al., 2022, p.1273). 

However, not much research has been conducted beyond the role the employees in cocrea.ng a 

hotel’s brand iden.ty on one hand, and the increased use of Instagram in digital marke.ng studies 

where hoteliers use this knowledge to leverage consumer engagement (Silva et al., 2024, p.392; 

Chung & Byrom, 2020, p.77). Limited research has been conducted to analyse how to integrate and 

consistently communicate a brand’s iden.ty through social networking plaforms, such as Instagram 

(Syahputri et al., 2024, n.p.; Pitanatri et al., 2024, n.p.). And this is exactly the avenue this research 

aims to inves.gate. 

This research is socially relevant as well, and the knowledge gained from this research can be 

applied in the tourism and hospitality sectors in par.cular. With a profound emphasis on building 

quality products in the hospitality sector, a strong brand iden.ty has played a transforma.ve role for 

companies to make a mark in the industry; several studies have proven the correla.on between 

building a strong brand and genera.ng a profitable model for hotels (Aaker et al. 2000; Berry, 2000; 

Gardini, 2015 p 248). Furthermore, hospitality is one of the leaders within the service sector 

(Kunwar, 2017, p. 59) and research within this field will provide brands within the industry at large to 

understand the nature of tangible and intangible associa.ons consumers make with brands, and 

leverage them. This study will provide opportuni.es to explore an adept understanding of lifestyle 

brands such as Ci.zenM in fostering a global culture through storytelling through Instagram.  
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2. Theore4cal Framework  
 

This sec.on lays the framework of key concepts and theories that will help answer the research 

ques.on: How does Ci'zenM employ brand iden'ty on Instagram? First, the relevance of brand 

iden.ty, par.cularly in the hospitality sector, will be addressed. This sec.on will also discuss the 

relevance of social media, par.cularly Instagram as a tool that aids how they communicate their 

brand iden.ty on the plaform. Secondly, the brand iden.ty Prism by Kapferer will be broken down 

and discussed within the context of social media. Lastly, the final sec.on will provide an overview of 

Ci.zenM’s brand iden.ty on Instagram to create a deeper understanding of their exis.ng brand 

iden.ty strategies with reference to Kapferer’s prism. 

 

2.1 Brand Iden4ty within the hospitality sector 

2.1.1  Brand and Brand Iden.ty 

 In order to answer the main research ques.on that seeks to understand how Ci.zenM builds 

its brand iden.ty on social media, it is essen.al to understand what brand iden.ty is, star.ng with 

the true essence of a brand. Brands are created aier extensive scru.ny of demand within 

demographics of interest and analysing the dis.nctness of the product meant to fulfil the iden.fied 

need in the market (Maurya & Mishra, 2012, p.1). Ghodeswar (2008, N.P.) confers that a brand 

encompasses several defining elements such as a logo, a colour paleoe, as well as its packaging that 

establish a unique posi.oning for the brand against its compe.tors; this aids brands to curate an 

iden.ty which consumers can recall with ease. Brands are impalpable, but they become a crucial 

asset for companies as consumers develop a connec.on with them, not simply because of the 

products, but based on claimed assurances, uniformity and the ability to fulfil expecta.ons (Davis, 

2000, p.1). Aaker (2012) addresses that the ability to recall a brand indicates a probability of a former 

interac.on between the brand and the consumer, giving them a compe..ve advantage in decision-

making scenarios where the consumer is exposed to two choices- a familiar brand and a novel 

brand.  

Kuhn et al., (2008, p. 41,42) build on Keller’s (1993) percep.on of brand equity, which 

materializes once consumers have developed posi.ve correla.ons with the brand; to achieve this, 

brands need to construct an iden.ty that me.culously posi.ons products specific to the brand in 

correla.on with an established need. A consumer tends to lean more towards brands that 

demonstrate personality traits similar to themselves; therefore, brands oien characterise 

themselves with human-like features that make them unique and authen.c (Aaker, 1997). Lassar et 

al., (1995, as cited in Zhang, 2015, p.3) endorses key factors that brands can take into account to gain 

the trust of their consumers- ensuring func.onality, emo.onal associa.ons with the brand and what 
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it communicates, establishing reliability amongst the brand and the consumers, and the social 

iden.ty that the consumers affiliate with on buying products from this brand. While it is essen.al for 

brands to take into account how a brand is perceived, the image of a brand does not fully define the 

iden.ty as well (Chung & Byrom, 2020). 

The concept of brand iden.ty branches out of how a company perceives its own aoributes 

and strategically communicates the same to its target audience (Nandan, 2004, p. 265). Brand 

iden.ty is a cluster of alliances that are conceptualised and maintained by the brand that abides by 

cardinal standards such as: (a) a durable communica.on strategy that does not simply aim to inform 

regarding the brand but foster a connec.on with the clientele, (b) adaptable when there is a need of 

modifica.ons, and (c) the con.nued ability to retain the need of the product pertaining to the brand 

(Aaker, 2003; Grundey, 2002, as cited in Janonis et al., 2007, p.70). However, in contrast to a brand, 

which is intangible, the cons.tuents of brand iden.ty can be experienced through our senses 

(Wheeler, 2017). Jain (2017, p. 2) discusses brand iden.ty as a classifica.on of elements that convey 

the morals, goals and personality of a brand; this is achieved when brands establish components 

unique to them such as logos, use of icons or symbols that visually dis.nguishes the brand from 

others, as well as taglines that represent the brand. Furthermore, according to Nandan (2004, p. 266) 

brand iden.ty could also be a byproduct of conceptual values that are derived from the products 

that the brand aims to sell to the consumer, the success of which mainly revolves around 3 concepts- 

first that serves needs on the surface level, emblema.c needs that aims to bring the consumer closer 

to their desired vision of themselves, and finally, triggering an intrinsic desire of consump.on that 

brands gra.fy through a curated experience. 

 

2.1.2  Rise of Hospitality Industry and Brand Iden.ty 

 Hospitality has emerged amongst the leading benefactors in the service industry, where the 

narra.ve is no longer limited to a service which simply accommodates guests with a place to stay, 

but also covers emo.onal associa.ons between guests, the hotel and the employees represen.ng 

them (Ooenbacher et al., 2009 as cited in Kunwar, 2017, p. 59). Harvey (2007, p.190, 192) observed 

the systema.c rise of travel and tourism since 2006 with a growing genera.on of aspiring travellers, 

simultaneously reinforcing the need for hotels to create and uphold a strong iden.ty that resonates 

with their guests. Djordjevic and Jankovic (2015) discuss the impact of novel technologies on the 

hotel industry, and how guests interact with them, further influencing the branding of hotels and 

what it translates to the consumers. Furthermore, Chung and Byrom’s (2020, p. 77) take on branding 

involves the exchange of informa.on and values across the organiza.on and highlights a pre-exis.ng 

gap in studying the co-crea.on of internal branding by the employees of the company as well. 
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Therefore as King (2017, p.115) righfully addresses, having a dis.nct brand and iden.ty is no longer 

a tool to gain a compe..ve edge alone, but also facilitates conclusions regarding func.onali.es of 

the brands and how the products are marketed.  

 The concept of brand iden.ty cons.tutes several defining elements that make brands 

dis.nct. The hospitality sector views brand iden.ty as mul.faceted, comprising palpable as well as 

impalpable components that work hand-in-hand, and keep evolving based on proposi.ons made by 

stakeholders (Mohammed et al., 2016; da Silveira et al., 2013 as cited in Fan et al., 2022, p.1273). 

Chung and Byrom (2020, p. 75) address the cons.tuents of brand iden.ty, which exhibit the long-

term goals of the company, as well as what it stands for through three dimensions: tac.cal, sensory, 

and managerial iden.ty. Developing a blueprint is among the ini.al steps to create an iden.ty for a 

brand, where the company decides on collec.ve short-term and long-term goals, defines its target 

audience, and agrees on specified cultural principles (Abrao & Kleyn, 2012; Kapferer, 2012; Suva.js 

et al, 2012; Tourky et al., 2020 as cited in Chung and Byrom, 2020, p.75). Next, the sensory elements 

are set up which include five essen.al elements that mimic our sensory experiences- taste, hearing, 

touch, sight, and smell- which aid consumers in the recollec.on of experiences in the future (Elder 

and Krishna, 2012; as cited in Fong et al., 2022, p.2917). The one that resonates with consumers the 

most amongst all sensory elements is visual iden.ty, comprising graphic elements such as logos, 

icons or taglines exclusive to the brand as a defining characteris.c (Abrao & Kleyn, 2012, p. 1051). 

This is par.cularly relevant in the case of hotels where brand iden.ty is illustrated through 

discernible aspects such as commodi.es or physical features (Kapferer, 2004; as cited in Fan et al., 

2022, p.1274). Finally, a fundamental facet within brands is organiza.onal iden.ty, which cons.tutes 

self-reflec.on to dive deeper and dwell on what the brand stands for and how it defines itself; this 

also comprises the possibility to be modified by the evolving expecta.ons of internal stakeholders 

(Albert & Wheoen, 1985; Gioa et al., 2010; Schultz, 2016 as cited in Pon.ng, 2019, p.8). 

 While brand iden.ty itself plays a role in genera.ng awareness around a brand, it also aids 

firms within the hotel sector, to leverage the unique value that a brand upholds to their consumers, 

in a highly saturated market (Demirçiiçi et al., 2016, p.51). Studies indicate that hotels have been 

differen.ated from their compe.tors majorly through an economic perspec.ve, not taking into 

considera.on any figura.ve dissimilari.es that accelerates one’s awareness over the others in the 

market (O’Neill et al., 2006; Wang et al., 2015; Li et al., 2014 as cited in Su and Reynolds, 2019, 

p.1802). In order to emerge as a successful brand with a reminiscent iden.ty, it is essen.al for brands 

to create avenues of differen.a.on by inves.ng in genera.ng brand equity, by ac.vely working 

towards building a durable cognizance and persona (Cai & Hobson, 2004,  p. 2).  
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 To dive further into the adapta.on of brand iden.ty and integra.on of its elements within 

the hotel sector, Ci.zenM has been taken as case study for this research. Ci.zenM advocates itself as 

a dissident of the tradi.onal hotel models, posi.oning the concept of ‘affordable luxury’ at the 

forefront of their iden.ty, to bridge aspiring youthful travellers with comfort and luxury even when 

far from home (Stombelli,2020 p.529). Affordable luxury within this context refers to brands that 

associate two dis.nct needs of the consumer: the need for an economical range to buy the products 

on one hand, and access to premium quality and experience on the other hand- which gives brands 

access to a pool of clientele which is rela.vely bigger than high-end market alone (Lo & Yeung, 2019, 

p. 248). Ci.zenM presents itself as a bold, expressive brand which aims to provide products and 

services that cater to the needs of their primary target audience- the mobile travellers (Ci.zenM, 

2025). With their clear stance in comparison to tradi.onal hotels, Ci.zenM fits into the bou.que 

hotels category which aims to market an experience through limited rooms, mimicking the essence 

of a personal and close-to-home space,  and a substan.al emphasis on interior design as a 

dis.nguishing feature (Jones et al., 2013 p.716-717). Therefore, this research aims to draw 

conclusions regarding how hospitality companies such as Ci.zenM employ branding strategies to 

create a strong brand iden.ty. In the next sec.on of the framework, the research will navigate the 

role of social media in establishing iden..es for hospitality brands such as Ci.zenM, and how these 

affordances can be leveraged to communicate a brand’s iden.ty. 

 

2.2 The Role of Social Media in Shaping Brand Iden4ty 

2.2.1  Social Media Affordances and Brand Communica.on 

Social media creates opportuni.es for brands to market themselves in ways that were unaoainable 

through tradi.onal marke.ng strategies. According to data gathered by Monica and Balaş (2014, 

n.p.), social media yields possibili.es to collect informa.on about their audience and make more 

linear marke.ng strategies that target them, as well as generate awareness, build integrity, establish 

a compelling online iden.ty that speaks to their clientele, while also genera.ng revenue. The 

incep.on of ‘affordances’ within the social media spectrum has paved the way for interac.ons 

between brands and consumers, without essen.ally influencing the course of behaviours (Ronzhyn 

et al., 2022,  p.3175). However, it is impera.ve to note that affordances are not indica.ve of the 

elements of the technology itself, but the concept itself explains the poten.al outcomes the social 

media tool was aiming to generate. To further this point of view, Gaver (1991, n.p.) addresses that 

affordances are meant to ins.gate social interchange and not simply individual engagement. Treem 

and Leonardi (2013, p.10-30) iden.fies four instances that build up to certain affordances upon 

engagement with social media: (a) Visibility: making any form of interac.on, inclina.ons or opinions 
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detectable and available for companies, which can then be u.lized to streamline their marke.ng; (b) 

Persistence: the perpetual nature of the content posted on social media that remains consistent with 

what was originally posted, unlike video conferencing tools where the interac.on exists only as long 

as the call; (c) Editability: cons.tutes the ability to conceptualise, edit and improving the edit un.l 

the user is ready to publish it so that it ca be viewed at large; and (d) Associa.ons: cons.tutes the 

nature of connec.on that people have with each other on social media plaforms on one hand, and 

with a source of knowledge such as a news post or vlog online on the other hand.  

In a corporate dynamic, companies can leverage these affordances to make their brands 

more accessible and visible to their target audiences as well as an extended audience by u.lising the 

data online (Sedalo et al., 2021, p.4). Companies put a significant amount of labour in naviga.ng 

strategies to increase brand awareness, thereby establishing an iden.ty prominent enough to be 

instantly recognizable and relatable with their target audiences; and this can be leveraged by 

strategies that combine brand communica.on and visibility (Khaled, 2010, p.84). Brands exercise 

communica.on on social media plaforms by using their affordances to transmit brand-related 

messaging through different content formats, simultaneously allowing consumers to take part in the 

ongoing discussions by commen.ng or sharing, for instance (Voorveld, 2019, p.15). Social media can 

be useful to brands as an online database for informa.on regarding consumer preferences and 

aoributes, which can further be u.lized to conceptualize promo.onal ini.a.ves to generate 

awareness and support brand-building (Capitello et al., 2014, p.131). This aligns closely with the 

persistence and associa.on affordances that enable brands to foster rela.onships with their clientele 

online, as well as, access informa.on based on their social media profiles and engagement Treem 

and Leonardi (2013, p. 10-30). However, besides affordances, there are addi.onal considera.ons to 

be made. A study conducted by Duffy et al. (2017, p.2) suggests that while there is a rise in 

adapta.on of social networking sites in cura.ng a unique brand, the nature of plaforms and the 

‘imagined affordances’ associated with them also determine how brands envision iden.ty. Therefore, 

this study emphasizes Instagram to understand how brands build an iden.ty online, and this will be 

further discussed in the following sec.on.  

