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Abstract 

This study aims to contribute to the understanding of authenticity on the photo sharing service 

Instagram by analysing the two accounts @satiregram and @socalitybarbie. The two cases 

make use of parody and satire in order to poke fun at the dominant Instagram culture, which is 

according to media characterised by a lack of authenticity. For this reason it is of great interest 

to examine how the two accounts @satiregram and @socalitybarbie challenge authenticity on 

Instagram through the platform itself. Moreover, for the purpose of gaining a better 

understanding of authenticity in regard to Instagram it is analysed which aspects of the idea of 

authenticity are challenged by two chosen cases. The research furthermore intends to provide a 

better understanding of the Instagram culture as well as the photo sharing platform itself. 

In order to investigate the stated questions first of all the concept of authenticity in relation to 

media in general is discussed. The study then proceeds with introducing Instagram to provide a 

better understanding of the topic. Subsequently previous research on authenticity in regard to 

media before and within the advent of social media is presented. The theoretical framework 

begins by presenting the genres of satire and parody as well as the concept of counterculture as 

instruments of social critique. Furthermore, the concepts of authenticity contract, authenticity 

puzzle as well as authenticity scandal are presented. Moreover, a set of norms of Instagram is 

introduced. Lastly, seven characteristics of mediated authenticity are depicted. For the 

investigation of the stated questions the content of the two chosen contents is analysed. 

Moreover, two interviews with the creators of the accounts were conducted in order to obtain 

background information regarding @satiregram and @socalitybarbie. The gathered data is 

subsequently applied to the theories present in the theoretical framework. The study is 

concluded by a discussion on the findings, which amongst others includes the revaluation of the 

idea of authenticity on Instagram. 
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1. Introduction 

“Social Media is Not Real Life” 

With this statement Essena O’Neill, a 19 year old Australian Instagram star, with more than 

half a million followers, gained a lot of media attention. She deleted the majority of her shared 

pictures and recaptured the 96 remaining images describing the struggles she went through to 

create the perfect snapshot. She further renamed her account into Social Media Is Not Real 

Life and later changed it to a private account. By eliminating such a successful account the 

young woman certainly made a statement against Instagram in particular and social media in 

general. With her action O’Neill is taking an important stand. She is publicly questioning the 

honesty of all the perfect and authentic looking lives depicted on the photo sharing platform 

(Bromwich 2015; Hunt 2015). In a statement O’Neill declared that “the pressures of 

maintaining the illusion of perfection in post after post were making her miserable” (Goldstein 

2015). Her action was followed by a media discussion about the increasing culture of 

artificiality on Instagram. For instance, The New Statesman, a British political and cultural 

magazine, claims that “online personas – especially the better known ones – are even less real 

than we realised and further states that the ‘cult of authenticity’ on the social networking 

service is connected to the growth of unmarked paid posts on the social networking service 

(Speed 2015). Tama Leaver, lecturer at Curtin University in Australia, notes on his blog that 

O’Neill’s action “put questions of transparency, advertising and authenticity on Instagram 

clearly in the spotlight” (Leaver 2015). Further, ThinkProgress, a liberal and independent 

blog, stated that it should now be clear how your friends’ Instagram feeds are fake and 

manipulated (Goldstein 2015). However, the young Australian O’Neill is not the only person 

voicing their opinion on the development of a growing artificial culture on the mobile 

application. Within the last year several similar projects have evolved that call upon the lack 

of honesty and authenticity of pictures shared on Instagram. For example, the hashtag 

#totalhonestytuesday encourages Instagram members to share their not so perfect moments in 

life and to realistically capture the work involved in the image (Brennan 2015). Another 

project is #WomenIRL, which stands for Women In Real Life and promotes to share unfiltered 

moment and the ‘real life’ (Robinson 2015).  

Further noticeable in this context are two accounts named @satiregram and @socalitybarbie. 

They are both using the photo sharing service to voice critique against one of its own elements 

- the increasing artificiality. According to media they both challenge the idea of authenticity of 
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Instagram accounts and therefore are part of the current debate (Sawhorse Media 2016; 

Grenoble 2013; Cartner-Morley 2015; Merelli 2015). In order to do criticize authenticity on 

Instagram, they make use of the genre’s satire and parody, thus mocking over presented and 

mundane Instagram pictures and the struggle of finding and creating the perfect moment worth 

being shared on Instagram (Sawhorse Media 2016; Chan 2013, Grenoble 2013; Kotenko 

2013). Further, these accounts highlight true process behind Instagram pictures (Sawhorse 

Media 2016; Grenoble 2013; Merelli 2015), which the following example of @satiregram 

illustrates: “a picture of the highway to show that I’m on a roadtrip. I waited until there 

weren’t any cars behind me so that I could stand in the road to take this shot…” (fig. 1). 

 

 

 

 

 

 

 

By combining the noted factors - such as the use of satire and parody, mocking of the 

prevalent Instagram culture as well as the revelation of struggles people go through in order to 

create the picture that is worth being shared - the accounts gained a remarkable amount of 

followers as well as media attention (Kotenko 2013; Chan 2013; Caldwell, 2015; 

CartnerMorley 2015; Goldstein 2015). The two mentioned projects either evolved or became 

popular within the last year, which highlights the present importance of debating authenticity 

on social media, especially on Instagram. In a critical parodical way, these accounts remind us 

that not all we see on social media and especially on Instagram is authentic or real. The 

accounts further reflect upon Instagram by making use of Instagram itself and are therefore 

taking a special standpoint.  

The photo sharing service has been created “to experience moments in your friends' lives 

through pictures as they happen” but at the same time provides the possibility to “choose a 

filter to transform the image” (Instagram 2016). With this statement Instagram seems to 

fig. 1 
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encourage an authentic form of communication and selfpresentation while providing its users 

the possibility to alter the reality they have captured. This fact makes the service especially 

interesting to study in the context of authenticity. Furthermore, the mobile application, has 

gained a lot of popularity since its foundation in 2010 (BorgesRey 2015, 571). In September 

2015 Instagram announced that its community has reached 400 Million users (Instagram 

2016), which shows that it at the moment counts as the fastest growing Social Networking Site 

(Lee et al. 2015, 555). Further, by overtaking Twitter in terms of users, the social networking 

service has proved its importance as well as reception and shows that it is worth to study more 

in depth (Dredge, 2015). Instagram moreover has now become ubiquitous among social media 

users, which makes it possible to observe and examine the down sides as well as negative 

consequences and to bring them to discussion. Additionally, the application is specific in the 

way that it puts the emphasis on the picture and not the word. Lastly, to date not a lot of 

research has been done on the social network service, which shows the need of following up 

the investigation of the application and especially its consequences unique to it. Consequently, 

the idea of authenticity on Instagram is a current phenomenon worth to investigate more 

closely.  

