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Analysis of the Characteristics of Fashion Design in Instagram’s Fashion Influencer
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Abstract: Fashion Influencer of Instagram get a lot of attention from the public, and they play a major role in shaping
peoples’ taste. This study attempts to analyze the fashion design of fashion influencer in Instagram. The data was col-
lected from Apr. 15th to April 30th, 2017, and the pictures were collected from May, 2016 to April, 2017. Total of 460 pic-
tures were collected based on the number of “likes”. The method of study was content analysis and the cross tabulation
analysis and frequency using SPSS Statics 24 Based on the above results, influencers were mostly models that have many
“likes” on their photos. Many of influencers were wearing black, white, or blue dresses that do not have any patterns.
Many others were wearing indigo, black, or white jeans with T-shirts. In summary of the above contents, influencer also
found out that the materials of their clothes were both hard and soft, and that the casual style was the most popular among
influencer, and that influencer also liked elegant, modern, mannish, or sexy looks. Therefore, through this study, it was
found that the fashion design of influencer had a unique fashion image. Gigi Hadid, Kendall Jenner, and Blake Lively are
the representative influencers of fashion instagram. Gigi Hadid was a casual and manish image, Kendall Jenner was a
casual and sexy image, and Blake Lively was an elegant image.
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Table 1. Collection of analysis data (Unit: n(%))
Follower Media n(%)
1,200,000 3,559 156(33.9)
1,100,000 10,817 148(32.2)
539,000 10,909 156(33.9)

Total 460(100.0)

Instagram

Fashionfrique
Fashionbook
Fashion_style_celebrity
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Table 2. Influencer of fashion instagram
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(Unit: n(%))

Influencer birth Age Career Nationality hfl;ltﬁ) g‘if:: Inﬂ;yl;r;cer n(%)
Gigi hadid 1995.04.23 23 Model USA 42,300,000 Mega 73(15.9)
Kendall Jenner 1995.11.03 23 Model, television personality USA 93,300,000 Mega 53(1L.5)
Blake Lively 1987.0825 31 Actress USA 22,200,000 Mega 19(4.1)
Bella hadid 1996.10.09 22 Model USA 19,200,000 Mega 15(3.3)
Victoria Beckham 1974.04.17 44 Businesswoman, designer, model, singer England 21,700,000 Mega 12(2.6)
Selena Gomez 1992.07.22 26 Actress, singer USA 139,900,000  Mega 10(2.2)
Rosie Huntington-Whiteley 1987.04.18 31 MOd?;g?;:;isv’o:]zs;gner’ England 8,100,000  Mega 9(2.0)
Jacqueline Mikuta - Style blogger German 885,800 Macro 8(1.7)
Rihanna 1988.02.20 30 Singer Barbados 64,200,000 Mega 8(1.7)
Miranda Kerr 1983.04.20 35 Model Australia 11,700,000 Mega 7(1.5)
Taylor Hill 1996.03.05 22 Model USA 10,900,000 Mega 7(1.5)
Beyonce 1981.09.04 37 Singer, actress, businesswoman USA 116,000,000  Mega 6(1.3)
Candice Swanepoel ~ 1988.10.20 30 Model ;}i‘iﬁbgcﬁ;i 12,300,000  Mega 6(13)
Olivia Culpo 1992.05.08 26 Model USA 3,000,000 Mega 6(1.3)
Adriana Lima 1981.06.21 37 Model Brazil 11,700,000 Mega 5(1.1)
Fiisun Lindner - Style blogger German 295,000 Macro 5(1.1)
Jessica Alba 1981.0428 37 Actress USA 13,500,000 Mega 5(1.1)
Sasha Simon 1992. 26 Actress USA 877,000 Macro 5(1.1)
Cara Delevingne 1992.08.12 26 Model, actress, singer England 41,100,000 Mega 4(0.9)
Chrissy Teigen 1985.11.30 33 Model, actress USA 19,300,000 Mega 4(0.9)
Dakota Johnsson 1989.10.04 29 Model, actress USA 816,300,000  Mega 4(0.9)
Gisele Biindchen 1980.07.20 38 Model Brazil 14,700,000 Mega 4(0.9)
Irina Shayk 1986.01.06 32 Model Russia 10,400,000 Mega 4(0.9)
Lily Collins 1989.03.18 29 Actress, model USA, England 10,600,000 Mega 4(0.9)
Olivia Palermo 1986.02.28 32 Model, actress, businesswoman USA 5,300,000 Mega 4(0.9)
Taylor Swift 1989.12.13 29 Singer USA 110,800,000  Mega 4(0.9)
Alessandra Ambrosio 1981.04.11 37 Model Brazil 9,200.000 Mega 3(0.7)
Emma Watson 1990.04.15 28 Actress England 47,400,000 Mega 3(0.7)
Jennifer Lopez 1969.07.24 49 Actress USA 77,700,000 Mega 3(0.7)
Nicole Benisti - Style blogger Canada 120,200,00 Mega 3(0.7)
Alesia Asta 1990.04.28 28 Style blogger Belarus 496,000 Macro 1(0.2)
Etc. - - - - 156(33.9)
Total 460(100.0)