 

2.2.2  Instagram: Building Brand Iden.ty 

Instagram is an emerging social media plaform that has gained admira.on for unique visual 

and engagement features where users can not only upload, share, and fine-tune content with inbuilt 

edi.ng features, but can also interact with one another (Yang, 2021, p.16). While serving as a 

networking tool where users can document significant moments in their life through systema.c 

posts, the affordances of the plaform are well-suited for organiza.ons that are interested in using 
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the data for research or marke.ng purposes as what is posted online stays incessant (Laestadius, 

2016b). Brand iden.ty is established by setng forth an ardent approach that emits brand 

characteris.cs, narra.ve as well as differen.ators amongst compe.tors through visual and 

communica.on components including aoributes such as logos and a dis.nc.ve communica.on 

paoern which resonates the persona of the brand; subsequently, brands are required to be conscious 

of their engagement and communica.on paoerns on Instagram to ensure consistency via coherent 

concepts, clarity on the target audience and uniform use of brand features across all content 

(Jurisova, 2020, p.120-121). 

 Longo and Saxena (2020, p.3-6) indicate that brands oien become a gateway for consumers 

to envision the usual or an ideal version of themselves, crea.ng avenues of reflec.on on the extent 

to which their brand’s iden.ty translates to their consumers. The findings of the study further 

suggest that the intended iden.ty was observed as an essen.al element when it comes to iden.ty 

displayed on Instagram, even in comparison to their personal iden.ty. Instagram has also been 

closely associated with aesthe.cs as a central tool that not only reflects sen.ments but also portrays 

an environment and sets forth a frame of mind with a storyline with each piece of content 

(Manovich, 2019, p.8).  

 

2.3 Kapferer’s Brand Iden4ty Prism: 

The idea of brand iden.ty was conceptualized by Kapferer in 1986, emphasizing that any form 

of communica.on or portrayal of a brand should be reflec.ve of a brands unique iden.ty that 

prudently differen.ates them from other brands in the playing field (Mahdi et al., 2015, p.1). 

Kapferer describes six cons.tuents in what is known as the ‘brand iden.ty prism’ which transpires 

through representa.ve elements between the brand and the consumer (Anderson, 2010, n.p.). This 

is further categorized under exterior features- physical aoributes, rela.onship and reflec.on- and on 

the other hand, psychological features- personality, culture and self-image.: 

 

a. Physique: 

This falls within the tangible features category. Adler (2022, 66) emphasizes that the physical 

features become the cornerstone of a brand and its branding strategy. This involves the prominent 

characteris.cs of a brand that are readily recognizable when vis-à-vis with the brand or related 

conversa.ons (Mahdi et al., 2015, p. 114). However, Kapferer (2008, p.185) recognizes that the 

physical representa.on of the brand, that reflects the value of a brand, is not sufficient by itself. 
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b. Personality:  

This falls within one of the psychological elements that cons.tute the brand. Kapferer (2008, 

p.184) sketches the personality of a brand as something that can replicate human-like characteris.cs 

through brand communica.on or metaphorical representa.ons of what the brand could look like if 

humanised. Aaker (1997, p.348) differen.ates personality aoributes in humans, which are influenced 

by and encompass physical features, faith, perspec.ves as well as features specific to geographic 

loca.ons. Contras.ngly, brands shape their personality aoributes based on interac.ons with specific 

ranges of audiences they wish to connect with.  

 

c. Culture: 

This falls within the psychological elements of a brand. In the words of  (Mahdi et al., 2015, 

p.115), the culture of a brand radiates the fundamental principles that is not only an aspira.on for 

the brand, but also play a central role in defining what it embodies in a playing field against its 

compe.tors. Addi.onally, the essence of brand culture extends from an organiza.on to its products 

as well, par.cularly because they harmonize the aspira.onal values of the brand through 

communica.on, which mediates to consumers via the products that (Kapferer 2008, p.186).  

 

d. Rela'onship: 

This falls amongst the features of a brand that can be materialized into a tangible element. The 

component on ‘rela.onships’ represents the supposi.on of the end user from a brand that they 

already have a rela.onship with, and these inferences go beyond the physical aoributes of a brand, 

such as the products (Adler, 2022, p.67). To ensure longevity and loyalty, brands con.nuously engage 

in preserving their connec.on with their audiences (Mahdi et al., 2015, p.115).  

 

e. Reflec'on: 

This component, yet again, falls amongst the features of a brand that can be materialized into a 

tangible element. Kapferer (2008, p.186) defines the concept of reflec.on in correla.on to how 

brands can step into the shoes of a consumer, and envision how they experience the brand through 

their expressions while using the products. This is an essen.al element for brands that give 

importance to the no.on that poten.al buyers engage with, and thereby purchase products of 

brands, not to buy the iden.ty that is being sold to them, but the one that fits with their own.  

 

f. Self-image: 
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Finally, this component fits within the psychological aoributes of a brand. In comparison to the 

previous component concerning the consumer’s vision of themselves while interac.ng with brands, 

the concept of self-image concerns how consumers engaging with brands feel when exposed to the 

brands or products (Mahdi et al., 2015, p.115). This is indica.ve of the nature of links that individuals 

ins.gate with themselves when associa.ng with brands (Kapferer, 2008, p.186).  
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3. Methodology 
 

This chapter incorporates qualita.ve research methodology to dive deeper into the research 

ques.on: How does Ci'zenM employ brand iden'ty on Instagram?. Two data sets deemed suitable 

for this research were selected using purposive sampling and setng inclusion and exclusion criteria 

for selec.on: 150 Instagram posts and 3 expert interviews. The Instagram posts were sourced from 

the official Ci.zenM account on Instagram, while the expert interviews were conducted with the 

head of Brand Design, Marke.ng Coordinator, and Social Media Strategist. Furthermore, this chapter 

provides an overview of the research design, the sampling method, sensi.zing concepts, data 

analysis, and the ethical considera.ons employed. 

 

3.1 Research Design 

 A qualita.ve method was considered suitable for this research as it involves an in-depth 

analysis of underlying meanings, discourses, no.ons, and beliefs within texts and images (Brennen, 

2021, p.14). Compared to quan.ta.ve methods, qualita.ve methods set forth the possibility to draw 

conclusions based on detailed scru.ny of data, observing recurring paoerns, and developing 

categories by classifying similar themes based on concepts (Huston & Rowan, 1998, p.2456). 

Furthermore, conspicuous features embedded across several categories of informa.on in the course 

of data collec.on and analysis are primarily observed by the researcher and examined through 

inferences (Kamal, 2019, p.1387). Therefore, qualita.ve methodology is deemed suitable for this 

study since it aims to understand how brands employ brand iden.ty strategies through their 

Instagram page through two data sets- in-depth interviews and analysing Instagram reels on the 

official Instagram account for Ci.zenM.  

 In-depth interviews are amongst the most common methods of analysis in qualita.ve 

research which are availed in either formats- structured or semi-structured (Huston & Rowan, 1998, 

p.2455). Legard et al. (2003) discusses in-depth interviews in light of day-to-day conversa.ons, which 

reflect understandings regarding dis.nct societal topics and flow organically if there is a well-

established rapport between the amongst the conversers. In recent .mes, online interviews have 

become a popular choice amongst researchers as they patently resemble the features of in-person 

interviews through two dis.nct forms: (a) synchronous interviews, which replicates the proper.es of 

an in-person interview in a digital space, and (b) asynchronous interviews, which are considered in 

cases where the interviewee resides in a loca.on different from the researcher and therefore, needs 

to be conducted through technological facili.es such as emails (James & Busher, 2012p.179). For this 

research synchronous interviews were chosen in an online setng at a .me suitable for the experts 

within the field of branding and communica.on as well as the researcher. Conduc.ng in-depth 



 19 

interviews made it feasible to incorporate real-.me knowledge within the field of brand iden.ty 

from an organisa.onal perspec.ve as well as iden.fy how the iden.ty is constructed and 

communicated on Instagram. 

 In addi.on to interviews, reels on Instagram were also selected and analysed to understand 

how brand iden.ty is constructed and communicated online, as well as, to draw links with emerging 

themes within the interviews. Thema.c analysis was implemented to observe, inspect, and review 

emerging paoerns within the dataset, as well as iden.fy several relevant underlying themes that can 

be useful for the research (Braun & Clarke, 2006, p.79). This is a suitable mode of analysis since it 

enables the researcher to recognize the number of .mes each theme emerges and establish 

poten.al affilia.ons amongst recurring themes, crea.ng numerous possibili.es for conclusions 

(Alhojailan, 2012, p.10). Emerging themes within a dataset unveil significant connec.ons that 

emerge within the dataset and lead to a reflec.on or informa.on regarding the main research 

ques.on, and eventually, are categorized amongst themes similar to each other (Braun & Clarke, 

2006, p.82). These aoributes provide the feasibility to not only iden.fy recurring themes within each 

of the datasets- interviews and Instagram reels- but also create the opportunity to observe, analyse, 

and report them in response to the research ques.on across the datasets. An emic posi.onality was 

maintained to avoid any poten.al bias from the researcher’s personal belief systems, thereby taking 

into account members of a specific socio-cultural scenario to understand how they are interpreted by 

its members (Azungah, 2018, p.386).  

  

3.2 Sampling and data collec4on: 

 The aim of this research is to understand how Ci.zenM employs brand iden.ty strategies on 

Instagram, in an aoempt to examine how brands within the hospitality sector communicate their 

brand iden.ty on their social media channels. The purposive sampling method was deemed suitable 

for this research due to its compa.bility with research that requires par.cipants who are expected to 

provide responses or knowledge that are beneficial for the study (Kelly, 2010, as cited in Campbell et 

al., 2020, p.654). As deliberated by Ahmad and Wilkins (2024a, p.3), this study seeks to inten.onally 

choose context, informa.on, and respondents who embody par.cular characteris.cs and will 

therefore be suitable to lead the research in the aimed direc.on through purposive sampling. 

 As the research incorporates the analysis of two dis.nct datasets- interviews and Instagram 

reels, to gain diversity in knowledge regarding the employability of brand iden.ty, an inclusion and 

exclusion criterion was developed for both scenarios. Firstly, a company within the hospitality sector- 

Ci.zenM- was selected as a case study. In the case of interviews, the inclusion criteria were applied 

by ensuring that employees within the organiza.on who worked closely with the brand team or 



 20 

social media were approached with an interview request. This would provide the research with 

me.culous knowledge regarding the pillars of brand iden.ty and how it was envisioned by the 

company. The employees working within specific loca.ons in the hotels and not in general the brand 

were excluded as it was assumed that their exper.se aligned more with opera.ons rather than 

branding within the hotels. Inclusion and exclusion criteria was also developed for Instagram reels 

which were included within the sample. In this case, the inclusion and exclusion criteria included 

several factors. First, it was ensured that only reels from the official Instagram account of Ci.zenM 

were sourced for this research- @ci.zenm. Secondly, to bring diversity, reels that were dis.nct from 

each other in terms of content were considered as a part of the dataset, while ones that were 

reposted or were repe..ve in nature were disregarded. Thirdly, only reels that were created by 

Ci.zenM were considered and any sponsored or third-party reels were disregarded .  

 The data collec.on process for both the interviews and Instagram reels were ini.ated in the 

month of April. For interviews, three employees who currently work within Ci.zenM within  the 

brand team were approached via email and requested for an approximately 45 minute interview (See 

Appendix B). The employees were currently working within Ci.zenM as Brand Design Manager, 

Marke.ng coordinator and Social media strategist. Aier a series of exchanges over emails three 

dates were agreed upon for online interviews over google meet with the interviewees, and lasted 

approximately between 45 minutes to 1 hour 15 minutes each. For the interviews, an interview 

guide was formulated based on Kapferer’s brand iden.ty prism and key theories guiding the 

research. The par.cipants were verbally informed of their rights before con.nuing with the interview 

and consent forms with the same informa.on were read and signed by the par.cipants in advance. 

The interviews were recorded and transcribed using a transcrip.on tool by the researcher, which was 

then used for analysis.  

 The sampling also included 150 Instagram reels from the official Instagram profile of 

Ci.zenM. The reels were accessed through the personal Instagram profile of the researcher in April 

and were ini.ally saved in an archived folder on Instagram. While selec.ng the reels the inclusion 

and exclusion criteria were taken into account by the researcher. Following this, the screen videos 

were filmed and stored on the researcher’s laptop in order to conduct the analysis.  

 

3.3. Sensi4zing Concepts 

To reiterate, the study employed thema.c analysis to iden.fy significant informa.on about 

the main research ques.on: ‘How does Ci'zenM employ brand iden'ty on Instagram?’ and observe 

recurring paoerns that s.pulate certain underlying meanings (Braun & Clarke, 2006, p.82). The 

researcher assumed an emic posi.onality to draw subjec.ve observa.ons from the dataset and 
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decipher how the par.cipants elucidate socio-cultural contexts within their responses, rather than 

only relying on academic journals (Azungah, 2018, p.386). An induc.ve method was incorporated for 

this analysis, enabling the researcher to scru.nize the study solely based on the data gathered by 

par.cipants or what the reels entail, by inves.ga.ng the data itself to obtain theories relevant to the 

research ques.on. Moreover, three suppor.ng sub-ques.ons were formulated on the basis of 

Kapferer’s prism to guide the research: 

1. How does personality play a role in brand iden'ty? 

2. How does culture play a role in brand iden'ty? 

3. How does self-image play a role in brand iden'ty? 

 

It is impera.ve to note that due to a limited .meframe as well as word-count this research 

primarily focused on the above men.oned components sourced from Kapferer’s brand iden.ty 

prism  (Anderson, 2010, n.p.). The remaining three components: physique, rela.onship and 

reflec.on were integrated within the interview guide and will be later addressed within this sec.on. 

To introduce the first concept, brand iden.ty, and how they are interpreted in hospitality 

companies was iden.fied within the research. This was touched upon by sub-concepts such as core 

brand elements, emo.onal branding, personifica.on as a human, brand storytelling, differen.a.on 

in terms of posi.oning, and Lifestyle branding. Personifica.on as a human in this regard referred to 

the brand's ability to portray itself with humanis.c characteris.cs such as humour and wit. Lifestyle 

branding addressed the brand’s ability to iden.fy how consumers envision themselves when 

interac.ng with the brand and set aspira.ons for its consumers. Brand storytelling encompasses the 

ability of the brand to communicate its stories to its targeted audience. These sub-concepts aimed to 

analyse and determine how hospitality brands portray brand iden.ty through these related 

components such as core branding elements, storytelling and emo.onal branding to effec.vely 

communicate their iden.ty to their targeoed audience.  

Sub-concepts such as core branding elements were opera.onalised through the use of logos, 

colour paleoes, as well as packaging that worked as elements that differen.ate the brand amongst 

its compe.tors (Ghodeswar, 2008). For instance, an Instagram reel fell within the category of core 

branding elements due to the emphasis on the bold red Ci.zenM logo as well as the exterior design 

of the hotel which is symbolic of the brand’s iden.ty. Similarly, this sub-concept was also recognised 

in the interviews when the respondent iden.fied branding elements such as the logo, art, and 

architecture that represent the brand’s iden.ty. Another significant sub-concept within this category 

was on differen.a.on in terms of posi.oning, which addressed how the company stood out in the 

market. This concept was opera.onalised through the brand’s ability to me.culously iden.fy the 
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needs within the clientele and fulfil them with the offering through their products (Kuhn et al., 2008, 

p.41,42). For instance, an Instagram reel fell within this category by highligh.ng a visual 

representa.on of affordable luxury as a differen.ator, through large beds, a nominal price range, a 

central loca.on, and a bedside view across all hotels. Addi.onally, respondents also expanded on 

discussions where comparison to compe.tor chains were taken into considera.on while posi.oning 

the brand. 