As already mentioned the media is stating that @satiregram and @socalitybarbie are 

challenging the perfect looking lives on Instagram and are therefore issuing a statement 

concerning the authenticity on the photo sharing service (Chan 2013, Grenoble 2013; Kotenko 

2013; Sawhorse Media 2016; Staufenberg 2015). For this reason, the thesis aims to investigate 

the idea of authenticity, or in other words what is considered authentic, on Instagram by 

putting its emphasis on how the two named accounts challenge authenticity on the platform. 

Consequently, the following research questions evolved: 

(RQ1) How do the Instagram accounts @satiregram and @socalitybarbie challenge 

the idea of authenticity on Instagram? 

(RQ2) Which aspects of the idea of authenticity are @satiregram and @socalitybarbie 

challenging? 

All in all, this research aims to contribute to the discussion about social media and authenticity 

within the field of media studies. The focus while doing so is lying on the idea of authenticity 

on Instagram and specifically on the two accounts @satiregram and @socalitybarbie. By 

analysing the stated research question this study moreover intends to contribute to the 

understanding of the photo sharing platform and hence to the research of Instagram.  
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Disposition of the thesis 

In order to examine the stated research questions it is necessary to understand the term 

authenticity. Therefore, chapter two  the background  begins by describing the concept. 

Further, to fully grasp the phenomena the subject of Instagram including its functionality and 

usage is presented. In the third chapter previous research shows how the relation between 

authenticity and media has been discussed before and after the advent of social media in order 

to demonstrate the relevance of the research and its position within the field of media studies. 

In chapter four, the theoretical framework is presented. It begins by discussing the genres of 

satire and parody as well as counterculture. Further, it includes the concepts of authenticity 

contract, authenticity puzzle as well as authenticity scandal. In addition norms of Instagram 

are identified. The section is completed with the presentation of seven characteristics which 

identify mediated authenticity. Those theories all determine authenticity on media and 

therefore are a great instrument for analysing its idea on Instagram. In the fifth chapter, the 

study of the two projects is justified and the methods of content analysis and qualitative 

interviews in context of the theoretical framework are discussed. The chapter concludes by 

describing the operation of the analysis. Chapter six is presenting the analysis in which the 

theoretical framework is applied to the gathered data. Lastly, the thesis concludes with a 

discussion of the findings, its possible implications and suggestions on prospective studies. 

 

 

 

 

 

 

 

 

 

 



9  

2. Background 

This section does not only set the tone for the thesis but also provides the background 

information needed to understand the relevance of the research. Therefore, it begins by 

explaining the term authenticity. In order to fully grasp the phenomena of Instagram the 

chapter is completed by an explanation of the important facts, its functionality, networks as 

well as its usage.  

2.1 What is authenticity? 

The Oxford English Dictionary (2016) is well known for being the “definitive record” as well 

as the “accepted authority on the English language”. For this reason, I chose to make use of 

the definition presented in the dictionary to provide a first overview of the concept. The 

definition is worded as follows: “The fact or quality of being true or in accordance with fact; 

veracity; correctness. Also [...] accurate reflection of real life, verisimilitude” (Oxford English 

Dictionary 2016). In the case of this study authenticity should be seen as a reference to the 

genuineness of documents, art work or other artifacts as well as the accordance between one’s 

inner feelings and their exterior presentation or respectively to the presentation of one's true 

self (Oxford English Dictionary 2016).  

According to Gunn Enli (2015, 2) authenticity can be used synonymously with “the real” and 

“the genuine”. The concept is deeply intertwined with cultures and if cultural practices, values, 

beliefs or tastes change, the constitution of the term authenticity adapts to these trends or 

changes (Enli 2015, 2). This implies that authenticity is dependent on cultural contexts and 

settings, which involves certain implications and limitations.  

Furthermore, Michael H. Kernis and Brian M. Goldman (2007, 79) describe authenticity as “the 

extent to which an individual's core or true self is operative on a day-today basis”. This 

definition underlies a psychological point of view and concerns only the authenticity of a 

person. From this view authenticity is further seen as a multiple interrelated process which 

includes important implications for the wellbeing of an individual. The concept in this context 

includes four components that are awareness, unbiased processing, behaviour and relational 

orientation (Kernis and Goldman 2007, 79).  

However, within the following chapter the complexity of authenticity is acknowledged and 

simply defined as the opposite of something false, fake, or unreal. The concept is discussed in 

more detail within the theoretical framework.  
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2.2 Facts, functionality, networks and usage of Instagram  

Facts of Instagram 

The mobile application Instagram was founded by Kevin Systrom and Mike Krieger in 2010 

and describes itself as “the home for visual storytelling for everyone” (Instagram 2016). Its 

main characteristic is the uploading and sharing of pictures or short videos via mobile phone, 

which creates a space where people are able to document moments of their everyday life. 

Therefore the posted content can be seen as a visual story or chronicle of the lives of 

Instagram users (Marwick 2015, 143). The application further counts as social networking 

service, since it fosters the creation, sharing, and discussion of content generated by its 

members and in addition provides its users with the possibility to connect and interact with 

other members (Kietzman et al. 2011, 241; boyd 2014, 7). In addition, the service is free, easy 

to use and accessible for every Smartphone user, who is at least 13 years old and connected to 

the Internet (Marwick 2015, 157; Instagram 2016). Lastly, the social networking service 

currently has more than 400 million users, who share about 80 million pictures each day, 

which highlights its popularity (Instagram 2016). 

Functionalities of Instagram 

The functionality of Instagram is uncomplicated. For instance, the process of uploading 

pictures happens in three simple steps  taking the picture, editing and uploading it (Marwick 

2015, 143). The uploaded content can be accompanied by a caption existing of words or 

hashtags and altered with the help of different filters and settings. Captions often contain 

hashtags in order to express emotions, opinions or something that is not evident in the picture 

itself. Furthermore, users can like pictures, add comments and tag someone in them (Abbott et 

al. 2013, 3). In addition, users are able to connect with other members, regardless if strangers 

or acquaintances (Lee et al. 2015, 555). The social network service furthermore has a sort of 

news feed, where the user is shown pictures of people they follow. Moreover, there exists the 

option of searching for content or users as well as exploring popular accounts, photos or 

hashtags (Marwick 2015, 143). Aside from that, the mobile application is characterized by 

several particular features. First of all, Instagram is supporting a simple interface with other 

social networking services. Just before uploading an image, users are provided with the option 

of immediately distributing their content on sites like Facebook, Twitter, Tumblr, or Flickr 

(Thornton 2013, p. 20). Moreover, the social networking service is symbolized by a specific 

mobile character. Due to the fact that its users can take their mobile phone including camera 
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anywhere at any time, they are able to take pictures at any given point. Furthermore, the 

process of uploading content is possible from any place, as long as the user is connected to the 

Internet (Marwick 2015, 143). In addition, the website of Instagram is providing a restricted 

use. Members of the photo sharing service are not able to upload content, which encourages 

the engagement with the mobile application and therefore underlines the mobile character of 

Instagram (Marwick 2015, 142). Moreover, the privacy model of the mobile application is 

binary, which means that users can make their accounts private or public and that this 

concerns all the pictures shared (Marwick 2015, 145). Additionally, one of the application’s 

main features are filters with which users can alter their pictures. Currently the app provides 25 

different filters, which have names such as Hefe, Sierra, Willow, Valencia or Mayfair to only 

mention a few. Some of them transform the images into nostalgic or retro looking photographs 

almost imitating old, analog looking photographs (Marwick 2015, 144). Last but not least, the 

mobile application does not allow the production of contents that only exist of text, which 

highlights its strong emphasis on the visual (Lee et al. 2015, 552). However, a user would is 

still able to upload pictures of written or printed text as well as screenshots of for example 

online articles, emails or text message conversations. 