30 FOlFNY IR A21H AIS, 2019H
4. A1} U =9

41, QIAEITY THY QIEToIMo| YIEOl B

QIzElagel Uehd s QBT 21
Table 29} 220}, JIZElTA 7P BWol =51 s ASF
AXE Gigi Hadid(15.9%)Jth. T2 Kendall Jenner(11.5%),
Blake Lively(4.1%), Bella Hadid(3.3%), Victoria Beckham
(2.6%), Selena Gomez(2.2%), Rosie Huntington-Whiteley(2.0%)
o] 402 Uehtt}, B4 E2eine] e meo] 73
B, v, 7k Fol dddlo] tjFEolUaL, Jacqueline
Mikuta, Fiisun Lindner 52] 2B} E27]3} 7ho] Uuiel: 9l
Atk Yol= Fat 3LAIReH, 7P el = Wl I
F2A49 Gigi Hadid®} Kendall Jenners= 2342 H]S=3l <15
the] 20tk AgellAl E IS FL Jrh FEL o] v
=olglem, 1 9] 9=, Hepd, 5 5o A4S 7KL e
Ziﬁi L}E}"‘E} Azt #2249 49 ‘l%’ao’o_ i A,
A JAEFAA tiFEo] 1005 & o)de] E=29E 7 3l

= Mega ANZFAXUE & =+ Ut

re,
>
o
e,
iz
1
‘0,
[
4 ox
1 rlo

42, M QIEFeiMe| TiML|Xtel M
ezl vehd s IZFIA ] S ofoldl], A%
of, A, A, FH, olniA| 9] YAl B0 Aujmglt. 7}
TARl EAS HIAES Alslslo] AlZHE 7xAde] =2 9=
FEH-ER AR, 39 FEL RE X2 A
A A IZFAMC] A ololdl e o] HY =] 2(21.3%)
7F 7P 8ol veigen, thro 2 A AT 2 (14.1%), EIM
Z+3g81A] (8.9%), ANZHEIM =4+ =(8.5%), EI=+T=(7.6%)
502 YERTtHFig. 1, Table 3). WA ofold] F 71 Hol 1}
ERt ojH =g e} u|Asg ofodl e g QIEFIA ]
ltﬂfi o gellA] wol vheRkom, ol QlzEfado] A 21
E7M e Hegl «Woﬂ Hile] e AL ongtt =
l* o]o] A olo|gle FFIMC] UFEL] EJMZ olog]
I} GRS TR 3 Jilz ofeglo] & o]FiL YUt o

yuse+Jeans Jacl T
Tshlrts+Sk|rtBlouse+sk.rts
Coat+Tshirts+Pants
Jacket+Tshirts+Pants
One-pileceDi

EvemngDress

-~

l Top+ Jeans

“Tshirts+Jéanssse

Top*oﬁ%gtus Tshirts+Pants ™™

J um per+Tsh irts+Pants
.Blouse+Pants

Coats+ Tshirts+Skirts

Fig. 1. Item of influencer fashion.
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Table 3. Item of influencer fashion

Ttem n(%)
Evening dress 98(21.3)
One-piece dress 65(14.1)
T shirtstjeans 41(8.9)
Jacket+T shirts+pants 39(8.5)
T shirts+pants 35(7.6)
Coat+T shirtstpants 34(7.4)
Jumper+T shirtstpants 23(5.0)
T shirts+skirt 12(2.6)
Blousetjeans 11(2.4)
Blousetpants 11(2.4)
Blouse+skirts 8(1.7)
Top-+pants 8(1.7)
Coattone piece dress 8(1.7)
Etc. 67(14.7)
Total 460(100.0)
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Fig. 4. Color combination of influencer fashion.