The second concept iden.fied was social media affordances within the context of 

communica.ng brand iden.ty online. The integra.on of affordances in social media has made it 

easier for brands and consumers to establish rela.onships and communicate with each other 

without having to directly influence each other’s behaviours (Ronzhyn et al., 2022,  p.3175).  This 

concept was approximated with segments such as visual storytelling, plaform-specific affordances, 

and consistency. Affordances in this regard were observed through four defining elements: visibility, 

persistence, editability, and associa.ons (Treem and Leonardi, 2013, p.10-30). The plaform-specific 

affordances were specific to Instagram and its features that enabled interac.ons, longevity of posts 

originally published or posted online, the ability to edit and upload, and features that enable users to 

connect with each other or with brands. 

The final concept iden.fied was the Brand iden.ty Prism by Kapferer in correla.on to 

branding strategies. This concept was approached by elements such as physique, personality, culture, 

rela.onship, reflec.on and self-image (Anderson, 2010). By examining these dimensions through 

Instagram reels as well as the inputs provided by the respondents, an understanding of how brands 

within the hospitality sector communicate their brand iden.ty online can be drawn.  

 

3.3.1. Interview guide 

Par.cipants were only informed that the interview will be on Brand iden.ty with inferences 

to Ci.zenM, however the full scope of the research, the key theories or addi.onal ques.ons were 

not disclosed to the par.cipants to avoid bias. The ques.ons as well as the follow up ques.ons were 

formulated with the purpose of answering the main research ques.on in addi.on to the suppor.ng 

sub-ques.ons.  

The interview guide (see Appendix B) was formulated keeping the main research ques.on as 

well as the sub-ques.ons in mind. Each of the interviews commenced with the consent regula.ons 

that were read out to the par.cipants to inform them of their rights during aier the interview 

process. The first set of ques.ons were curated as an ice-breaker, delving into the par.cipant’s 

background, their role within the company and general percep.on of brand iden.ty. An example of 

this is: ‘Do you believe branding plays an important role in the hospitality industry?’. The aim of these 
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ques.ons was to lighten the conversa.on and build rapport, while gaining some general knowledge 

about the respondent. The first set of ques.ons were designed to dive deeper into the role of brand 

iden.ty in specific reference to Ci.zenM. The ini.al ques.ons within this category were broader to 

get a general sense of the par.cipant’s percep.on on Ci.zenM’s brand iden.ty: ‘How would you 

describe Ci'zenM’s brand iden'ty in a few words?, ‘How do you associate these words with 

Ci'zenM?’ Eventually narrowing down the conversa.on through specific ques.ons pertaining the 

hospitality industry and Instagram: ‘What feelings or emo'ons do you aim to evoke through 

Instagram content?’ while discussing specific elements within the brand’s iden.ty. Following this 

were more specific set of ques.ons which were curated keeping Kapferer’s components: personality, 

culture and self-image in brand iden.ty, while also embedding ques.ons that addressed the 

remaining three components: physique, rela.onship and reflec.on. As previously men.oned, this 

was done in the interest of .me and on the basis of how bendable some components were within 

each larger category of ques.ons. In each of the categories, the ques.ons were broader at first in 

order to gain insights regarding the respondents view of the topic at large. As the discussion 

progressed, the ques.ons became more specific; for instance while discussing the role of personality 

in brand iden.ty, a broader ques.on grasping the par.cipant’s opinion based on their exper.se 

within the hospitality industry was addressed: ‘Do you think personality can contributes to a brand’s 

iden'ty?’, ‘Why do you think so?’. Subsequently concluding the discussion on personality with more 

specific ques.ons such as: ‘Have you faced any challenges in maintaining a consistent brand 

personality across different markets [different Ci'zenM hotels in Europe and America?”. 

Similarly, within the next category of ques.ons observing the role of culture in brand 

iden.ty, the category commenced with some general ques.ons: ‘What are the cultural values that 

the brand abides by while branding online?’. Then moving onto more specific ques.ons such as: 

‘How do you balance maintaining a global brand iden'ty while respec'ng local cultural 

preferences?’. Subsequently, the category addressing the third sub-ques.on followed: ‘In what ways 

does Ci'zenM’s Instagram content encourage followers to see themselves as a part of the brand?’. 

Then concluding the sec.on with the par.cipant’s percep.ons regarding: ‘What value do you think 

self-image alignment has in building long-term brand loyalty?’. Within each of categories the 

components of ‘physique’, ‘rela.onship’, and ‘reflec.on were integrated through ques.ons such as: 

‘Are there certain pillars that represent the core of Ci'zenM as a brand online?’, ‘How do you feel 

Ci'zenM’s personality resonates with its audience?’ and ‘In your opinion, how do followers perceive 

Ci'zenM’s brand on Instagram?. Finally, towards the end of the interview, some general ques.ons 

were addressed regarding the ambi.ons with the brand’s iden.ty in the near future and final 

comments, if any.  
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The interview guide was useful to keep track of the topics of discussion, ensuring that all the 

components were discussed, and naviga.ng the interviews through a semi-structured format. It was 

interes.ng to observe the similari.es in defining aoributes such as culture, and dispari.es in 

inferences when it came to the brands strategies or core elements. Details of the findings will be 

later discussed in the results sec.on. 

 

Table 3.1:  

Coding Frame for Instagram Reels:  

 

Concept Open Code Descrip.on 

Brand iden.ty Core branding elements The use of visual iden.ty cues 

such as use of logo, brand-

specific colours, slogans. 

 

Personifica.on as human Human-like characteris.cs to the 

brand such as the use of humour 

or boldness defining 

characteris.c of the brand. 

 

Emo.onal branding The use of emo.onal cues to 

evoke a sen.mental connec.on 

with the consumers such as joy, 

belongingness, nostalgia. 

 

Differen.a.on in posi.oning Use of cues that set Ci.zenM 

apart from other hotels- 

affordable luxury, non-

tradi.onal. 

 

Lifestyle branding Use of cues that reflect a specific 

lifestyle- modern, tech-savvy, 

youthful, frequent traveller. 

 



 25 

Brand storytelling Use of narra.ves or themes to 

resonate with the brand, such as 

travel, design, culture- 

reinforcing how the brand 

defines itself through reels.  

 

Social media affordances Visual storytelling Refers to the brand’s use of 

visual cues such as colour 

pallets, architecture and people 

to convey certain narra.ves or 

emo.ons through the plaform’s 

affordances. 

 

Plaform-specific affordances How Ci.zenM uses the features 

and tools in Instagram to 

communicate their brand 

iden.ty online: Reels, filters, 

background music, voiceover, 

cap.ons. 

 

Consistency The uniform use of brand 

specific colours, tone of voice, 

narra.ves across Ci.zenM’s 

profile. 

 

Kapferer’s brand iden.ty prism Physique Use or discussion tangible and 

visible elements such as- design, 

architecture, rooms. 

 

Personality Use of personality traits within 

the tone of voice- wit, humour, 

bold, approachable. 
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Culture Use of cultural elements such as 

diversity (in art, employees, 

guests), des.na.ons, values 

highlighted through reels that 

show work culture, different 

types of guests, travel habits. 

 

Rela.onship Use of cues that highlight 

rela.onships between Ci.zenM 

and the guest such as: curated 

experiences, check-ins, 

consumer interac.ons  

 

Reflec.on Use of cues that highlight the 

targeted consumer for Ci.zenM 

such as portrayal of 

professionals, travellers through 

visuals and use of tone of voice, 

invi.ng them to feel a part of a 

larger lifestyle brand 

 

Self-image Use of cues by Ci.zenM that 

enables the consumers to feel 

like they embody the traits 

reflected by the brand: trendy, 

modern day traveller, drawn to 

art. 
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3.4 Data analysis: 

The thema.c analysis conducted analysed three main themes, which was observed based on 

Braun and Clarke’s (2006, p.87) recommenda.on on six steps to support the analysis, which involved: 

acquain.ng oneself with the data, producing ini.al codes, observing possibili.es for themes amongst 

the generated codes and binding them into categories, reviewing if the themes worked hand-in-hand 

with the coding framework, naming the themes as well as the categories and, finally, moving ahead 

with the analysis. The researcher u.lized an induc.ve method to observe the data and iden.fy 

poten.al themes since they were closely connected to the data themselves (Braun and Clarke, 2006, 

p.83).  

The dataset included 150 Instagram reels and 3 interview transcripts from experts at 

Ci.zenM within the field of branding and social media. Taking into considera.on the proposed steps, 

the researcher observed the collected Instagram reels as well as the interview transcripts several 

.mes to familiarize herself with the contents before moving on to coding. Ini.al codes were 

generated for both cases in this process, which included codes such as ‘playful tone’, ‘bold colours’, 

‘bold typography’, ‘mimicking user-generated content’ while analysing content on Instagram reels. 

While on the other hand, dis.nct codes were also generated while analysing the interview 

transcripts, such as ‘modern brand’, ‘modern traveller’, ‘storytelling’ while observing how the 

conversa.on around brand iden.ty and how it is communicated online was visualised and portrayed 

by the experts. These findings were also supported by the observa.ons made while documen.ng the 

sensi.zed concepts. Following this, recurring themes within both the datasets were observed and 

grouped with codes similar to each other. For instance, codes such as ‘logo’, ‘brand colour’, ‘brand 

name’, ‘brand tone’ were assembled under one common sub-theme ‘ core branding elements’. 

Simultaneously, when there were codes that did not fall into any single category, they were compiled 

and categorized under a sub-theme labelled ‘miscellaneous’. 

These emerging themes and sub-themes were then reviewed and observed by the 

researcher once again to ensure efficacy. Following this, sub-themes that closely aligned with one 

another were categorised under one defining theme. Each of the assigned labels given to the themes 

and sub-themes were consistently revised to ensure that they corresponded with the findings and 

taking into considera.on the research ques.on itself. The theore.cal findings were also taken into 

considera.on while genera.ng themes that corresponded both with units of analysis as well as the 

previously researched concepts.  

 

3.5 Credibility and Ethical Considera4ons: 
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While conduc.ng the research, it is impera.ve to take the credibility and ethics of the 

researcher. As addressed by Ramos (1989) in Orb et al., (2001, p.94) three common issues emerge in 

the course of qualita.ve research: the rapport established between the researcher and the 

par.cipant, when the personal point of view of the researcher influences the data analysis, and the 

research design. To avoid the aforemen.oned issues, the researcher ensured that the findings were 

supported with previously explained theories derived from academic journals within the field of 

brand iden.ty, hospitality, social media, and Instagram. Furthermore, interviewees who par.cipated 

in the interviews were informed about the nature and purpose of the research. They were informed 

about their voluntary par.cipa.on, which gave them the authority to refrain from answering or 

exi.ng from the interview in the course of a ques.on they were uncomfortable with (Moriña, 2020, 

p.1561). Confiden.ality of data is another significant step taken by researchers in qualita.ve studies, 

where the interviewees were assured that any delicate informa.on discussed in the course of the 

interview would be restricted to the researcher and the supervisor’s knowledge alone (Moriña, 2020, 

p.1562). The op.on to remain anonymous was also provided to the interviewees, however, in all 

three cases, the par.cipants felt comfortable sharing their iden..es. 

Furthermore, measures were to ensure the validity and reliability of the data were also taken 

by the researcher. Qualita.ve studies ensure validity and reliability of data by implemen.ng 

informa.on derived from diverse origins (Brennen, 2021, p.8). The research therefore, collected data 

from in-depth interviews conducted with three par.cipants in dis.nct roles within Ci.zenM, and also 

collected Instagram reels from the official page of Ci.zenM for analysis. This enabled the data to 

provide rich and varied informa.on which makes the study reliable. As highlighted by Coleman 

(2022, p.2042), while there is no singular way of ensuring the validity of a qualita.ve study, adap.ng 

to certain measures makes the research more credible. On that note, all the interviews were 

recorded and transcribed for analysis. In the course of the interview, points of discussion ar.culated 

by the respondents were rephrased and verified by the par.cipants to reduce bias (Coleman, 2022, 

p.2042). Transparency was maintained by the researcher in the sampling procedure, data collec.on, 

conduc.ng analysis and coding the data through me.culous repor.ng of the process in the 

respec.ve sec.ons. The reels were ethically sourced from a public Instagram profile, and both 

datasets were objec.vely processed and analysed by the researcher. 
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4.  Results 

This chapter incorporates the findings of this study, which have been obtained by conduc.ng 

a thema.c analysis of both datasets, including expert interviews and Instagram reels. First, the 

findings from the interview transcripts will be reported, following which the analysis of Instagram 

reels will be discussed in order to answer the main research ques.on- How does Ci'zenM employ 

brand iden'ty on Instagram?- and the sub-research ques.ons. While analysing the interviews, five 

major themes appeared within the dataset: ‘Brand Communica.on Strategy’, ‘Brand Personality’, 

‘Culture and Values’, ‘Instagram Affordances’, and ‘Intended Consumer Mindset’. Each of the themes 

was grouped with rela.ve sub-themes that collec.vely provided insights regarding the employment 

of brand iden.ty on Ci.zenM’s Instagram profile. Furthermore, the themes and the sub-themes were 

also mapped towards Kapferer’s Brand Iden.ty Prism, which cons.tutes six elements transpiring 

through representa.ve elements between the brand and the consumer, namely- physique, 

personality, rela.onship, reflec.on, culture, and self-image (Anderson, 2010, n.p.).  

 

Table 4.1: 

Themes and Sub-themes 

Themes Sub-theme 1 Sub-theme 2 Sub-theme 3 Sub-theme 4 

Brand 

Communica.on 

Strategies 
 

Brand 

associa.ons 

through 

messaging 
 

Strategic 

posi.oning 

Content strategy Consumer-centric 

communica.on 

Brand Personality 
 

Bold and 

disrup.ve 

iden.ty 
 

Relatable 

Millennial 

Core 

Approachable 

Persona 

Nature of 

Worldliness  

Culture and Values 

rooted in Iden.ty 
 

Global vs Local 

culture 

Ar.s.c & 

Aesthe.c 

Sensibili.es 
 

Internalised 

Values & 

Ci.zenM Spirit 

 

Instagram 

Affordances aiding 

Brand 

Communica.ons 

 
 

Plaform 

func.onali.es as 

a lifestyle tool 

Visual 

storytelling 
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Intended Consumer 

Mindset for 

Relatability 
 

Aspira.onal 

mindset 

Dis.nct 

Consumer 

Iden.ty 

Emo.onal 

associa.ons & 

needs 

Digitally savvy  

 

4.1. Brand Communica4on Strategy 

The first theme iden.fied while analysing the interviews to understand how brand iden.ty is 

employed across Ci.zenM’s Instagram profile was ‘brand communica.on strategies’. This reflects the 

communica.on strategy that incorporated layers of the brand’s iden.ty in how they communicated 

or interacted on their social media channel, which in this case is Instagram. To reiterate what has 

been previously addressed by Cai and Hobson, (2004,  p. 2), to establish a unique iden.ty amongst 

other players in the market, it is impera.ve for brands to seek opportuni.es where they can to 

leverage brand equity by ac.vely advoca.ng their brand’s iden.ty through diverse avenues of 

communica.on. In the case of Ci.zenM, this theme helped iden.fy underlying sub-themes such as 

‘brand mindset’, ‘Facilita.ng individual lifestyle’, ‘content strategy’, and ’brand associa.ons’.  