Networks on Instagram 

Another specific characteristic of Instagram concerns the relationship between users. An 

Instagram member can follow someone who appeals interesting to them without being 

automatically followed back, making the relationship unidirectional. If an account is public, a 

user can even follow another user without permission. For this reason, there exists no 

reciprocal assumption of following on Instagram unlike Facebook, for example, where 

ignoring a friend request can lead to inconvenient social consequences. This fact creates a 

special atmosphere, which fosters the establishment of relationships with fans or strangers and 

not only familiar users (Marwick 2015, 145).  

Motivations for the usage of Instagram 

People are driven to spend time on Instagram and upload pictures by the desire to connect 

with other users ‘in the moment’ (Abbott et al. 2013, 3). For this reason, the usage of 

Instagram is characterized by the recording and sharing of daily events and traces, which on 

the other hand is inspired by the fact that Instagram photos are usually taken with the mobile 

phone camera. In this context it is assumed that pictures are uploaded as they happen. This is 

highlighted by the hashtag #latergram, which entails the upload of an image some time after it 
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was taken (Marwick 2015, 142). According to Marwick (2015) this “always online” and 

mobile characteristic of Instagram is fostering a certain vibe of authenticity and truthfulness 

on Instagram. She therefore argues that pictures are a better and more reliable form of self-

expression and impression management than simple text (Marwick 2015, 157). Further, the 

application is encouraging its users to snap pictures of things underlining their personalities, 

style of living and tastes. Since Instagram made the picture its main form of expression, the 

visual aspect of selfpresentation is very prominent. For this reason the service can be seen as 

an important, empowering tool of identity expression (Marwick 2015, 143144). Moreover, 

the ‘image driven nature’ of the mobile application encourages users to present their most 

positive and polished side of their lives (Lup et al. 2015, 248). In addition, Instagram is often 

used to gain recognition. There are several ways of obtaining acceptance on the social 

networking service. First, users connect with their already existing social networks and 

employ hashtags to reach potential new followers as well as to receive likes. Moreover, some 

people get engaged in Instagram communities or groups which share their passion for mobile 

phone photography, which often even include facetoface meetings (Marwick 2015, 147). 

Nevertheless, one of the important features on Instagram is the ability for users to apply filters 

and other settings to edit their photographs. Furthermore, the photographer has the possibility 

to specifically select the moments he or she wants to share. Thus there is the presumption that 

pictures are manipulated and edited digitally, which even reached the point that people use 

the hashtag #nofilter to state that no altering of the picture happened (Marwick 2015, 144). 

Finally, Instagram is not only used for social interaction, archiving and selfexpression. 

According to Lee et al. (2015) users engage with the application to seek relief and a time out 

from the sorrows they encounter in their offline life as well as to peek at other people’s 

pictures (Lee et al. 2015, 555). 
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3. Previous Research 

This chapter aims to work out the relevance of the study within research as well as the gap it is 

presumed to fill in. In order to achieve this aim, it illustrates the current state of research 

concerning authenticity in regard to artwork, media as well as social media. It begins with the 

presentation of works that have been discussing authenticity within media before the advent of 

social media. The section is then completed by the depiction of authenticity within social media 

in order to position the study within the field. 

3.1 Authenticity before the advent of social media 

The concept of authenticity appeared within the development of industrialization and 

modernism in the late twentieth century and becomes an urgent issue whenever it is threatened 

or under pressure (Enli 2015, 135). On this account the subsequent part presents an overview 

on authenticity discussions grounded in the advent of mass production and mass media. 

Walter Benjamin and his thoughts on authenticity 

This passage is taking a closer look at the work of philosopher Walter Benjamin (18921940), 

who discusses the authenticity of artwork in the age of its technological reproducibility or in 

other words the time when it became possible to copy artwork with the help of technology. 

Authenticity of artwork and therefore of Instagram pictures is playing an important role within 

the course of this thesis, which is why thoughts of authenticity in regard to artwork are 

presented in the following. 

To begin with, the scholar analyses the progress of art under the condition of capitalism and 

mass reproduction as well as its effects on the proletariat (Benjamin 2008, 19). Benjamin 

states that artwork has forever been reproducible. However, he highlights that new aspects 

appeared with the upcoming of technological reproduction, which according to him caused a 

loss of authenticity of artwork (Benjamin 2008, 21). The first way of recreating graphic art 

emerged with the wood cut, which in the middle age made way for the remarkable invention 

of movable type which helped reproducing writing. This invention again was later followed by 

the development of lithography, which then was replaced by photography only after a few 

decades. The art of photography was a milestone within the process of reproduction, since 

never before in history it was possible to recreate graphic art more swiftly and accurately 

(Benjamin 2008, 20). Benjamin puts its main emphasis on film, since it is the first form of art 
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with a character fully defined by reproducibility (Benjamin 2008, 28). He describes the 

creation of a film as a process which makes it “impossible to assign to the spectator a single 

viewpoint which would exclude from his or her field of vision the equipment not directly 

involved in the action being filmed  the camera, the lightning units, the technical crew, and so 

forth [...]” (Benjamin 2008, 34). 

Benjamin criticizes this development that lead to the destruction of authenticity. He argues 

that “even the most perfect reproduction” is missing “the here and now of the work of art  its 

unique existence in a particular place” (Benjamin 2008, 21). This here and now of the artwork 

is dominated by the idea of its authenticity. The scholar further claims that work created by 

hand can count as authentic whereas technological recreation cannot. This is partly due to the 

fact that manual reproduction is more dependent on the original than technological 

reproduction (Benjamin 2008, 21). Yet, most importantly it allows “the original to meet the 

recipient halfway” (Benjamin 2008, 2122), whether in the form of a photograph or record. 

This means artwork is able to come to the audience or respectively from a public place into 

someone’s private room. For example, a building with unique architecture  in the form of a 

model or photograph  can be enjoyed inside an art gallery. Not only art itself can come to 

the recipient but also media. For instance, a movie can bring the passing scenery of a 

landscape in an exotic country to the audience without them going outside visiting the actual 

place. Due to this development the here and now of the art work loses its value and therefore 

its authenticity.  In this case  according to Benjamin  the authenticity of something counts as 

“the quintessence of all that is transmissible in it from its origin on, ranging from its physical 

duration to the historical testimony relating to it” (Benjamin 2008, 22). 