Table 6. Color combination of influencer fashion

Fig. 2. Silhouette of influencer fashion.

Table 4. Silhouette of influencer fashion

Silhouette n(%)
Straight 129(28.0)
H-line 87(18.9)

Slim 60(13.0)
X-line 56(12.2)

Fit & flare 33(7.2)
Y-line 22(4.8)

Mermaid 14(3.0)
Boxy 13(2.8)

Etc. 46(10.1)
Total 460(100.0)

Fig. 3. Color of influencer fashion.

Table 5. Color of influencer fashion

Color combination n(%)
Achromatic 292(63.5)
Monochromatic 90(19.6)

Analogous 28(6.1)

Complementary 27(5.9)

Accent 22(4.8)

Etc. 1(0.2)
Total 460(100.0)

L
SpecialMaterial
Fig. 5. Material of influencer fashion.
Table 7. Material of influencer fashion

Material n(%)
Hard 225(48.9)
Soft 148(32.2)

Silky 28(6.1)

Special material 22(4.8)

Transparent 15(3.3)

Etc. 22(4.8)
Total 460(100.0)

Color n(%)
Bk 99(21.5)
B 69(15.0)
PB 19(4.1)
w 19(4.1)
Br 17(3.7)
Gy 16(3.5)
Etc. 31(6.9)
Total 460(100.0)
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Fig. 6. Pattern of influencer fashion.

Table 8. Pattern of influencer fashion

Dot

Pattern n(%)
None 334(72.6)
Flower 34(7.4)
Plant 24(5.2)
Stripe 18(3.9)
Abstract 8(1.7)
Geometric 8(1.7)
Etc. 34(7.4)
Total 460(100.0)

Ele8dh
Casua

M ClassmIAvam garde

Sexy.
Romantic

Fig. 7. Image of influencer fashion.

Table 9. Image of influencer fashion

Image n(%)
Casual 110(23.9)
Elegant 90(19.6)
Modern 72(15.7)
Mannish 41(8.9)
Sexy 37(8.0)
Active-sportive 31(6.7)
Romantic 30(6.5)
Ethnic 25(5.4)
Etc. 24(5.2)
Total 460(100.0)
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= Achromatic
» Monochromatic

Pattern
= None
« Stripe

Fig. 8. Gigi Hadid. http://www.instagram.com

Color
« Bk
W
«Br

-« Gy
«R

Color Combination
= Achromatic
» Monochromatic

Pattern
« None
= Plant

Fig. 9. Kendall Jenner. http://www.instagram.com
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4.3.3. Blake Lively®] i}
Blake Lively= QIZ-E}23e] AEFAM Follx] 193] (4.1%)
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Image
= Casual
= Mannish

Item

» Coat+T shirts+Pants

» Jacket+T shirts+Pants
* Jumper+T shirts+Pants

Silhouette
= Straight
* H-line

Image
= Casual

= Sexy
= Modern

Item

= T shirts+Jeans
= Evening Dress
= T shirts+Pants

Silhouette
= Slim

= Straight
= H-line

o] xE2 A WARE o] 2 AoE YeRt). Blake
Lively= w|=te] oju-ol=qt sjdshe2e] F2 tigS wo
o Al FFE Bol 7)X)= AEFFAAelt). Blake Lively
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o] B viF TENEH o] AFA@.1%)] Bo| YERton, ot
o2 muol=g} HERel ATl (3.5%)°] YeRth A= B
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9} Gy(14%)°] o= JERsT]. webA Blake Lively= ZHgY
o] EdlAE EA Jon BN} Bappo] A welk A ¢
= AE & F Sk AWVdxshe YAV T.6%) T 7P B
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Blake Lively= ZA8 S4H0 2 g SUWt=xsE F3l A
ANE AEALS & 5 Ik FHE UFH62%)y 7P B
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Color

* Pink
1

Color Combination
= Monochromati
« Achromatic

Pattern
= None
* Flower

Fig. 10. Blake Lively. http://www.instagram.com
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Image
« Elegant
= Romantic

Item
= Evening Dress
» One-piece Dress

\ Silhouette

= Fit & Flare
« Mermaid
* H-line
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