 

4.1.1 Brand Associa4ons through messaging 

In the interviews, par.cipants oien referred to the way they personally associated with 

Ci.zenM- ‘bold’, ‘unique’- and even when they spoke about other brands such as Marrioo or BMW 

while explaining their references. Brand associa.ons are central to brand management, due to which 

companies invest significant .me and energy interpre.ng the nature of connec.ons that can be 

fostered in correla.on to the brand which was observed under this sub-theme (Till et al., 2011, p.93). 

Simultaneously, the concept of associa.ng with a brand from a consumer’s point of view enables 

them to process specific narra.ves in connec.on with the brand, making it easier to recall them and 

create a point of differen.a.on within their minds; as it appeared while discussing what the 

par.cipants could think of in connec.on to brand iden.ty.  

When thinking of brands, they are oien perceived as a marke.ng instrument execu.ng 

crea.ve strategies to dis.nguish themselves from other players in the market. This is because brands 

are trying to take every given opportunity to sway consumers with a specific image of the brand 

within their minds, which is triggered whenever there is a point of interac.on with it (Jin et al., 2019, 

p.51). For instance, one of the interviewees men.oned: 

....Like a lot of the Hiltons, my first associa.on is like blue and grey, but I could never tell you what 

they feel like really. So I think Ci.zen M, obviously we're biased because we work for the 

company, but do a really good job at that. 
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From the response, it is clear that colours used by a brand to express its iden.ty also have an 

impact on the nature of brand associa.ons. Ci.zenM ac.vely crais brand associa.ons through 

consistent use of inten.onal messaging styles, as well as integra.ng core branding elements within 

their messaging. The brand oien uses ‘bold’ colours as well as communica.on styles that makes 

them appear as ‘cheeky’, wioy, or clever while interac.ng with their audience online. This is evident 

in through their Instagram reels where shades bold or bright colours such as red and black are 

dominant across majority reels, and ‘wioy’ tones are embedded within their reels: 

 

 
Figure 4.1: The dominant use of bold brand colours (red & black) to establish brand associa.ons. 

 

However, the messaging implemented by the brand is adapted to culturally relevant 

situa.ons, touching upon themes such as art, modernity, and inclusion, setng them apart from 

tradi.onal hotels as a non-tradi.onal or unconven.onal brand. This fits coherently with the 

descrip.on of a bou.que hotel as described by Buhagiar et al., (2023, p.208), highligh.ng discreet 

design and an unconven.onal iden.ty as some of their defining features, which exclusively posi.on 

them in a market saturated with tradi.onal hotels. To corroborate this, on discussing the brand 

iden.ty in a few defining words, one of the interviewees men.oned: 

…. itera.ng on what you do, being true to yourself without confusing people, because building a 

brand takes many, many, many, many, many, many, many years. And obviously, a brand 

associa.on also takes lots of .me to build as well. 

 

Another interviewee men.oned: 
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Primarily, when we look to our design philosophy, we call it, or you could probably say it's very 

bold. It's very unique. It's very colorful. It has a level of kind of disrup.veness to it in terms of we 

try to not be like any other hotel. 

 

From the recorded responses by the interviewees, it seems clear that Ci.zenM defines its 

iden.ty as mul.layered, which sets it apart from the other hotels in the market due to its unique 

iden.ty. The brand does not fit in within the formal corporate structure or conven.onal hotels with 

an increased emphasis on being ‘modern’ and ‘different’. Within their messaging, the brand 

implements humanis.c characteris.cs such as humour, shrewdness, and an informal tone to 

establish a human connec.on with their audience, making the interac.ons appear more like a 

conversa.on rather than a branding strategy. This for instance is visible in the following example, 

where the brand adapts an informal tone to converse with guests: 

 
Figure 4.2: Brand using informal tone to converse with guests through reels. 

 

This correlates to Kapferer’s element of personality and rela.onship from the brand iden.ty prism 

(Anderson, 2010). First, the component of personality since the brand replicates human-like features 

that humanize the brand and make it impersonable in the consumer’s mind Kapferer (2008, p.184). 

Correspondingly, the element of rela.onship can also be mapped to this sub-theme since it 

materializes that the rela.onship between the brand and the end-user can also extend beyond 

physical aoributes and products (Adler, 2022, p.67). However, based on the following response:  
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...in the near future would be our tone of voice, because we need to try and make sure that we're 

speaking the language of people online, and not just using our tone of voice, because we s.ll 

need to connect with those people…. 

It is apparent the Ci.zenM intends to tap more into the communica.on preferences of its 

audiences rather than strategize their tone of voice from an organiza.onal approach. From this 

response it is clear that resona.ng with people is a strategy that they intend to embed within a set of 

agreed associa.ons with the brand in the future. 

 

4.1.2. Strategic Posi4oning: 

In an evolving industry such as the hospitality sector, it is essen.al for brands to iden.fy and 

strategize how they curate their iden..es, not simply as a compe..ve weapon but also as a mirror 

image for consumers to gain clarity regarding the func.onali.es of the brand (King 2017, p.115). 

Ci.zenM’s posi.oning online is very different from tradi.onal hotels, especially since they iden.fy 

themselves as a lifestyle brand which fits within a ‘new breed of hotels’ (Ci.zenM, 2025 n.d.). It does 

not simply portray itself as a place where guests check in, have breakfast, and check out, but it 

includes the hotel spaces within the lifestyle experiences of the guest, making it a space for like-

minded individuals who are unafraid to express themselves. To corroborate this, one of the 

interviewees addresses how branding is an essen.al element par.cularly in a congested market such 

as the hospitality sector: 

.... branding is, in its truest sense, the reason why you would buy anything…hospitality is also 

important as well, just because of how compe..ve the industry is, how many hospitality brands 

there are…..It's a very congested market. 

 

A defining element that has occurred mul.ple .mes amongst the recorded responses and also 

emerged as a core element in their posi.oning strategy is differen.a.on. The brand leverages its 

Instagram profile in reitera.ng that they are a ‘misfit’ amongst other hotels; and building a posi.ve 

and relatable ideology around it. This fits with the segment on tac.cal iden.ty as discussed by Chung 

and Byrom (2020, p. 75), where the brand has prepared an ini.al blueprint of a defined set of 

principles that set forth the brand's iden.ty based on their immediate and long-term goals, and a 

definite target audience. To expand on this, one of the interviewees men.oned how she felt the 

defining element of ‘disrup.ve’ was not necessarily applicable to other hotels within the market; 

however, in the case of Ci.zenM, it is very apparent within its strategic posi.oning: 
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...I don't think I would relate disrup.ve to the en.re industry because when I think about other 

hotels, they're all the same…But ci.zenM is different in just like the service that we offer, 

….ambassadors…..it's really specific to the brand, not….. the industry. 

 

As recorded in this response in another response men.oned by an interviewer another significant 

element of posi.oning strategy becomes visible: 

Hmm, to be honest, I think we do a preoy good job at maintaining consistency, because we're so 

lucky that the hotels look the exact same across every hotel. So if we're just filming in the hotel, 

that's already consistent… 

 

This is evident in the consistent and deliberate use of physical spaces across all the hotel loca.ons 

on Instagram, where Ci.zenM reaffirms its strategic posi.oning which emphasizes that no maoer 

which loca.on the guest chooses they will always have the ‘Ci.zenM experience’ because they look 

the same: 

 

 
Figure 4.3: Reels showcasing the standardized interiors across all Ci.zenM hotels with promise of 

standardized experience for guests. 

 

The standardiza.on of the hotels as well as the physical spaces is another defining element 

of the hotels that is put to strategic use while communica.ng online. This correlates with Kapferer’s 

element on ‘Physique’ within the brand iden.ty prism, which defines physical aoributes of a brand as 

a cornerstone of its branding strategy as well as a component that is readily recognizable or 

recallable by consumers (Mahdi et al., 2015, p. 114). The brand showcases its space and design in a 

way that makes it shareable and aspira.onal.  
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4.1.3. Content Strategy: 

Ci.zenM employs a mul.layered content strategy that blends ‘aesthe.cs’ and ‘storytelling’ 

to create content that accurately communicates the brand's iden.ty and values, which is tailored to 

both Instagram’s affordances as well as its targeted audience. This mix includes a combina.on of 

creator collabora.ons, locally relevant content in the case of hotel openings or promo.onal events, 

Instagram reels, as well as a ‘cheeky’ communica.on style through cap.ons or text overlays within 

videos. This is evident through the following examples within Instagram reels: 

 

 
Figure 4.4: Example of communica.on styles adapted within text overlays 

While storytelling. 

 

Stories have the ability to equip companies with the possibility of building long-term 

rela.onships with their intended clientele, where each story helps audiences acquaint themselves 

with the brand and its offerings while fostering an emo.onal rela.onship (Tarigan et al., 2021, p.92). 

For instance, one of the respondents highlights creators with very specific communi.es that 

correlate with Ci.zenM’s iden.ty, and have a niche audience are oien targeted for collabora.ons. 

This is because their reach to a defined audience aligns with the brands target community as well: 

So recently we've also been trying to tap into creators that exist in really small niches because 

that's an authen.c way then for our brand to be there….. 
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….. So there's a mix of creators that are the mobile ci.zen versus ones who sit more in these niche 

communi.es that we want to try to break into. 

From this excerpt, it is apparent that amongst the content strategies, authen.city is another 

element that Ci.zenM gives aoen.on to. That is not simply in consistently communica.ng their 

‘fearless’ and ‘provoca.ve’ iden.ty, but also partnerships with creators who have a defined 

community as well as are known for their authen.city. With that in mind, Ci.zenM, unlike other 

hotels, does not engage in pos.ng content about simply service-related lis.ngs such as price ranges. 

Their content strategy heavily depicts ‘the new genera.on of travellers’ and realis.c ‘i.neraries’ of 

what a stay at Ci.zenM looks like: 

Ci.zen M was already aware of the new genera.on of travellers, as we kind of coined it, were 

mixing their work with the pleasure or leisure, and it was not like a day or a trip for them wasn't 

like, okay, Monday to Friday, it's business mee.ngs. 

Then Saturday to Sunday, I'm going to go to do my leisure, whether it's visit a museum, go 

shopping, go to a cafe, go to a theatre, whatever it is…. 

 

And this is validated by the type of content Ci.zenM creates on their Instagram, showcasing 

travellers’ point of view regarding how they experience the hotels, on one hand, and the before and 

aier on a ‘realis.c’ workday at Ci.zenM: 

 
Figure 4.5: Reels showcasing ‘realis.c’ examples of how working from Ci.zenM looks like for the new 

genera.on of travellers. 

 

The response from the interviewee as well as the Instagram example is indica.ve of the 

brand’s vision of how the consumer perceives or engages with the brand. Ci.zenM posi.ons itself as 
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a ‘non-judgemental’ friend by stepping into the shoes of the consumer, it engages in shaping a 

narra.ve around the brand that is relatable and can be experienced by the travelers.  

... try to also tap into how I don't want to say client or consumer, but the guests, how the guests 

would perceive their room when they step into it. So like when you try to create content. 

 

This can be correlated to Kapferer’s element on reflec.on within the brand iden.ty prism, which 

seeks to understand the brand’s understanding of how consumers engage with the brand or its 

products (Kapferer, 2008, p.186). Ci.zenM taps into this by cura.ng content around realis.c 

experiences by guests from their point of check-in to check-out, making it more relatable and 

memorable. 

 

4.1.4. Consumer-Centric Communica4on: 

As briefly touched upon in the previous sec.on, Ci.zenM’s take on communica.ng with 

consumers on Instagram involves their community of audiences, rather than excluding them and 

crea.ng a divide, distancing the brand from the audience. This translates to the brand's aoempt at 

establishing a self-concept for consumers where they view the brand not simply as a company, but as 

an individual with whom they can relate and feel like having a day-to-day conversa.on with (Alvarez 

& Fournier, 2016, p.130). This equally corresponds with Kapferer’s defini.on of self-image in the 

brand iden.ty prism, interpre.ng how consumers feel while interac.ng with brands or products 

(Mahdi et al., 2015, p.115). This community has been referred to as the mobile community, with a 

rela.onship founded at an emo.onal level, more than a transac.onal one. Having said that, one 

respondent defined a ‘mobile ci.zen’ with specific aoributes: 

.... brand iden.ty that is also trying to appeal to a certain type of mindset, which is this mindset of 

being a mobile ci.zen, someone who travels regular, someone who sees themselves as a ci.zen 

of the world. 

 

Instances of how the brand describes a mobile Ci.zen is visible through the Instagram reels where 

reels capturing travel content with Ci.zenM as a focal point within the travel experiences:  
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Figure 4.6: Reels showcasing the ‘mobile ci.zen’ who loves to travel by 

highligh.ng different ci.es and travel experiences. 

 

Based on this recorded response, it is evident that the brand is aware of which audience it 

aims to target, and who their iden.ty will resonate with. Corrobora.ng this, another respondent 

specifies: 

And she's around, like, I don't know, in her 30s. And she's interna.onal. And then another sort of 

persona is, are people like us, who are a bit younger,............ those are the people who, like, are, 

like, our ideal audiences. 

 

In this regard, Ci.zenM’s consumer-centric approach is also visible in its ‘universal communica.on 

style’ through a singular Instagram profile and consistent communica.on style across the plaform, 

making it easier for audiences to relate to a standard communica.on style. Furthermore, its 

approach towards including lifestyle cues and inclusive language, for instance, portrays a 

strengthened core iden.ty of the brand. Taking Nandan (2004, p.266) approach on conceptual values 

that determine the successful communica.on of a brand’s iden.ty, Ci.zenM is able to strategically 

meet the expected needs of its audiences by visually selling an experience or aspira.on, and leverage 

opportuni.es to foster a rela.onship that brings them closer to their target community. In 

connec.on with this, one interviewee discussed Ci.zenM’s aoempt at maintaining a consistent 

persona that resonates with audiences despite its distribu.on of hotels: 

So it's like finding the balance between making a reference to something that does make you 

seem worldly and like you're in the know. 

 



 39 

Therefore, despite the wide range of hotels having a central Instagram plaform to interact with 

its intended audience is a strategic move employed by Ci.zenM. And here, employing a consumer 

driven approach keeps them engaging and relatable for the viewers and poten.al guests. 