Benjamin (2008, 22) further mentions the concept of aura and writes that one can claim that 

reproducibility is causing the fading of the aura of artwork. Moreover, he calls this process 

symptomatic and broadens its significance beyond the domain of art, which is highlighted 

within the following quote: 

“It might be stated as a general formula that the technology of reproduction detaches 

the reproduced object from the sphere of tradition. By replicating the work many times 

over, it substitutes a mass existence for a unique existence. And in permitting the 

reproduction to reach the recipient in his or her own situation, it actualizes that which 

is reproduced“(Benjamin 2008, 22). 

Benjamin proceeds with the fact that the mode of perception of humans is linked to nature as 
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well as history, which means that changes within the existence of human collectives shape the 

way of human perception. Benjamin notes that “if changes in the medium of presentday 

perception can be understood as decay of aura, it is possible to demonstrate the social 

determinants of that decay” (Benjamin 2008, 23). Once more, the concept of aura and in 

particular its present decay are highlighted. The scholar names two reasons for the demise of 

aura: 

“The desire of the presentday masses to “get closer” to things, and their equally 

passionate concern for overcoming each thing’s uniqueness [Überwindung des 

Einmaligen jeder Gegebenheit] by assimilating it as a reproduction” (Benjamin 2008, 

23). 

Furthermore, according to Benjamin the authenticity of artwork is interchangeable within its 

framework of tradition. Traditions - here seen as beliefs or conventions that are passed on 

from generation to generation - however can change and even be shattered. In this regard, the 

author states that the aura of art is never fully disconnected from its ritual function. Namely, 

“the unique value of the ‘authentic’ work of art always has its basis in ritual” (Benjamin 2008, 

24). Benjamin here uses the following example: “An ancient statue of Venus [...], existed in a 

traditional context for the Greeks (who made it an object of worship) that was different from 

the context in which it existed for medieval clerics (who viewed it as a sinister idol) (Benjamin 

2008, 24). However, for both times mentioned in the example the uniqueness of Venus, its 

aura, was evident (Benjamin 2008, 24). Though, due to the high level and quality of 

technological reproducibility, artwork is perpetually liberated from its basis in ritual and cult. 

The art that is created becomes a creation of the art made for reproducibility (Benjamin 2008, 

24). In this case the scholar notes that “as soon as the criterion of authenticity ceases to be 

applied to artistic production, the whole social function of art is revolutionized. Instead of 

being founded on ritual, it is based on a different practice: politics” (Benjamin 2008, 25). With 

this development the opportunity of displaying art grew. In prehistoric times art was mainly 

fixed to one place and therefore, for example, only accessible for a priest of a church 

(Benjamin 2008, 25). By making art reproducible, it is able to be shown to the public in, for 

instance, a museum. These circumstances have a major influence on the quality and value of 

art. Whereas the focus before was placed on the cult value of art it now shifted to its exhibition 

value (Benjamin 2008, 25). In other words, when artwork is taken out of its traditional and 

cultural context, by for example taking it away from its original place and exhibiting it in a 

museum -  it partly loses its original value and therefore is according to Benjamin considered 
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less authentic. For those reasons, the main social role of art became the rehearsal of the 

interplay between humanity and nature (Benjamin 2008, 26). 

In addition, the age of technological reproducibility to a certain degree brought a modification 

of the self. Humans can be presented by means of an apparatus which provided the 

opportunity of a profoundly use of the self-alienation of one’s self (Benjamin 2008, 32). 

Moreover, Benjamin writes that the mirror image [Bild] of an individual and the individual 

mirrored have become separable and consequently transportable (Benjamin 2008, 33). This 

means that a copy of an image of an individual is not only visible in a mirror with the person 

being present, but instead, in the form of a picture, can be separated from the individual and its 

location and be taken to a place the person is not present. Not only has reproducibility altered 

the presentation of artwork but also its perception and reception. For instance, art is more and 

more consumed for the means of pleasure instead of cult or tradition, which changed the 

connection of people to artwork. This change further is shaped by the increased number of 

participants in works of art (Benjamin2008, 36). However, the masses are denounced to 

consume art for the sake of distraction and entertainment. Individuals with a passion for art on 

the other hand are considered to look at art with devotion and concentration (Benjamin 2008, 

39). At a final note it is important to mention Benjamin’s argument that every form of art is 

living through critical stages, caused by changes of technical standard. At the same time as a 

result new art forms evolve (Benjamin 2008, 38). 

All in all, Benjamin highlights that due to the technological reproducibility the ‘here and now’ 

of artwork is missing, which on the other hand led to the destruction of authenticity. 

Furthermore, he points out that the new ways of creating art brought along a new way of 

presenting oneself through an apparatus, which provided the possibility of modifying one’s the 

self. These insights demonstrate that the loss of authenticity of artwork due caused by the 

evolvement new technology has already been discussed in the 1930s.  

Theodor W. Adorno and his thoughts on authenticity 

To further examine authenticity issues within media Theodor W. Adorno’s (19031961) work 

on mass culture is addressed. The philosopher argues that with the birth of the industrial era a 

commercial character of our culture evolved, which created an increasingly blurry line 

between empirical reality and culture. In this context Adorno states that “aesthetic semblance 

(Schein) turns into the sheen which commercial advertising lends to the commodities which 

absorb it in turn” (Adorno 1991, 53). However, through this process the moment of 
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independence or in other words the already mentioned aesthetic semblance gets missing. As a 

result, the border between culture and practical life is more and more disappearing. 

Furthermore, concerning the representation of the self the scholar argues that we realize that 

“understanding the demands of ‘real life’ and fitting oneself properly for the competitive 

realm” (Adorno 1991, 53) is most necessary. This means that we learn from an early age that a 

behaviour which is according to the expectations of society is more important than being 

authentic and true to oneself Adorno moreover expresses that technology combined with the 

capital behind it, exercises power over every individual (Adorno 1991, 55). In addition, he 

articulates that “reality becomes its own ideology through the spell cast by its faithful 

duplication” (Adorno 1991, 55). The act of duplicating and reproducing consequently leads to 

the oblivion of the aesthetic image consciousness. We learned to use a “mechanically 

relentless control mechanism” instead of imagination to determine if the representation of a 

reflection truly is a reliable and accurate item of reality (Adorno 1991, 55). However, Adorno 

further explains that the aesthetic image consciousness in the context of artwork has been 

questioned before, since it was linked to educational privileges and leisure conditions (Adorno 

1991, 55). 

In summary, Adorno states that people more and more tend to represent themselves in a way 

so that fit into the society and its ‘competitive realm’. He further states with the evolving mass 

production we adapted a mechanic control mechanism and therefore the reliability and 

accuracy of reality is affected. These perceptions of authenticity and an authentic self-

representation proof the relevance of discussing the authenticity of self-representation within a 

changing culture. 