 

4.2: Brand Personality: 

The second theme iden.fied while analysing the interviews was ‘Brand Personality’. As the 

name suggests, the theme helped iden.fy how Ci.zenM employed personality traits across reels on 

its Instagram profile. This theme substan.ated Kapferer’s descrip.on of personality within the brand 

iden.ty prism which falls within one of the psychological elements that makes a brand’s iden.ty. As 

discussed by Kapferer (2008, p.184), the personality of a brand can be portrayed as characteris.cs 

that mimic human-like features embedded in brand related communica.ons or in symbolic 

representa.ons of how the brand would look like if in case ‘personified’.  

 

4.2.1: Bold and Disrup4ve iden4ty: 

The first sub-theme categorized within this theme was ‘bold and disrup.ve iden.ty’. 

Ci.zenM sets forth a dis.nct iden.ty which is accompanied by traits that set its chain of hotels apart 

as a ‘non-tradi.onal hotel’. As previously iterated by Veríssimo et al., (2015, p.23), the tourism and 

hospitality industry is evolving; hence, their sole focus shiied from simply service related 

experience, to a complete cogni.ve journey for the consumer, where the customer journey expands 

beyond the engagement and consump.on of products or services. Ci.zenM highlights bright bold 

colours mostly while showcasing their interiors and exteriors which is standardized across all 

loca.ons and contributes greatly towards the brand’s iden.ty: 

 

Figure 4.7: Showcasing the use of bold colours within physical spaces. 
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As evident on the reels aoached, this sub-theme also touched upon Kapferer’s element on 

physique which is observed as one of the tangible features within the iden.ty prism; emphasizing on 

the prominent characteris.cs of a brand that are readily recognizable when vis-à-vis with the brand 

or related conversa.ons (Mahdi et al., 2015, p. 114). Although not sufficient by itself, physical spaces 

do contribute largely the imprint of a brand the consumer has while interac.ng with it. For instance, 

in the case of Ci.zenM, their incorpora.on of ‘disrup.ve’ elements within their internal spaces 

through their dis.nct artwork also help curate a unique iden.ty for the brand: 

 

 

Figure 4.8: Showcasing ‘unconven.onal artwork’ within physical spaces that  

Posi.ons Ci.zenM as ‘disrup.ve’. 

 

This point of view was also corroborated by one interviewee when discussing Ci.zenM’s 

iden.ty: 

Ci.zen M's brand iden.ty is very complex, so a few words is hard. Primarily, when we look to our 

design philosophy, we call it, or you could probably say it's very bold. It's very unique. 

 

Therefore, it is evident that physical spaces within the hotels, especially the art and the vibrant 

interiors play a significant role when the brand associates itself with being ‘bold’ and ‘disrup.ve’. And 

this is visibly leveraged as a differen.ator in comparison to other hotels through the content they 

make on Instagram. 

 

4.2.2: Relatable millennial core: 

The second emerging sub-theme observed was ‘relatable millennial core’. This sub-theme 

encompasses Ci.zenM’s deep-rooted understanding of the ‘millennial mindset’ that they aim to 

replicate through content on Instagram. The brand adapts this through the use of ‘informal tones’, 
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humour’, and sarcasm, that is  specifically relatable to a widely millennial audience. Instances of this 

observa.on has been recorded in the interviews where the par.cipant described Ci.zenM as more 

of a ‘millennial brand’ being a GenZ herself: 

 

A liole bit of like cringiness, although I say this because I'm Gen Z, so then I have like a view of 

millennials as being a bit like, yeah, some of the humor they find funny. 

 

Evidence of this observa.on also appeared while analysing reels on Ci.zenM’s profile, where 

‘millennial core’ was reflected through elements of ‘humour’ and ‘cringiness’ that is specifically 

catered to the millennial audiences: 

 

 
Figures 4.9: Use of ‘millennial humour’ in an Instagram reel where Ci.zenM uses sarcasm to indicate 

that views never disappoint. 
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Figures 4.10: Using ‘millennial humour’ by incorpora.ng cringe transi.ons and direc.ng to bookings 

through the Ci.zenM applica.on. 

 

To further this observa.on, Aaker’s (1997, p.348), point of view regarding characteris.cs that 

build a brand’s personality, elements such as demographics, age and gender are aoributes that can 

also be mapped out to envision a humanis.c percep.on of a brand. This complements what one of 

the respondents discussed regarding Ci.zenM when personified internally, that it is envisioned as an 

‘approachable’ Bri.sh millennial with an accent who is very interna.onal: 

...likes to say speaks in a Bri.sh accent. So it's someone who's credible, I guess if that's the word. 

Ci.zen M is worldly. Obviously, they're interna.onal, so they know about the world. 

Moreover, aoributes of this internalised Bri.sh persona who is a traveller, an explorer, is also 

subtly replicated through their content where Ci.zenM uses POV (point of view format) videos to 

replicate how a guest experiences an interac.on with the hotels: 

 

 
Figures 4.11: Use of terminologies such as ‘beep’, ‘wee’ making it relatable for millennials, while 

using ‘crazy’, and ‘convenient’ to establish an expected experience. 

 

Evidently, the brand personifies itself as a millennial to cater to the wider audience who 

mostly engages with their content and relates to it. Humour and relatability as recurring factors that 

revolve around the brand’s personality when represented on Instagram, and this is equally used as a 

differen.a.ng element amongst other hotels. 

 

4.2.3: Approachable Persona: 
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The third sub-theme observed was ‘approachable persona’. Ci.zenM posi.ons itself as an 

informal host, by bridging the gap between a tradi.onal service model where the hotel is simply a 

service provider while the guest is limited to being a consumer. Rather, Ci.zenM portrays itself a 

friend who is approachable by making strategic use of the brand’s tone of voice in all forms of 

communica.on on Instagram, by presen.ng a ‘warm’ and ‘welcoming’ presence. And this seems 

considerably an approach that the brand incorporates to iden.fy traits similar to their intended 

consumers, which are then incorporated by the brand themselves to humanise itself and also appear 

as authen.c and relatable at a personal level (Aaker, 1997; Keegan et al., 1995; as cited in Tuominen, 

1999, p. 67). An interviewee highlighted the value of ‘authen.city’ in building a brand’s iden.ty while 

discussing brand personality, emphasizing the significance of clear and honest communica.on styles 

in keeping a long-term audience: 

...itera.ng on what you do, being true to yourself without confusing people, because building a 

brand takes many, many, many, many, many, many, many years. 

This is also evident in the communica.on style adapted on Ci.zenM’s Instagram profile, where 

they posi.on their hotels as ‘welcoming’, and its ambassadors, who are the front-runners across the 

hotels and are directly in contact with guests were posi.oned as ‘warm’ and ‘friendly’. This posi.ons 

the hotel as a convenient space where there is room for everyone, thereby, avoiding hard-selling 

tac.cs and using psychological associa.ons to .e guests for the long-run: 

 
Figures 4.12: Use of Compliments ‘nice shoes!’ posi.oning themselves as kind and approachable. 
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Figures 4.13: Posi.oning Ambassadors as ‘friendly’ and people who one can easily have 

conversa.ons/ hangout with. 

  

Therefore, evidently Ci.zenM portrays an amiable persona online through very specific 

associa.ons established in correla.on to the ambassadors who will be the primary point of contact 

for guests while checking into the hotels. This sets forth as assumed or expected experience 

poten.al guests can encounter when at Ci.izenM. 

 

4.2.4: Nature Of Worldliness: 

The final sub-theme iden.fied under this theme was labelled as ‘nature of worldliness’, 

symbolizing Ci.zenM’s ‘interna.onal’ aoribute that was portrayed through its inclusion of  ‘worldly’, 

‘diversity’, and ‘inclusion’ elements across its profile through Instagram reels. The brand taps into 

more of a cosmopolitan iden.ty of a ‘ci.zen of the world’ and not simply any traveller: 

 

…one of our brand characteris.cs, …..is being worldly… I've talked about this with the copywriters 

as well as like making specific like niche references to different countries or ci.es or whatever that 

people outside of that area wouldn't necessarily know. 

 

One of the interviewee discussed what it meant to be a global ci.zen and how that 

constructed their vision of a mobile ci.zen who best fits with the iden.ty they are building: 

 

But ul.mately, yeah, we're trying to create it for this idea of this mobile mobile ci.zen who is a 

human being….. They are they enjoy basically exploring the world and they understand. 
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It is apparent that Ci.zenM not only views themselves as an interna.onal brand, aiming to relate 

to the wider global audience; but also aoempts to tap into a consumer’s mindset who is open to the 

idea of different cultural perspec.ves or experiences when engaging with the brand’s physical 

spaces: 

 
Figure 4.14: Reels showcasing worldliness through loca.ons and diverse artwork. 

 

The systema.c rise of travel and tourism having aspired a new genera.on of aspiring 

travellers, hotels within the industry are having to reconceptualise a need for hotels which goes 

beyond service, and establish one that resonates with the guests or their intended audience (Harvey, 

2007, p.190, 192). Ci.zenM incorporates this strategy in posi.oning themselves as an interna.onal 

and ‘worldly’ persona which is expressed through signs of mul.linguality, including global artwork 

within the hotels, as well as, including content that highlights specific loca.ons from .me-to-.me.  

 

4.3. Culture and Values rooted in Iden4ty: 

 The third theme iden.fied was ‘culture and values rooted in iden.ty’. As the name suggests, 

this theme helped observe the key cultural pillars that are internalised within the organiza.on and 

how they influence communica.on paoerns through Instagram on one hand; and the ‘cultural 

nuances’ and ‘values’ that are employed within reels to relate to specific audiences in scenarios such 

as hotel openings for instance. This theme primarily leaned on the culture element within Kapferer’s 
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iden.ty prism that is not only reflec.ve of the fundamental principles that are aspira.onal for the 

brand, but also influences how the brand extends these cultural values to its products and services as 

well  (Mahdi et al., 2015, p.115). 

 

4.3.1. Global vs Local Culture: 

The first sub-theme iden.fied was ‘global vs local culture’ which embodies Ci.zenM’s ability 

to maintain globally consistent content with elements that occasionally draw references from specific 

local cultures. But this is done in a very strategic way without compromising the ‘global iden.ty’ of 

the brand which is a key defining feature for them. On this note, an interviewee men.oned while 

there is on central Instagram account for all the communica.on related to the hotels worldwide, 

there is one excep.on- Taipei- which because of their dis.nct ‘cultural nuances’ needed a separate 

account: 

the Taipei team actually have their own social account because we know that that region within 

Asia, it can be quite specific nuances that we probably don't understand as a global brand... 

 

This response advocates for Loureiro et al., (2019, p.46) perspec.ve on how bou.que hotels 

imitate the feeling of ‘being at home’ despite being far away from it, by integra.ng no.ceable local 

or cultural elements. The global vs local interplay is done by integra.ng mul.lingual messaging, 

localy inspired content such as i.neraries walked by local guides who consider themselves a part of 

the Ci.zenM community- labelling themselves ‘ci.zens’- and sharing a local's glimpse of the city: 

 

 
Figure 4.15: Reel from ‘ci.zens of Rome’ showcasing a local guide of Rome. 
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Another observa.on in which local cultural nuances made their way in a globally relevant 

profile was in the case of hotel openings or geographically relevant scenarios. One example of this is 

Ci.zenM’s post on Na.onal Tulip Day, which catered to the Netherlands, and on the other hand, in 

case of hotel openings a series of promo.onal posts showcasing the new proper.es as well as events 

that celebrated the local culture with people and stories from the region: 

 
Figure 4.16: Locally relevant reel on Na.onal Tulip Day catered to the Netherlands. 

 

 
Figure 4.17: Reels highligh.ng new hotel openings by integra.ng locally relevant content. 
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This point of view has also been expanded on by an interviewee who discussed that Ci.zenM 

mostly maintains globally relevant messaging on Instagram to minimize confusion from a global 

audience: 

Dublin, now actually speaking to Dubliners, and making sure that we have those nuances to 

integrate into content……….we have one in Rome, let's make sure that it feels like it's catering to 

that audience. 

 

However, it is apparent that in the case of hotel openings, integra.ng culturally relevant content 

on Instagram is an essen.al part of community building as much as it intends to generate awareness. 

Despite mostly maintaining a globally relevant porfolio, Ci.zenM occasionally incorporates cultural 

components from the countries that Ci.zenM is based in, establishing a representa.ve, diverse, and 

interna.onal image. 

 

4.3.2. ArCsCc & AestheCc SensibiliCes: 

Another sub-theme iden.fied within this theme was ‘ar.s.c and aesthe.c sensibili.es’. As 

observed through the interviews and Instagram reels, art is not simply a lifestyle element within the 

interiors of Ci.zenM, but is used as a fundamental pillar to build community. The ar.s.c elements 

are oien provoca.ve and unconven.onal compared to tradi.onal hotels, reflec.ng a modern layer 

of familiarity and contribu.ng to shared spaces within the hotels, such as the ‘living rooms’- spaces 

where like-minded individuals interact. For instance, the following reel that highlights things that 

simply ‘make sense at Ci.zenM’, tying art closely with how guests iden.fy with the brand: 

 

 
Figure 4.18: Reel showcasing dis.nc.ve art as an iden.fier of the brand for guests. 
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Upon discussing what makes Ci.zenM’s iden.ty dis.nct from other hotels with all the 

interviewees, art was men.oned as a differen.a.ng element that adds to the hotel's iden.ty: 

The interiors of our hotels are very dis.nc.ve. No other hotel smells, sounds, or looks like the 

interior of our hotels. There's like curated art, the music's curated, sounds curated. 

 

It was observed that while referring to art, Ci.zenM also highlighted the stories of the local ar.sts 

whose art was displayed within their hotels, including their inspira.ons to produce these pieces: 

 

 
Figure 4.19: Reels showcasing local ar.sts and their inspira.on that adds to Ci.zenM’s community 

culture. 

 

Therefore, it is evident from these responses that Ci.zenM pays weightage to the aesthe.c 

they create by adding visually bold and expressive art within their physical spaces, which receives a 

spotlight on Instagram as a part of their iden.ty. 

 

4.3.3. Internalised Values & CiCzenM Spirit: 

The third sub-theme iden.fied was ‘Internalised Values & Ci.zenM Spirit’. This encompasses 

two elements- the set of agreed-upon values that the brand incorporates within its messaging and 

integrates within its cultural pillars. On the other hand, the ‘M feeling’ which covers characteris.cs of 

the brand that they use to appeal to travellers and aspirants. Throughout the interviews, par.cipants 
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men.oned that they essen.ally decided to keep themselves accountable at their core in addi.on to 

their established values as a brand on Instagram: 

..as a brand…….we have our own cultural value. …..like genuine touch, smart thinking, real caring. 

We have a set of like different four, for example. So that's how we that's how we hold ourselves 

responsible internally. 

This response agrees with Demirçiiçi et al., (2016, p.51) discussion on the role of brand iden.ty in 

not simply genera.ng awareness regarding brands, but also communica.ng the core values that a 

brand upholds to their consumers. And in order to create significant differen.a.on amongst 

compe.tors, brands consider figura.ve traits that stand out and can be leveraged to curate a strong 

persona (Cai & Hobson, 2004,  p. 2). Ci.zenM embeds their values on ‘genuine touch’ and ‘real 

caring’ through the the way they posi.on their ambassadors who are the front-runners of their 

services in the hotels, portraying them as humane, dependable and easy to talk to whatever the 

topic may be: 

 
Figure 4.20: Reel highligh.ng ‘real caring’ through Ci.zenM ambassadors. 
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Figure 4.21: Reel highligh.ng ‘genuine touch’ through an ambassadors’ recommended i.nerary. 

 

Amongst established values stands ‘inclusivity’ for all and ‘open-mindedness’ where guests 

stray away from the need to be formal and can simply be themselves. This is within ‘M-feeling’ which 

.es characteris.cs that Ci.zenM embodies- Ci.zenM Spirit- with travelers as a point of relatability. 

The brand encourages guests to be ‘quirky’ and ‘bold’ if that is what they feel comfortable with, or 

simply sleep in the beds designed for an uninterrupted sleep in mind if they resonate with this: 

 

 
Figure 4.22: Reels showing you can be ‘quirky’ or ‘sleepy’ or whoever you want to be with Ci.zenM. 
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Subtle references to this ideology observed throughout the Instagram reels demonstrate 

how the brand posi.ons its culture as independent, open-minded, and one that aims to foster 

connec.ons. Thereby, setng a clear tone of communica.on that is honest and unpreten.ous. 

 

4.4: Instagram Affordances aiding Brand Communica4ons: 

This theme was par.cularly relevant within the interviews, where the interviewees discussed 

how Instagram, as a visual tool, helps the brand communicate elements of its brand iden.ty and 

build communi.es through storytelling. As discussed by Yang (2021, p.16) Instagram is an emerging 

social media plaform that has gained popularity for its dis.nct visual features, enabling users to not 

only upload or share but also interact and edit their posts. Ci.zenM leverages the plaform features 

as well as the visual nature of the applica.on to maintain their community and communicate their 

intended narra.ves surrounding their iden.ty. 

 

4.4.1. PlaJorm FuncConaliCes as Lifestyle Tool: 

The first sub-theme iden.fied was ‘plaform func.onali.es as lifestyle tool’, which capitalizes 

on how Ci.zenM makes use of Instagram’s interac.ve features to communicate its brand iden.ty 

online. Rather than solely using Instagram to display products and services, Ci.zenM uses the 

plaform to curate a lifestyle that is aspira.onal and relatable for their audiences. Par.cipants 

discussed how they viewed Instagram and an increasingly used search engine plaform that brands 

op.mised to aoract more aoen.on through elements such as aesthe.cs, so that consumers can have 

a visual tour or get to know the ‘vibe’ of the environment before physically exploring it: 

you're going to search it on Instagram, right? To get the vibe, understand what it's like. And so 

that's why it's important that we post general videos about our space, but then also you're like 

kind of selling a lifestyle, right? 

 

This can be corroborated by reels that highlight ‘lifestyle’ trends such as reels integra.ng 

transi.ons, embedded fonts within visuals, suppor.ng cap.ons as well as music to devise a lifestyle 

experience: 



 53 

 
Figure 4.23: Use of plaform features such as embedded fonts, cap.ons and music to connect 

content with an experience. 

 

Furthermore, Instagram being a visual tool also enables brands themselves to envision how 

to associate specific elements that are ingrained with their iden.ty, such as ‘brand colors’, ‘brand 

fonts’ and brand specific ‘copywrigh.ng’ to tap into the consumer mindset as well as accurate 

portray themselves as a brand online: “I think with Instagram, you can see how colorful it is..” 

Therefore, plaform itself fits with the personality of the brand itself which intends to appear as a 

‘modern’ and ‘trendy’ brand, while crea.ng opportuni.es to interact with their online audiences. 

 

4.4.2. Visual Storytelling: 

The second sub-theme iden.fied was ‘visual storytelling’. This encompasses how Ci.zenM 

leverages Instagram’s unique proposi.on of crea.ng compelling visual narra.ves to build stories that 

reflects the brand’s iden.ty. As discussed by Longo and Saxena (2020, p.3-6), brands oien become a 

gateway for consumers to envision an ideal version of themselves, that not simply reflects the brand 

but also their individual iden.ty which they believe is synonymous to the brand as well: 

Instagram tends to be our strongest kind of brand plaform due to its visual nature and that kind 

of lifestyle sharing that happens on there generally…It's a great plaform for you to see the visual 

side of it. 

 

Instead of crea.ng long form content that is heavy on text and demands a longer aoen.on span, 

Ci.zenM makes use of short form content on Instagram- reels- to showcase experiences associated 

with the brand, subtly nudge brand values, as well as emphasize aesthe.cs such as art and physical 
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spaces. This is visible through the dominant use of narra.ves that highlight each of these aoributes 

through smooth and organic transi.ons within a built narra.ve on their Instagram profile: 

 
Figure 4.24: Use of reels to showcase aesthe.cs, physical spaces, and brand values. 

 

However, one respondent did men.on a contradic.ng opinion regarding the format that 

works best based on the inten.on of the post, the narra.ve, as well as the day of the week for 

instance: 

....the posts probably work beoer just because of the longer format of them compared to like 

reels because they tend to be a bit shorter, right? ……. I think that's just a crea.ve challenge 

depending on what is the message … 

Evidently, the intended messaging determines the type of content format best suited to 

communicate the brand’s iden.ty.  

 

4.5: Intended Consumer Mindset: 

This theme covers the intended target audience of Ci.zenM and how they effec.vely 

communicate a specific mindset of the audience who they believe will resonate with not just the 

brand, but will feel they are a part of the shared spaces. While on one hand, the brand does lure 

guests through their picturesque views, physical spaces, and product offerings as a brand, they 

equally give weightage to the kind of psychological profile that would be in tune with their iden.ty. 

Ci.zenM’s messaging intends to emo.onally and aspira.onally trigger guests, crea.ng visually 

appealing experiences involving its hotels, the des.na.on, and a lifestyle that commences with 

checking in at a Ci.zenM hotel. 
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4.5.1. AspiraConal Mindset: 

The first sub-theme iden.fied was ‘aspira.onal mindset’, which taps into the aspira.ons of 

the modern traveller who is not simply looking for a hotel to drop off their suitcases, but a hotel that 

involves an experience of its own. ‘Aspira.on’ within this theme is observed is several lenses. One of 

them is the aspira.on to travel for someone who either likes to travel and sees themselves as a 

‘ci.zen of the world’, or someone who would like to live the ‘i.nerary’ that they view as content on 

Instagram. This has been corroborated by an interviewee who men.oned that the aim is not simply 

to adver.se the product, but also emulate the ‘feeling’ or the ‘experience’ associated with the 

product: 

because we want to, one, communicate the product, but we also want to communicate what's 

the feeling, what's the experience you're going to have. 

 Evidence of this has also been observed on Instagram, where Ci.zenM creates reels echoing 

the ‘feelings’ as a brand that they wish to associate with, as well as a mindset that they want to 

resonate with: 

 
Figure 4.25: Reels showcasing ‘this could be you’, setng an aspira.on to travel for the audience. 

 

 Apart from the examples men.oned, through their Instagram reels, Ci.zenM also creates a 

window to a desired lifestyle that consumers would like to emulate. For instance, reels that showcase 

‘ci.zens’ who are portrayed as guests who check in, engage with ‘living rooms’, grab a drink on the 

terrace with a view, go for a stroll in the loca.on, and interact with the culture: 
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Figure 4.26: Reels emula.ng aspira.onal environments or ‘views’ where guests can imagine 

themselves before physically experiencing it. 

 

 This subtly nudges towards Ci.zenM’s inten.on to posi.on itself as an aspira.onal brand, 

one that guests want to experience because of its vibrant, bold, and expressive spaces, as well as the 

avenue of loca.ons where the hotels are available in. Posi.oning themselves as omnipresent- 

‘wherever you go, you find a Ci.zenM’. 

 

4.5.2. DisCnct Consumer IdenCty: 

The second sub-theme iden.fied was ‘dis.nct consumer iden.ty’, which encapsulates 

Ci.zenM’s defini.on of their desired ‘target audience’- who they believe, are guests iden.fying with 

their communicated iden.ty- as well as the desired ‘target community’- the online community who 

get their ‘humour’. On one hand, there is a defined version of the intended audience the brand 

targets, keeping revenue in mind, while crea.ng a unique porfolio of the brand online on the other 

hand that mimics ‘creator style’ reels to invite relatability: 

.....we're quite specific in that we want it to relate to this mobile ci.zen, but that as a persona is 

so broad that I think it does strike a chord with people who are also just interested in travel. 

  

An example of the intended target audience is visible from the repeated references to working 

professionals interested in working while travelling on Instagram: 
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Figure 4.27: Example of repeated emphasis on working professionals in a travel setng. 

 

The hotel, as defined by one of the respondents, is ‘designed for a very specific type of 

person’ who is also referred to as the ‘mobile ci.zen’ or ‘ci.zen’. The ‘mobile ci.zen’ was described 

as someone who is a frequent traveler and is cosmopolitan, not conforming to rigid defini.ons of 

what it means to travel. Furthermore, during the interviews, an interviewee men.oned how 

Ci.zenM follows a social media strategy- ‘misfit shit’- to tap onto social trends while adap.ng to the 

interests of the ‘online community’: 

…we have a last one called misfit shit. I don't know if I'm allowed to swear. 

… It's the last pillar where we're able to jump on trends and talk about online culture. And that's 

separated from talking about Ci.zen M. 

 Metaphorically, tapping into social trends is also a way that the hotel invites guests who feel 

they are different and do not fit in with set societal standards, or does not want to be limited to the 

tradi.onal hotel models where ‘luxury’ is defined. This posi.ons them as ‘different’, setng forth an 

ideology that being ‘one-of-a-kind’ is welcome at Ci.zenM, whether you are interested in travel or 

sleep.  

So it's all about this idea of someone who really enjoys like convenient luxury to some extent, but 

not hyper luxury. 

Ci.zenM curates an online brand iden.ty that, on one hand, caters to poten.al guests who look 

for an overall elevated experience beyond a tradi.onal service hotel model, while on the other hand, 

establishes a persona of a ‘trendy brand’ that ‘evokes resonance’. This can be seen through the kind 

of reels they create, which tap into social trends, while subtly showing off their physical features: 
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Figure 4.28: Reels tapping into social media trends while subtly showing off physical spaces Ci.zenM 

has to offer. 

 

 
Figure 29: Reels tapping into social media trends, vividly showing physical spaces. 

 

Therefore, as evident in the above examples, Ci.zenM oien leverages social media trends as 

a bridge to maintain relevance amongst the social audience, while also selling an experience to a 

well-defined target audience. 
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4.5.3. EmoConal AssociaCons and Needs: 

The third sub-theme iden.fied is ‘emo.onal associa.ons and needs’. Through this 

dimension, Ci.zenM steps into the shoes of the modern-day travelers who associate with hotels not 

simply as a place to stay, but also as a place of ‘belongingness’ and ‘inspira.on’. This aligns with 

Kapferer’s component on reflec.on in par.cular, which emphasizes a brand’s ability to step into the 

shoes of the consumer and envision how they experience the brand through their expressions while 

using the products. This enables brands, and in this case Ci.zenM to iden.fy how consumers engage 

with the products and resonate with their individual iden..es (Kapferer, 2008, p.186). 

Honestly, they love to see our physical spaces, like our hotels….the view of the rooms, everyone 

loves that. 

This indicates that Ci.zenM recognizes the value of their physical spaces in building rela.onships 

with guests, or crea.ng a need for them to experience. As men.oned by an interviewee, it is ‘simple’ 

to create content in these spaces, because this gives their audience an idea of ‘what they can expect 

when they get there’. An example of this can be seen below: 

 
Figure 4.30: Reel showcasing ‘physical spaces’ to create a need to experience it. 

 

Besides ‘humour’, Ci.zenM makes use of emo.onal tones to posi.on ‘comfort’ and 

‘individuality choices’ at the forefront of their iden.ty to posi.on themselves as ‘real caring’ for their 

guests. Therefore, they showcase their physical spaces as ‘social environments’ where there is room 

for conversa.ons to grow, even if guests don’t know each other. One interviewee men.oned the 

significance of ‘sharing’ a living room with someone like-minded within the hotels that makes the 

stay more memorable in contrast to encountering unkind or reserved guests: 
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You want to share a living room with someone who you can have similar conversa.ons with or 

you can have you can sit there comfortably and chat about different things and have some level 

of. 

 

The emo.onal connec.on is therefore established by adap.ng warm, relatable messaging 

paoerns, centring around people and interac.ons with ambassadors. This is addressed by an 

emphasis on community as well as expected interac.ons with ambassadors based on a brand’s 

percep.on of how a consumer envisions them: 

We get it and we travel the same. So you're basically fostering like a community feeling. 

Community is a bit of a dirty word, but basically it's about crea.ng an understanding of like- 

minded people. 

 

 
Figure 4.31: Reels showcasing ‘community’ and the brand’s percep.on of how Ci.zenM is viewed by 

guests. 
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Figure 4.32: Reel showcasing a guests’ point of view of how an ambassador interac.on looks like. 

 

 Evidently, Ci.zenM iden.fies its consumers’ need for a humane brand that is ‘realis.c’ and 

taps into ‘relatable moments that are kind of messy’ simply because ‘no one’s life is like that’ and is 

parallel to how people encounter their own homes.  

 

4.5.4. Digitally Savvy: 

The final sub-theme iden.fied is ‘digitally savvy’. This sub-theme highlights the Ci.zenM as a 

modern hotel with technology that facilitates the guest experience making it seamless and engaging. 

Ci.zenM aims to create an ecosystem for the modern-day traveller who is .me-conscious, is hyper-

connected, and is excited by technology ingrained within the products or services. This is evident in 

the subtle displays of technologies within the hotel spaces such as the living rooms as well as the 

guest rooms on instagram: 

 

 
Figure 4.33: Reels showcasing Ci.zenM targe.ng consumers who are ‘tech-savvy’ 

 

As apparent above, engaging with in room control systems through the ipad by adjus.ng the 

lights and lowering shades is seen as a part of the ‘Ci.zenM experience’, posi.oning it as a tool of 

personalisa.on where the guests can set the ‘mood lights’ that best reflects their moods while in 

their rooms. Furthermore, by targe.ng ‘tech-savvy’ audiences, Ci.zenM also pays an emphasis to 

individuals who understand social trends,  
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5. Conclusion: 

The main purpose of the research was to inves.gate how Ci.zenM employs brand iden.ty 

on Instagram. In addi.on to the main research ques.on: How does Ci'zenM employ brand iden'ty 

on Instagram?, this research also addresses three sub-ques.ons to guide the research: 1) How does 

personality play a role in brand iden'ty? 2)How does culture play a role in brand iden'ty?, and 3) 

How does self-image play a role in brand iden'ty?. Two datasets were analysed to conclude with the 

findings: 3 expert interviews, conducted with employees working within the brand and social media 

team at Ci.zenM, alongside which 150 Instagram reels were analysed to observe how the elements 

of brand iden.ty were embedded and carried out through reels. The findings of the research will be 

addressed in this chapter, following which the main and suppor.ng research ques.ons will be 

addressed. Finally, implica.ons of the research will be discussed, and the chapter will conclude with 

limita.ons and the scope of future research. 