Jean Baudrillard and his thoughts on authenticity – Orders of simulacra 

Another perspective on authenticity and media is provided by sociologist and philosopher Jean 

Baudrillard (1929-2007). His work about reality within the consumer society argues that in the 

digital era reality as well as representation are replaced by simulacra. The term simulacra 

originated in the times of Plato. However, it has not had a significant meaning till the 20th 

century, which is partly by courtesy of Baudrillard (Buchanan 2016). The scholar sees the 

simulacrum mainly as the copy of a copy, or in other word as “the copy of something that is 

not itself an original, and is hence an utterly degraded form” (Buchanan 2016). Simulacrum is 

in Baudrillard's work often used interchangeably with the word simulation (Buchanan 2016). 

The scholar created three orders of simulacra, which he further connects with three different 
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time periods. These orders are presented in the preceding part. 

The first order of simulacra is placed within the period of Renaissance and the Industrial 

Revolution. Its dominant schema is counterfeit. Within the time of Renaissance a competition 

concerning the meaning of signs of distinction evolved. Those signs were protected by 

prohibition in order to guarantee their accuracy. In the context of a ceremony the counterfeit of 

signs is not possible (Baudrillard 1995, 50). However, as Baudrillard states “the arbitrariness 

of the sign begins when, instead of bonding two persons in an inescapable reciprocity, the 

signifier starts to refer to a disenchanted universe of the signified, the common denominator of 

the real world, towards which no one any longer has the least obligation” (Baudrillard 1995, 

50). In the end, the emancipated sign replaces the obligatory sign; every and any class has the 

opportunity to participate. When signs or values of prestige transfer from one class to another, 

the age of counterfeit has come (Baudrillard 1995, 51). Simulacra in this regard are created in 

the imitation of nature in order to restore its ideal image (Baudrillard 1995, 52). However, 

according to Baudrillard “counterfeit only works on substance and form, not yet on relations 

and structures” (Baudrillard 1995, 53). 

Production is mentioned as primary schema within the second order of simulacra, which 

covers the industrial era (Baudrillard 1995, 50). With the Industrial Revolution a new era of 

signs comes into being. Signs that do not have any caste tradition or experience of restrictions 

since they are on an immense scale originated as products. This means that their origin is 

technics and they have meaning only inside the element of the industrial simulacrum. 

Furthermore, Baudrillard argues that their relation is based on indifference and equivalence 

instead of counterfeit and original (Baudrillard 1995, 55). Consequently, “objects become 

indistinct simulacra of one another” (Baudrillard 1995, 55). Production counts as process that 

“reabsorbs every original being and introduces a series of identical beings” (Baudrillard 1995, 

55). This indefinite reproducibility is challenging the ‘natural’ order. However, Baudrillard 

states that it is an era less ambitious in its scope (Baudrillard 1995, 55). 

The third order of simulacra is dominated by the schema of simulation and is present in 

today’s time which is according to Baudrillard dominated by digital codes (Baudrillard 1995, 

50). In current society, the digital is ubiquitous (Baudrillard 1995, 62). Baudrillard argues that 

therefore simulations dominate this era. According to him simulations have no reality or 

origin, they are only simulating reality, which he calls hyperreality (Baudrillard 1994, 1). The 

real in this regard is created through memory banks, miniaturized cells, matrices and other 



19  

models of control, which are all means of storing information about reality digitally. Through 

the digitally saved information reality in this manner be recreated an indefinitely amount of 

times. Further, the real does not need to be rational but instead operational. This fact on the 

other hand makes it no longer a real, since the imaginary does not envelope it anymore 

(Baudrillard 1994, 2). Consequently, as already mentioned, a hyperreal evolves, which is 

“produced from a radiating synthesis of combinatory models in a hyperspace without 

atmosphere” (Baudrillard 1994, 2). This era further is originated by the dissolution of all 

referentials, which makes it a question of “substituting the signs of the real for the real” rather 

than one of parody, imitation or duplication (Baudrillard 1994, 2). For these reasons, the real 

will not have the possibility of producing itself again (Baudrillard 1994, 2). Finally, 

Baudrillard argues that every order of simulacra includes the former order, which means that 

the counterfeit was subsumed by the order of serial reproduction and the order of production 

again was captured by operational simulation (Baudrillard 1995, 57). 

Jean Baudrillard and his thoughts on authenticity –Four phases of the image 

Another important aspect of Baudrillard’s work on reality representation are the four phases of 

the image. The first level “is the reflection of a profound reality” (Baudrillard 1994, 6). Within 

this case “the image is a good appearance  representation is of the sacramental order” 

(Baudrillard 1994, 6). In other words a basic reality is reflected. For example: “Gothic 

paintings depict the birth of Jesus as the true son of God, replete with signs of his divinity (the 

Three Wise Men, a halo over the Madonna's head, etc.)” (Mann n.d., 

http://publish.uwo.ca/~dmann/baudrillard1.htm). Second, the image appears evil and therefore 

is “of the order of maleficence” and “masks and denatures a profound reality” (Baudrillard 

1994, 6). Said with different word art in this regard art is disguising and perverting a basic 

reality. For instance: “Baroque paintings of an impossibly beautiful Jesus ascending to the 

heavens like Superman, with the Madonna watching with a blissful look on her face ” (Mann 

n.d., http://publish.uwo.ca/~dmann/baudrillard1.htm). The third successive phase of the image 

“masks the absence of a profound reality”, which namely means “it plays at being an 

appearance  [...] is of the order of sorcery” (Baudrillard 1994, 6). As an example can be seen 

a “framed reproduction of a Renaissance painting of the Madonna hung over one's bed, right 

beside a velvet image of Elvis” (Mann n.d., http://publish.uwo.ca/~dmann/baudrillard1.htm). 

In the fourth and last phase the image “has no relation to any reality whatsoever: it is its own 

pure simulacrum” (Baudrillard 1994, 6). In other words, “it is no longer of the order of 

appearance, but of simulation” (Baudrillard 1994, 6). Due to the lack of an original the 
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question whether it is a fake or real has lost its meaning. For example, “Madonna (the singer) 

made up like Marilyn Monroe vamping it up with a troupe of lithe male dancers in a music 

video on MTV” (Mann n.d., http://publish.uwo.ca/~dmann/baudrillard1.htm). To conclude the 

section concerning Baudrillard, it is of value to note that he claims that with the advent of the 

digital era, we have reached the point where the simulacrum of the third order controls our 

lives and where the any real thing is not linked to the image anymore. 

Finally, not only Baudrillard, but also Benjamin and Adorno demonstrate that authenticity has 

been subject of discussion when new technologies or media evolved. They show the relevance 

of discussing the issue of authenticity whenever it is threatened. 

Mediated authenticity  

Lastly, as media is an essential part of our daily routines it determines our everyday lives in 

numerous ways (Enli 2015, 4). One important factor in this case is the influence of media on 

our perception of reality, where authenticity plays a major role. According to Enli (2015, 310) 

authenticity within media is based on three categories  trustworthiness, originality and 

spontaneity. 

The first subcategory trustworthiness takes in an important role in the mediated world. We 

make use of a numerous amount of sources but in particular broadcast media - such as 

newspaper, television, radio or the internet - to affirm our actions, decisions and opinions. This 

is due to the fact that media is assumed to contribute to society with neutral, balanced and 

trustworthy information about our world. Even though we are aware that this is not true in 

every case, we still tend to rely on media (Enli 2015, 3). This dependency is especially strong 

in today’s digital age, since “we live both through and in the media” (Enli 2015, 4). 

Information and communication technologies (ICTs) are deeply intertwined with our lives and 

for this reason the importance of a trustworthy media is not to underestimate. In this context 

media has the important function of spreading information, supplying answers as well as 

serving as a space for ritual grief and public debate (Enli 2015, 4). It is further important to 

mention, that authenticity within media requires a high correlation between facts or events and 

their representation in media (Enli 2015, 6). 

Second, the dimension of originality is presented within the following. This category is often 

linked to nostalgia as authenticity is often described as something original, real or genuine. 

The advertising industry in particular adopted the term authenticity in the context of 
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originality to highlight products and promote services (Enli 2015, 6). This matter is shaped by 

the rise of mass media and mass distributed advertising, which can be found in the rule that 

something commercial is being seen as inauthentic and something noncommercial as being 

authentic. In this context Enli (2015, 7) states that “the act of reproduction removes the artistic 

value, or “aura,” from the original by changing its context”, which can be linked to the 

authenticity discussions presented above. 

The third dimension is spontaneity. This matter can seem paradox, since media producers have 

to act within the frame of the criteria of a media format such as a game show but are at the 

same time called up to represent authentic content (Enli 2015, 10). The author mentions 

Erving Goffman in this context, who is an expert on how we perform certain roles in our daily 

lives. He further points out the paradox of pre-planned spontaneity, which is very prominent in 

media productions. Performances within media are mostly scripted and formatted in order to 

appear spontaneous. For example, participants of a game show are advised to follow the 

criteria of the format, which could for instance include to act surprised in a situation that has 

been rehearsed before (Enli 2015, 10).  

Another paradox dominates authenticity within media (Enli 2015, 1). We gain our knowledge 

about the world as well as society through the reality depicted in media, even though we are 

conscious of the fact that those images are staged or altered (Enli 2015, 1). On the basis of this 

contradiction Enli creates the concept of mediated authenticity. Authenticity counts as “a 

currency in the communicative relation between producers and audiences” (Enli 2015, 1). 

Furthermore, the term can be seen as a social construct, which interacts in the portrayal of 

reality. Mediated authenticity is attained through specific techniques applied in the production 

of media content, such as sound effects and lightening or more drastically Photoshop or other 

kinds of postproduction editing. The aim of the altering is to conform with the specific 

criteria of the media format and to make the content attractive to a large audience (Enli 2015, 

1). Further, Enli argues that this process of manipulating media content is correctly translated 

as well as agreed upon by the audience. In this context the author introduces the term 

authenticity contract, which exactly describes this arrangement, or respectively, the tacit 

understanding between media producers and receivers of the content. The concept is further 

understood as a social construct, which is grounded in conventions of a genre and entrenches 

expectations as well as practices. In this context Enli (2015, 136137) presents seven markers 

defining authenticity within media. These markers are  predictability, spontaneity, immediacy, 

confession, ordinariness, ambivalence and lastly imperfection. As a consequence of 
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disregarding one or several characteristics of authenticity and their value within 

communication processes disfunctions within the latter can occur. A not working 

communication process caused by the disregard of one or several of the characteristics leads 

the media audience to question the truth of media content and therefore influences their 

perception of reality. In such a case, the presented authenticity contract is then tested or 

broken and an authenticity puzzle, or more dramatically, an authenticity scandal evolves (Enli 

2015, 2). 

The seven characteristics as well as three concepts regarding authenticity negations are of 

great value for the analytical work of this thesis and are for this reason explained in more 

detail within the theoretical framework. To conclude, the concept of mediated authenticity 

presented by Enli (2015) examines how media composes authenticity and respectively reality. 

How media creates authenticity is important for the examination of the mentioned research 

questions, because it provides information about the aspects of authenticity within media. 

Media in this case is represented by mediated communication, which is exercised by 

producers, who use particular techniques in order to appear authentic and thus believable and 

trustworthy. Further, the term underlines the paradox by which the agreement between 

producers and audiences becomes necessary to communicate successfully. In addition, one of 

the main propositions of mediated authenticity lies within the media representing the main 

source of knowledge about our society as well as a common point to navigate within the world 

(Enli 2015, 131). As a result, trustworthy and relevant communication and media content is 

crucial to the quality of our lives (Enli 2015, 132).  

3.2 Authenticity within the advent of social media 

As noted before we live in a time where the digital is dominating our lives. The Internet as 

well as Smartphones are shaping our routines and further, with the advent of social media the 

influence of media on our everyday lives has increased immensely (boyd 2014; Enli 2015; 

Kietzman et al. 2014; Marwick 2015). Enli (2015, 4) argues that this development, which 

includes the upcoming of social media, fosters new debates on the trustworthiness and 

authenticity of media. The examination of previous discussions is essential for comprehension 

of the authenticity issue on the social networking platform Instagram. Further, they provide 

the foundation on which this thesis is building on. For these reasons the following section is 

presenting works on authenticity controversies regarding social media. 

Scholar Martin Hand in his work Making Digital Cultures states that the global character, 
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which means the overall availability, of content such as text sound or images can lead to a 

fatal loss not only of meaning, democratic forms, or community ties, but also of authenticity 

(Hand 2008, 18). The author further explains that the digitalization of culture approves an 

unimaginable and infinite flexibility and reproducibility. Further, he sees “the technological 

(digital) enframing of everyday life as the ongoing demise in authentic or ‘free’ relations with 

technology” (Hand 2008, 38). In other words, with reproducibility or respectively the creation 

of copies the human character and consequently the genuine, the aura, the real gets lost (Hand 

2008, 38). In this context, Hand (2008, 38) writes “digitally mediated culture is somehow less 

‘complex’ or ‘challenging’ than older forms of community and identity”. This digital culture 

to the scholar is represented by irrational consumers, digital codes, capitalist interests, and by 

authenticity as hyperreality (Hand 2008, 38). 