 

5.1 Summary of Findings: 

 As briefly men.oned before, this research is guided by three sub-ques.ons. To reiterate 

them, the first sub-ques.on is: ‘How does personality play a role in brand iden'ty?’. Reflec.ng on the 

analysis of the datasets, Ci.zenM has shown a very defined way of associa.ng itself with aoributes 

that they also consider a significant element of their iden.ty pillars. The brand views itself as a 

‘misfit’ within an industry dominated by tradi.onal hotels and makes use of its physical spaces as 

well as an interplay of psychological components around personality to put forth this messaging on 

Instagram. Depic.on of provoca.ve artworks in shared physical spaces within the hotels, leveraging 

bright and bold colours that are standardized across all hotels on Instagram to advocate for an 

iden.ty that disrupts the singular chain of percep.ons when associa.ng with a tradi.onal hotel with 

significant emphasis on a service model. This aligns with two components within Kapferer’s defined 

iden.ty prism- personality and physique (Anderson, 2010, n.p.). Element on ‘personality’ from the 

brand iden.ty prism, which believes that, similar to human characteris.cs, brands also have 

personality traits that make it simpler to picture them if the brand were in human form (Kapferer, 

2008, p.184). Moreover, Ci.zenM recognizes the community of audiences that resonate with their 

brand persona, and specifically caters to them by adap.ng their sense of humor, lifestyle choices 

while travelling, as well as adding ‘realism’ to their content which taps into the consumer mindset. 

Revisi.ng the second component, the element of physique was also evidently u.lized while drawing 

associa.ons with the brand through its content on Instagram, which as defined by Kapferer is seen as 

one of the tangible features within the prism where the physical aoributes of the brand become the 

founda.on of a brand’s iden.ty, represen.ng the visible and literal value of a brand (Adler, 2022, 
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n.p.; Mahdi et al., 2015, p. 114). Having standardized internal spaces aided the brand in maintaining 

a consistent persona through uniform messaging that is applicable across all hotels. This aligns with 

Chung and Byrom (2020, p. 75; Fan et al., 2022, p.1274) point of view on sensory elements being 

amongst the elements that easily resonate with consumers since they comprise discernible aspects 

such as physical aoributes of a brand or graphic cons.tuents such as logos or taglines. Therefore, 

these observa.ons aid the purpose of the sub-ques.on and sides with the no.on that personality 

indeed plays a significant role while employing brand iden.ty on social media plaforms such as 

Instagram within the hospitality industry.  

 Reitera.ng the second sub-ques.on: ‘How does culture play a role in brand iden'ty?’. 

Drawing back on the findings of the research, Ci.zenM integrated culture in two dis.nct ways- first, a 

defined approach, which coincided with the brand’s internally agreed upon discussions on what it 

stands for and will essen.ally be fused within its brand communica.ons, and finally, a set of 

components that were established online to align with a specific community of audiences comprising 

travellers and aspirants. Across the interviews and evidently on Instagram, Ci.zenM upheld its 

singular Instagram profile and hotels across 36 loca.ons as a symbol of being ‘interna.onal’. While 

occasionally tapping into Loureiro et al., (2019, p.46) perspec.ve on bou.que hotels, mimicking the 

concept of ‘being at home’ by integra.ng local influences within hotels, such as- locally inspired art 

displayed within shared spaces as well as through its content surrounding conversa.ons of Ci.zenM 

culture on one hand, and integra.ng i.neraries inspired by local guides, promo.ng the loca.on as 

well as the hotels. This subsequently taps into two elements defined by Kapferer in the iden.ty 

prism- culture and reflec.on (Anderson, 2010, n.p.). Element of ‘culture’ in the brand iden.ty prism 

emphasizes that culture reflects a brand or organiza.on’s fundamental principles that are not only 

aspira.onal for it to integrate, but also extend into the products and the brand communica.ons 

surrounding them, influencing the interac.ons with consumers (Kapferer 2008, p.186). Ci.zenM 

integrates this perspec.ve by embedding its own cultural values such as ‘real caring’ and  ‘genuine 

touch’ by highligh.ng ambassadors working at the hotels as approachable, social, and amiable; and 

‘smart thinking’ by building an ecosystem within the hotels that from the brand’s perspec.ve, keeps 

the consumer journey at the forefront. Moreover, the element of ‘reflec.on’ was also observed 

within the findings, which, as defined by Kapferer (2008, p.186), enables brands to step into the 

shoes of a consumer and envision how they experience the brand while engaging with the products 

in real .me. This is evident through the brand’s vision on ‘M-feeling’, embedding values that 

Ci.zenM believes aid guests or aspirants relate with the brand, which embodies ‘inclusivity’, 

‘differences’, and ‘open-mindedness’ while portraying guest experiences on Instagram. Hence, the 

brand posi.ons itself as one that aims to understand the culture of its primary audiences- guests, 
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travellers, and aspira.onal community that resonates with the lifestyle- and builds a strategic culture 

standing as a significant pillar of its brand iden.ty. Therefore, it is evident through the observa.ons 

that culture is employed within a brand’s iden.ty by employing not only a brand’s aspira.onal values 

within the brand communica.ons, but also their adapta.on to the lifestyle preferences of its 

intended audiences.  

 Finally, addressing the third sub-ques.on: How does self-image play a role in brand iden'ty?. 

The analysis indicated that Ci.zenM posi.ons itself as a lifestyle brand that expands further than the 

tradi.onal perspec.ve of hotels simply as a place to stay. Ci.zenM par.cularly leverages two of the 

instances provided by Treem and Leonardi (2013, p.10-30) where affordances such as visibility and 

associa.ons build up upon consumers’ engagement with social media plaforms such as Instagram. 

Moreover, beyond these correla.ons drawn on the basis of affordances, Duffy et al. (2017, p.2) 

research highlights how ‘imagined affordances’ associated with the plaforms or the content in 

par.cular also influences how brand’s envision iden.ty; consequently also impac.ng the percep.on 

of consumers. Ci.zenM views themselves as a ‘facilitator’, aiming to iden.fy how their consumers 

engage with the brand and their services and employing similar messaging that also aligns with their 

brand iden.ty across their porfolio on Instagram. This aligns with Kapferer’s element on ‘self-image’ 

where consumers engaging with the brands feel when interac.ng with a brand and its products, 

including the associa.ons they make with their individual iden..es in the course of interac.on 

(Mahdi et al., 2015, p.115; Kapferer, 2008, p.186). While on one hand they u.lize their physical 

spaces and picturesque views to resonate with guests, they also recognize a psychological profile 

that ideally is in tune with their offerings. Drawing back at the findings, the brand targets a defined 

audience who see themselves as aspira.onal, frequent traveller, and one who appreciates art and 

culture. These aspirants are emo.onally bridged with the brand itself through the label- ‘Ci.zens’- 

which emulate people who see themselves and their individual preferences while travelling in the 

brand. By mirroring the values, aspira.ons, and mindset of its target audience through consistent 

emphasis on these conversa.ons across their Instagram profile, Ci.zenM ul.mately aims to build a 

sustainable and emo.onally invested rela.onship with a community that understands and embodies 

similar traits. This is mapped towards Kapferer’s element on ‘rela.onship’ that revolves around the 

assump.on that users engaging with the brand already have an exis.ng rela.onship with them that 

involves emo.onal associa.ons, and therefore, can be u.lised by brands to establish a durable and 

loyal rela.onship over .me (Mahdi et al., 2015, p.115). Hence, it is apparent that brands make use of 

consumer percep.ons surround a brand and its products to navigate the strategy in embedding 

pillars of their brand’s iden.ty in order to create resonance and maintain long-term rela.onships 

over .me.   
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 The above men.oned ques.ons guided the research in ar.cula.ng insights to answer the 

main research ques.on: How does Ci'zenM employ brand iden'ty on Instagram?. In hindsight, the 

observa.ons gathered from the findings s.pulate the complexity of a brand’s iden.ty when 

communicated on a social media plaform such as Instagram, where there is an interplay between 

tangible and intangible components such as ‘physique’, ‘rela.onship’, ‘reflec.on’ on one hand, and 

intangible elements such as ‘personality’, ‘culture’, and ‘self-image’ on the other, as discussed by 

Kapferer’s brand iden.ty prism (Anderson, 2010, n.p.). Ci.zenM leveraged Instagram’s visual features 

to not only create a humanised image of the brand with defined traits and cultural nuances, but also 

anchored the plaform’s feature to engage consumers as an ini.a.ve to understand how consumers 

associate with the brand, and build rela.onships around them (Yang, 2021, p.16; Kapferer, 2008, 

p.184-186; Mahdi et al., 2015, p.115). As a brand, they posi.oned themselves as a modern and 

consumer-centric culture where the messaging mostly revolved around the ‘mobile ci.zen’ or the 

travellers who could be poten.al guests. Notably, Ci.zenM taps into Monica and Balas (2014, n.p.) 

perspec.ve on the opportuni.es brought forth by social media, where brands have the possibility to 

learn more about their consumers from the data gathered through their engagement on the 

plaform, and u.lize this knowledge to build an iden.ty that echoes with their intended clientele, 

while also genera.ng revenue.  

 

5.2. Theore4cal Implica4ons: 

 This research has theore.cal implica.ons as it contributes to research within the fields of 

brand communica.on and iden.ty, hospitality industry, and social media with a par.cular emphasis 

on Instagram. Furthermore, the observa.ons can also be leveraged within the field of consumer 

psychology, where brands can understand on what grounds consumers associate their individual 

iden..es with brands, and inculcate this knowledge within brand communica.on strategies while 

interac.ng with consumers online.  

 Previously conducted research within the hospitality and tourism industry indicated that 

consumers are not limited to physical encounters or interac.ons with brands, the guest experience 

involves a mul.-layered cogni.ve involvement, which equally has an impact on the consumers 

(Mossberg, 2007 as cited in Veríssimo et al., 2015, p.23). This study expanded on this perspec.ve 

using Kapferer’s brand iden.ty prism as a grounding framework to understand the complexity and 

dynamic nature of brand iden.ty that is visible in any form of brand communica.on, illustrated 

through the use of affordances on Instagram (Mahdi et al., 2015, p.1). Hence, taking a different 

approach by inves.ga.ng the applicability of the prism in a modern and socially relevant tool such as 

Instagram, instead of applying the iden.ty prism in a sta.c brand context. 
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 Furthermore, this research can be considered a stepping stone for plaform studies where 

plaforms are not simply viewed as digital marke.ng or storytelling tools, but can also be observed as 

co-creators of brand meanings that are translated into long-term rela.onships with poten.al 

communi.es of consumers online. Despite geographic boundaries, hotels today leverage plaform 

affordances to increase brand awareness and foster agreed-upon associa.ons (Su et al., 2015; 

Hoffman and Fodor, 2010, as cited in Garrido-Moreno et al., 2018, p.97). Furthermore, by analysing 

Ci.zenM as a hotel, this study observed how hotels today work as cultural intermediaries besides 

being service providers. For instance, each Ci.zenM hotel displays local art and ar.sts within their 

interiors, which, despite having a standardized design, is adapted to cultural and local communi.es. 

Subsequently, there is room for scholarship within plaform studies as well as cultural studies within 

the hospitality and service sector.  

 

5.3. Limita4ons and sugges4ons for future research: 

 One of the limita.ons of the research is that it only focused on one social media applica.on- 

Instagram- to gain knowledge regarding hospitality brands employing elements of its brand iden.ty. 

However, it would have been interes.ng to inves.gate whether the observa.ons remain consistent 

when other social media sites were taken into considera.on, such as LinkedIn or X. On that note, it 

would have been equally insighful to take two dis.nct hotels into account to understand how the 

employability of brand iden.ty is comparable in the case of bou.que hotels, such as Ci.zenM, which 

advocates for affordable luxury on one hand, and Hilton hotels, which dispense a more premium 

service model. However, due to the limited .me, word count, and resources, this research was not 

able to cover these dimensions, but it would be a compelling direc.on of research for future 

researchers that will further contribute towards studies within hospitality and branding.  

 Another significant limita.on to the observa.ons gathered in this research was posed by the 

recent acquisi.on of Ci.zenM hotels by Marrioo which sets forth plausible specula.ons of 

rebranding across their social media plaforms in the near future (Zohar, 2025, n.p.). This poses a 

probable challenge to the current brand iden.ty and how it is communicated on Instagram, as 

content on social media is dynamic, and the observa.ons gathered in this research only capture the 

brand’s current strategy of integra.ng its brand iden.ty within online communica.ons. Although it 

would have been insighful to observe whether the brand shiis its communica.on strategy, and if 

the current iden.ty pillars are maintained or replaced due to this handover, the limited .me frame of 

the research unfeasible to gather both observa.ons. However, this could be an interes.ng avenue for 

future researchers within this field to revisit and inves.gate how it is communicated on Instagram in 
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the upcoming months, and compare the evolu.on of the brand to determine which one is stronger 

and more impacful. 
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APPENDIX A: Coding tree and Coding frame 

1. Coding Tree 

Themes Sub-themes Open codes 

Brand Communica.on strategy Brand associa.ons  

through messaging 

Good and consistent 

copywri.ng 

Modern travel culture 

Art and local culture 

Core Branding elements 

Strategic posi.oning Posi.oning as a lifestyle brand 

Differen.a.ng in posi.oning 

Appeal to crea.ve audiences 

Convenience over luxury  

Content strategy Visual brand consistency 

Aesthe.cs embedded in 

storytelling 

U.lising humour and quirky 

elements 

Short form content [reels] 

Consumer-centric 

Communica.on 

Realis.c and relatable content 

Emphasis on Community feeling  

Lifestyle branding  

Straighforward tone of 

communica.on 

Brand  

Personality 

Bold and Disrup.ve iden.ty Provoca.ve and cheeky tone 

Unconven.onal hotel cues 

Dis.nct design philosophy 

 

Relatable Millennial core Personifica.on as human 

Millennial humour 

Mimicking creator style 

communica.on 

 

Approachable persona Emo.onal branding 

Informal language 
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Friendly persona 

Warm and welcoming persona 

Nature of Worldliness Global and local cues 

Open-mindedness  

Cosmopolitan brand 

Inclusive and diverse 

Culture and Values rooted in 

Iden.ty 

Global vs Local culture Cultural nuances 

Locally inspired tradi.ons in 

branding (Easter) 

Loca.on based branding 

Integra.ng Global with local 

tone of voice 

Ar.s.c and aesthe.c 

sensibili.es 

Global and local art 

Bold colours  

Physical spaces and interior 

design 

Hotels as crea.ve spaces 

Internalised values and  

Ci.zenM Spirit 

Cultural values 

Emo.onal branding (M-feeling) 

Advoca.ng Affordable luxury 

Encouraging differences and 

individuality 

Instagram Affordances for  

Brand Communica.ons 

Plaform func.onali.es as a 

lifestyle tool 

Editability 

Engagement 

Visual features 

Shareability 

Visual Storytelling Brand colours and aesthe.cs  

Visual representa.on of 

narra.ves  

Integrated brand values 

Storytelling abstract 

associa.ons (Ci.zenM feels like 

home) 

Intended Consumer Mindset Aspira.onal Mindset Ci.zen of the world 



 78 

For Relatability Depic.on of desired 

experiences 

Design awareness and ar.s.c 

taste 

 

Dis.nct Consumer Iden.ty Brand uniqueness over mass 

appeal 

Mirroring consumer’s lifestyle 

preferences (self-image) 

Travellers as cultural insiders 

 

Emo.onal associa.ons and 

needs 

Comfort and belongingness 

Individual choices in guest 

experiences 

Physical spaces for bonding and 

growth 

Realis.c interac.ons with 

ambassadors 

Digitally savvy Digital nomads 

Resonate with social trends 

Technological preferences 

Seamless experiences 
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2. Coding Frame 

Concept Open Code Descrip.on 

Brand iden.ty Core branding elements The use of visual iden.ty cues 

such as use of logo, brand-

specific colours, slogans. 