Furthermore, scholars argue that the discussion on authenticity has become particularly 

relevant within social media (Reinecke and Trepte 2014; Enli 2015; Lim et al. 2015). This is 

mainly due to the fact, that it provides new ways of selfrepresentation as well as altering and 

presenting reality (Enli 2015, 132). Further, as mentioned by Enli (2015, 87-88) social media 

in general has a strong participatory as well as collaborative character; encouraging the 

creation of user generated content, which as a result, leads to more interactive audiences and 

blurs the line between audience and producer. Further, social media is holding a democratic 

character and is believed to represent reality in a more authentic way than other media before 

(Enli 2015, 8788). This development has impacted the authenticity contract mentioned earlier 

within the concept of mediated authenticity. This is due to the fact that with the development 

of the Internet and the lack of a physical presence in online communication, discussions about 

fake content and inauthentic identities arose (Enli 2015, 89). One first example was the 

discussion about the fake blog of Kaycee Nicole in 1999, who was pretending to suffer from 

leukaemia (Enli 2015, 95). Another case was a YouTube video blog from a user called 

‘lonelygirl15’ in 2006. Here Bee a fictitious character was blogging about her live as a lonely 

teenager with her parents (Enli 2015, 96). Today the debate is circling around the 

differentiation between online and offline, which is decreasing as people are less able to 

distinguish between their online and offline personas. The same has happened with forms of 

communication. People interact with each other in real life and online at the same time. For 

those reasons we tend to increasingly maintain authenticity of ourselves and in human 

relations. Consequently, mediated online communication depends more on authenticity 

illusions and negotiations of an authenticity contract, than facetoface interaction (Enli 2015, 
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89). As stated in Enli (2015, 91) online communication excludes body language and facial 

expressions, which count as important relational information. This lack of contextual social 

cues demands a set of authenticity illusions from both communication partners in order to 

make up for the lack of physical presence. The authenticity illusions are described below. 

First, authenticating feelings within digital communication needs to be displayed. Those kinds 

of feelings can be provided through, for example, textual signifiers, emoticons or pictures of 

facial expression. They help to understand the irony in a text message or can express 

friendliness and other emotions (Enli 2015, 91). Another example is selfdisclosure. In this 

case users who are open and reveal personal details are considered more authentic than the 

ones who hide information and are distanced. The representation of oneself online is supposed 

to create trust between users. Online as well as offline we try to influence what other people 

think of us, which is supported by honesty or respectively the right balance of revealing and 

keeping personal information. Thus, we need assistance from authenticity illusions to appear 

trustworthy (Enli 2015, 92). Support from networks represents the third authenticity illusion. 

Here, the online persona is endorsed by its network. This means that for instance, friends on 

Facebook or connections on other platforms, verify the online persona. Consequently, our 

online presence has turned into an important indicator supporting our existence as trustworthy 

and social personas even offline (Enli 2015, 92). The fourth and last illusion concerns genre 

conventions. A post or status update on a social networking service is assumed to be authentic 

when it corresponds with earlier posts. Concluding, authenticity illusions on social media 

provide means to create trust between users, however they can likewise be misused to delude 

others (Enli 2015, 34). In addition, the negotiation of authenticity online evolved presents an 

ongoing collaborative process, to which this thesis aims to contribute a better understanding 

(Enli 2015, 134). 

Research shows that social media users strive to present their life and themselves in the best 

possible way rather than in accordance with their authentic self (Winston 2013; boyd 2014; 

Lup, Trub and Rosenthal 2015; Marwick 2015; Lim et al. 2015; Reinecke and Trepte 2014). 

Consequently, with the new methods of presenting reality and one’s self, new problems come 

to light, as it is visible within the discussion on authenticity on Instagram, which is presented 

within the introduction. However, research so far has investigated those issues only to a 

limited degree. Only Enli (2015) has examined the issue in detail. Thus, there is a need to 

better understand the topic and the need for this study. 
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Self-representation on social media 

For better comprehension of selfrepresentation on social media, this part proceeds with 

describing different aspects of an modern authentic selfrepresentation online. As mentioned 

before, authenticity can concern “the quality of truthful correspondence between inner feelings 

and their outward expression” (Oxford English Dictionary 2016). Note here, even though as 

individuals we act according to different role expectations in different social contexts, we can 

still show an authentic performance of our own self. Due to the advent of social media, a new 

platform for authentic behaviour has evolved. Social media services for example, offer several 

features such as (profile) pictures, status updates, or links to external material for users to 

present themselves (Reinecke and Trepte 2014, 96). However, as seen in the case of O’Neill 

and further mentioned by scholars, the development of social media and the increasing 

opportunities for selfimprovement also brings some problematic aspects to the concept of an 

authentic selfrepresentation online (Enli 2015, 92). Some of these issues are presented below. 

Indeed it is argued that an authentic selfperformance is benefiting the wellbeing of 

individuals, no matter if this presentation is taking place online or offline (Reinecke and 

Trepte 2014, 95). However, scholars also mention a so-called “positivity bias in SNS 

communication” (Reinecke and Trepte 2014, 95). This is related to the favouring of the 

positive aspects of the self over the negative forms of authenticity. In this case individuals 

with a high level of wellbeing and positive affect have an easier time to perform an authentic 

selfrepresentation and to adjust to the positivity expectations on social media concurrent 

(Reinecke and Trepte 2014, 96). On the other hand, individuals with a low level of wellbeing 

are less viable to profit from authenticity on social media since their negative experiences and 

feelings are clashing with the positivity aspects in the online environment. In summary, 

authentic online presentation is practicable for individuals with a high level of wellbeing and 

the possibility of engaging in positive authenticity without any difficulties (Reinecke and 

Trepte 2014, 100). 

Another concern is raised by Joon S. Lim et al. (2015, 132), who see social media as spaces 

for the presentation of “a self that is less than authentic”. The scholars argue this is based on 

the longing for popularity online, which reinforces users to create content and personas, which 

are not in accordance with their authentic self. Individuals can therefore be tempted to present 

a more socially desirable persona (Lim et al. 2015, 134). Nevertheless, they can experience 

tensions due to the fact that they follow the social norms of authenticity at the same time as 
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they want to manage their own impressions (Lim et al. 2015, 132). Furthermore, reaching 

authenticity seems to be exacerbated by social media because, different social spheres can 

collide online. Therefore, individuals with diverse interests and the belonging to different 

communities can experience a challenge in performing an authentic and consistent self 

communicating with their different groups (Lim et al. 2015, 142). Moreover, the fact that 

social media users are more exposed to the thoughts and opinions of other individuals in real 

time is not supporting a true selfpresentation. In addition, those facts lead to doubts about the 

authenticity of selfperformances on social media (Lim et al. 2015, 134). As a final note, 

social media specialists highlight that enacting authenticity online is essential for being 

successful in social networking environments (Lim et al. 2015, 133). 

In summary, authenticity issues come to light whenever the concept is vulnerable or 

threatened. The scholars Benjamin, Adorno and Baudrillard showed this with their works with 

the advent of mass production and mass media by discussing authenticity concerning media 

and artwork. Enli moreover provides a concept of how authenticity is negotiated and created 

within media. Furthermore, this chapter points out that with the rise of social media the issue is 

once again is very prominent. This is especially due to new modes of presenting one’s self as 

well as reality and the fact that social media is deeply enrooted in our daily lives. However, 

this literature review shows that no research so far has touched upon the issue within the case 

of Instagram. For this reason, the study intends to fill in the gap and investigates the idea of 

authenticity on the photo sharing service. 
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4. Theoretical Framework 

This chapter outlines the theoretical framework of the study, which is providing the foundation 

for the analysis following later on in this work.  