 

Personifica.on as human Human-like characteris.cs to the 

brand such as the use of humour 

or boldness defining 

characteris.c of the brand. 

 

Emo.onal branding The use of emo.onal cues to 

evoke a sen.mental connec.on 

with the consumers such as joy, 

belongingness, nostalgia. 

 

Differen.a.on in posi.oning Use of cues that set Ci.zenM 

apart from other hotels- 

affordable luxury, non-

tradi.onal. 

 

Lifestyle branding Use of cues that reflect a specific 

lifestyle- modern, tech-savvy, 

youthful, frequent traveller. 

 

Brand storytelling Use of narra.ves or themes to 

resonate with the brand, such as 

travel, design, culture- 

reinforcing how the brand 

defines itself through reels.  

 

Social media affordances Visual storytelling Refers to the brand’s use of 

visual cues such as colour 
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pallets, architecture and people 

to convey certain narra.ves or 

emo.ons through the plaform’s 

affordances. 

 

Plaform-specific affordances How Ci.zenM uses the features 

and tools in Instagram to 

communicate their brand 

iden.ty online: Reels, filters, 

background music, voiceover, 

cap.ons. 

 

Consistency The uniform use of brand 

specific colours, tone of voice, 

narra.ves across Ci.zenM’s 

profile. 

 

Kapferer’s brand iden.ty prism Physique Use or discussion tangible and 

visible elements such as- design, 

architecture, rooms. 

 

Personality Use of personality traits within 

the tone of voice- wit, humour, 

bold, approachable. 

 

Culture Use of cultural elements such as 

diversity (in art, employees, 

guests), des.na.ons, values 

highlighted through reels that 

show work culture, different 

types of guests, travel habits. 

 

Rela.onship Use of cues that highlight 

rela.onships between Ci.zenM 
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and the guest such as: curated 

experiences, check-ins, 

consumer interac.ons  

 

Reflec.on Use of cues that highlight the 

targeted consumer for Ci.zenM 

such as portrayal of 

professionals, travellers through 

visuals and use of tone of voice, 

invi.ng them to feel a part of a 

larger lifestyle brand 

 

Self-image Use of cues by Ci.zenM that 

enables the consumers to feel 

like they embody the traits 

reflected by the brand: trendy, 

modern day traveller, drawn to 

art. 
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APPENDIX B: Interview Guide 

1. Interview Guide: 

 

Expert Interview Guide: 

  

Introduc4on  

Purpose of the Interview: The aim of the research is to understand Ci.zenM’s brand iden.ty on 

Instagram.  

Confiden.ality: Ensure responses will be anonymized and used for academic research. 

Consent: Confirm permission to record if necessary.  

The data gathered through this interview will be used for research purposes only and the access will 

be restricted to me and my supervisor. This interview will be recorded. You may choose not to 

disclose your name and use a different one for this interview. The par.cipa.on is voluntary and if you 

feel uncomfortable with any ques.on, please feel free to say so and we can skip the ques.on. I 

appreciate your par.cipa.on in this interview and would like to thank you for taking the .me to be 

here. If you consent to this, we can proceed with the interview: 

 

● Background: 

○ ○ Can you introduce yourself and your role in Ci.zenM’s branding or marke.ng Team? [you can 

also choose to pick a pseudo name if you choose not to disclose your name]  

○ Do you believe branding plays an important role in the hospitality industry? 

  

1. Understanding Ci4zenM’s Brand Iden4ty  

1. 1. How would you describe Ci.zenM’s brand iden.ty in a few words?  

a. How do you associate these words with Ci.zenM?  

2. Do you think these are par.cularly relevant in the hospitality industry?  

a. If so, why?  

b. If not, why?  

3. Are there certain pillars that represent the core of Ci.zenM as a brand online?a. What are they?  

4. What is the role of social media plays a role in communica.ng Ci.zenM’s brand iden.ty Online?  

a. Is Instagram a tool that aids this purpose?  

b. How do you think Ci.zenM’s Instagram presence reflects this iden.ty?  

c. What feelings or emo.ons do you aim to evoke through Instagram content?  

d. How does Instagram help in reinforcing Ci.zenM’s core brand values?  
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5. In your opinion, how do followers perceive Ci.zenM’s brand on Instagram?  

  

2. The Role of Personality in Brand Iden4ty  

6. Do you think Personality can contribute to a Brand’s iden.ty? [Hospitality sector] 

a. Why do you think so? 

7. How would you describe Ci.zenM’s brand personality?  

a. What associa'ons with the brand are you referring to through these personality traits? 

8. How do you think Ci.zenM reflects these when communica.ng their brand online? 

9. Is there a specific audience you hope/ aim to resonate with this brand personality online?  

a. Could you specify?  

b. Is this also something that you consider when reflec.ng your brand online? 

c. What personality traits do you target? 

i. or replicate?  

d. How do you do that?  

i. Could you give an example of how Instagram plays a role in this? 

10. How do you feel Ci.zenM’s personality resonates with its audience? ( 

11. What types of Instagram content (Reels, Stories, cap.ons, visuals) best express this personality?  

a. Why do you think so? 

12. Have you faced any challenges in maintaining a consistent brand personality across different 

markets [Different Ci.zenM hotels in Europe and America]? 

a. If yes, what are they? 

i. Why do you think these challenges arose? 

b. If No? Why do you think so? 

  

3. The Role of Culture in Brand Iden4ty  

11. What are the any cultural values that the brand abides by while branding online? 

12. How does Ci.zenM integrate cultural elements into its Instagram branding?  

13. What role does local culture play in shaping Ci.zenM’s content strategy for different audiences?  

14. Can you share any examples where cultural adapta.on was necessary for an Instagram 

campaign?  

15. How do you balance maintaining a global brand iden.ty while respec.ng local cultural 

preferences?  

16. How important do you think cultural authen.city is for brand success on Instagram?  
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4. The Role of Self-Image in Brand Iden4ty  

16. How do you think Ci.zenM’s Instagram branding aligns with its audience’s self-image? 

17. In what ways does Ci.zenM’s Instagram content encourage followers to see themselves as part of 

the brand?  

18. Do you think users engage more with content that aligns with their lifestyle and aspira.ons?  

19. How does user-generated content (e.g., guests tagging Ci.zenM) play a role in brand iden.ty?  

20. What value do you think self-image alignment has in building long-term brand loyalty? ) 

  

5. Wrap-Up  

21. In your opinion, what makes Ci.zenM’s Instagram branding successful?  

a. Why?  

22. Is there anything you aim to achieve from a brand iden.ty perspec.ve in the coming years? 

a. If yes, what are a few examples? 

23. Is there anything else you’d like to add about how Ci.zenM builds its brand iden.ty on 

Instagram?  
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2. Overview of Interviewees: 
 

(Pseudo) Names Gender Role within Organiza.on Place of Residence 

James Male Head of Brand Design at 
Ci.zenM 

The Netherlands 

Elena Female Social Media 
Coordinator at Ci.zenM 

The Netherlands 

Kiara Female Marke.ng Coordinator 
at Ci.zenM 

The Netherlands 
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APPENDIX C: Consent form [sample] 

CONSENT REQUEST FOR PARTICIPATING IN RESEARCH FOR QUESTIONS ABOUT THE STUDY, 

CONTACT:  

[Aarushi Roy Chowdhury, 560993]  

DESCRIPTION  

You4 are invited to participate in a research about [topic of the study]. The purpose of the study is to 

understand [RQ in lay language].  

Your acceptance to participate in this study means that you accept to [participate in a survey / 

participate in an experiment / be interviewed / be part of a focus group / be observed while you X]. 

In general terms,5  

• -  in the interview my questions will be related to CitizenM’s brand identity 

Unless you prefer that no recordings are made, I will make [an audio / a video] recording of the 

interview / focus group.  

I will use the material from the interviews and my observation exclusively for academic work, such 

as further research, academic meetings and publications.  

RISKS AND BENEFITS [alternatives A and B are presented below, but there may be further variations]  

A. As far as I can tell, there are no risks associated with participating in this research. I will not use 

your name or other identifying information [such as XXX] in the study. To participants in the study 

will only be referred to with pseudonyms, and in terms of general characteristics such as age and 

gender, etc.].  

B. I am aware that the possibility of identifying the people who participate in this study may involve 

risks for ... [Explain potential risks for the participant’s reputation, help, social relations, etc.]. For 

that reason—unless you prefer to be identified fully (first name, last name, occupation, etc.)—I will 

not keep any information that may lead to the identification of those involved in the study. I will only 

pseudonyms to identify participants.  
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You are always free not to answer any particular question, and/or stop participating at any point. [If 

participant observation is involved]: Every time I want to accompany you in any activity (such as XX, 

XX, XX), I will ask you your permission again.  

TIME INVOLVEMENT  

Your participation in this study will take [approximate amount of time]. You may interrupt your 

participation at any time.  

PAYMENTS  

There will be no monetary compensa.on for your par.cipa.on.  

DATA COLLECTION AND RETENTION 

During [the interview/survey/focus group], the following personal data will be collected from you: 

Name, age, gender, ..., audio or visual recordings, occupa.on, cultural background, ethnic 

background, sen.ments about / feelings about / opinions about, IP address, informa.on about 

physical or mental health. 

 [In addi.on, it is also possible that you will talk about your poli.cal affilia.on and religious or 

philosophical beliefs and those of others, as these may also relate to your opinion about [...].] 

 

If compensa'on/credits/sharing of results applies.: I need your bank account number, to transfer the 

payment. // I need your student number, to award credits. 

 

I also need your [email address; home address], to send the results of the study to you [by email; by 

post]. 

 

Your data will be retained for a minimum of [specify .me, ex: 5 years]. I retain the data so that other 

researchers have the opportunity to verify that the research was conducted correctly. 

PARTICIPANTS’ RIGHTS  

If you have decided to accept to par.cipate in this project, please understand your par.cipa.on is 

voluntary and you have the right to withdraw your consent or discon.nue par.cipa.on at any .me 

without penalty. You have the right to refuse to answer par.cular ques.ons. If you prefer, your 
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iden.ty will be made known in all wrioen data resul.ng from the study. Otherwise, your individual 

privacy will be maintained in all published and wrioen data resul.ng from the study.  

CONTACTS AND QUESTIONS  

If you have ques.ons about your rights as a study par.cipant, or are dissa.sfied at any .me with any 

aspect of this study, you may contact –anonymously, if you wish— [contact person in the dept., 

faculty or university, e-mail address.]  

Do you have a complaint or concerns about your privacy? Please email the [add name and email 

address of student], or visit www.autoriteitpersoonsgegevens.nl. (T: 088 - 1805250) 

SIGNING THE CONSENT FORM  

If you sign this consent form, your signature will be the only documenta.on of your iden.ty. Thus, 

you DO NOT NEED to sign this form. In order to minimize risks and protect your iden.ty, you may 

prefer to consent orally. Your oral consent is sufficient.  

I give consent to be recorded during this study:  

Name Signature Date  

I prefer my iden.ty to be revealed in all wrioen data resul.ng from this study  

Name Signature Date  

This copy of the consent form is for you to keep. 6  
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APPENDIX D: AI Declara.on form 

Student Informa.on 

Name: Aarushi Roy Chowdhury 

Student ID: 560993 

Course Name: Master Thesis CM5000 

Supervisor Name: Dr. Debora Ramos Antunes da Silva 

Date: 26th June 2025 

 

DeclaraGon: Acknowledgment of Genera.ve AI Tools 

I acknowledge that I am aware of the existence and funcGonality of generaGve arGficial 

intelligence (AI) tools, which are capable of producing content such as text, images, and 

other creaGve works autonomously. 

 

GenAI use would include, but not limited to: 

- Generated content (e.g., ChatGPT, Quillbot) limited strictly to content that is not 

assessed (e.g., thesis Gtle). 

- WriGng improvements, including grammar and spelling correcGons (e.g., Grammarly) 

- Language translaGon (e.g., DeepL), without generaGve AI alteraGons/improvements. 

- Research task assistance (e.g., finding survey scales, qualitaGve coding verificaGon, 

debugging code) 

- Using GenAI as a search engine tool to find academic arGcles or books (e.g.,  

 

 

☒ I declare that I have used generaGve AI tools, 

specifically [Turboscribe.AI (TranscripGons)], in 

the process of creaGng parts or components of 

my thesis. The purpose of using these tools was 

to aid in generaGng content or assisGng with 

specific aspects of thesis work. 

 

Extent of AI Usage 

☐ I declare that I have NOT used any 

generaGve AI tools and that the assignment 

concerned is my original work. 

 

Signature: [digital signature] 

Date of Signature: [Date of Submission] 
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☒ I confirm that while I uGlized generaGve AI 

tools to aid in content creaGon, the majority of 

the intellectual effort, creaGve input, and 

decision-making involved in compleGng the thesis 

were undertaken by me. I have enclosed the 

prompts/logging of the GenAI tool use in an 

appendix. 

 

Ethical and Academic Integrity 

☒ I understand the ethical implicaGons and 

academic integrity concerns related to the use of 

AI tools in coursework. I assure that the AI-

generated content was used responsibly, and any 

content derived from these tools has been 

appropriately cited and a_ributed according to 

the guidelines provided by the instructor and the 

course. I have taken necessary steps to disGnguish 

between my original work and the AI-generated 

contribuGons. Any direct quotaGons, paraphrased 

content, or other forms of AI-generated material 

have been properly referenced in accordance 

with academic convenGons. 

 

By signing this declaraGon, I affirm that this 

declaraGon is accurate and truthful. I take full 

responsibility for the integrity of my assignment 

and am prepared to discuss and explain the role 

of generaGve AI tools in my creaGve process if 

required by the instructor or the ExaminaGon 

Board. I further affirm that I have used generaGve 
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AI tools in accordance with ethical standards and 

academic integrity expectaGons. 

 

Signature:  

 

Date of Signature: 26th June 2025 
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2. AI prompts: 

 

b. Turboscribe.AI  

The Voiceover files were uploaded and transcribed without a prompt. A selec.on was made 

to iden.fy the speakers. 

 

 

 