In order to investigate the first research question of how @socalitybarbie and @satiregram 

are challenging authenticity on Instagram it first of all needs to be clarified what challenging 

means. Challenging can be seen as a form of resistance, which itself is described as opposition 

of a harmful force or influence (Thoits 2011, 11). Furthermore, it attempts to change someone’s 

negative view or action rather than blocking them. Therefore the goal of challenging is to point 

out the issue and change the status quo (Thoits 2011, 14). In the case of @satiregram and 

@socalitybarbie the genres of satire and parody are used and therefore explained within the 

course of this chapter. In addition, the two accounts can be seen as part of a culture which 

resists the norm within Instagram, therefore the concept of counterculture is presented. 

Furthermore, the approaches of authenticity puzzle and authenticity scandal are illustrated. 

Those two concepts are connected to mediated authenticity and ways of voicing critique.  

This study not only wants to investigate how @satiregram and @socalitybarbie challenge 

authenticity on the photo sharing service but also what exactly they challenge. For the purpose 

of examining which aspects of authenticity are challenged this section provides a set of 

preliminary norms of Instagram, which are to be tested within the analysis and therefore intend 

to describe the current state of the Instagram culture. This is important in order to obtain 

knowledge on the idea of authenticity on the platform as well as to support the analysis of a 

culture which counters the norm (see counter culture). Additionally, for the examination of 

research question number two it is important to investigate how authenticity within media is 

created. For this reason seven characteristics of mediated authenticity are presented. The whole 

construct of the theoretical framework is interrelated as well as put under the umbrella of the 

genres of satire and parody, which is not to be forgotten within the analysis.  

4.1 Satire and parody as instrument of social criticism 

Both cases @satiregram and @socalitybarbie are making use of the genres of satire and 

parody. Throughout its presence, the genres have been an important tool for inspiring debates 

and discussions. This is due to its artistic nature, but more importantly because of its playful 

character in expressing social critique as well as attacking and uncovering social folly (Tang 

and Bhattacharya 2011, 1.1). For this is reason, their presentation is necessary to analyse how 
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the two accounts challenge authenticity on Instagram. Consequently, the two genres are 

explained below. 

The term satire is notably difficult to define (Colletta 2009; Tang and Bhattacharya 2011; 

Kumar and Combe 2015; Yang and Jiang 2015). However, it is commonly acknowledged that 

it is an art form and also critique (Tang and Bhattacharya 2011, 2.1). With the definition of 

satire found in the Oxford English Dictionary (2016) the section is first of all providing a 

commonly acknowledge before it presents the concept in more detail.  

“A poem or (in later use) a novel, film, or other work of art which uses humour, irony, 

exaggeration, or ridicule to expose and criticize prevailing immorality or foolishness, 

esp. as a form of social or political commentary. Freq. with on, of, against”. 

As already described, satire aims to raise questions, to provoke political authorities and to call 

attention to social problems (Tang and Bhattacharya 2011, 2.1.; Rahimi 2015, 268). It further 

invokes to question issues rather than simply accepting them and can therefore count as a 

“passionate argument against something and in favor of something else” (Gray et al. 2009, 

1112). In other words, the tradition intents to circulate a counter discourse (El Marzouki 

2015, 186). However, the principle of satire is positive change rather than the distribution of 

negativity (Gray et al. 2009, 12). Consequently it is praised as a hopeful genre, suggesting 

progress and improvement of society (Coletta 2009, 860). In summary, satire aims to make 

citizens more critically aware about social as well as political norms (Gray et al. 2009, 15). 

In order to achieve counter discourse, satire enhances the absurdity of an issue by reducing 

unimportant details and exaggerating the defect features (Tang and Bhattacharya 2011, 2.2). 

Satire is a form of art which can be composed of characters, voices and scenes with storylines 

arguing for a specific standpoint. Another important aspect of how satire succeeds to inspire 

discourse is by invading different genres and appearing as something it actually is not (Gray et 

al. 2009, 13). Further, the genre is critical and simultaneously playful (Tang and Bhattacharya 

2011, 1.1). Through exactly this, character satire transforms complicated matters into more 

socially acceptable and understandable elements (Gray et al. 2009, 13). In addition, it is 

important to note that satire is working in a provocative way rather than in a dismissive one 

(Combe 2015, 298). Lastly, satirists are considered to tell the moral, ethical, political and 

aesthetic truth (Gray et al. 2009, 12). 

Confusingly, we tend to interpret the terms satire and parody almost synonymously in our 

daily linguistic usage, which is for instance reflected in the nomination of Castaneto’s account 
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@satiregram as Best Parody Account at the Shorty Awards 2016 (Gray et al. 2009, 17; Rahimi 

2015, 270; Sawhorse Media 2016). For this reason, the specifics of parody are presented. 

According to the definition stated in the Oxford English Dictionary (2016) parody is 

considered as: 

“A literary composition modelled on and imitating another work, esp. a composition in 

which the characteristic style and themes of a particular author or genre are satirized 

by being applied to inappropriate or unlikely subjects, or are otherwise exaggerated 

for comic effect. In later use extended to similar imitations in other artistic fields, as 

music, painting, film, etc.” 

As stated in the definition parody focuses on aesthetic conventions rather than on social 

conventions (Gray et al. 2009, 17). It assaults a specific genre or words, text or a specific 

genre by satirizing or mocking the way it operates. In other words, this definition is stating 

that satire is often used in the genre of parody or respectively that parody is often used 

alongside satire (Gray et al. 2009, 17). For this reason, also the specifics of parody are 

presented in more detail. Moreover, parody makes use of the fact that consumers of speech, 

text or other matters  intertextually or socially  make sense of content in relation to other 

content. This is shown by the aim to recontextualize the way the consumer makes sense of 

another genre or text. Aside from this, parody strives to raise reevaluation as well as 

reflection of the ways the addressed genre or text functions (Gray et al. 2009, 18). Moreover, 

parody is characterised by repetition and exaggeration of content. Its art in this regard is to 

remain the substance of the content the same while applying parody to it (Dentith 2002, 1). 

Therefore the genre offers the possibility to create something new from old contents. With this 

functionality of transformation, the genre’s aim is to avoid lethargy and clichés (Gray et al. 

2009, 18). Furthermore, parody can be seen as a media literacy educator as well as a signal 

and a contributor of the progress of a genre. As soon as the parodies of a genre become the 

most popular and interesting form of it, the respective genre is said to disappear (Gray et al. 

2009, 18). 

Lastly, it is important to note that the terms share important similarities. First of all, they are 

both part of the genre of humour and therefore contrary from rational deliberation and 

seriousness (Gray et al. 2009, 8). As an element of humour parody and satire both operate 

further as a component of social critique (Yang and Jiang 2015, 216) confronting social norms 

(Gray et al. 2009, 89), which makes them relevant for the analysis of my research question. 
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The analysis of the use of the genres and the analysis of the genres itself within Instagram is 

systematically used through the course of the analysis and helps to provide an understanding 

of the idea of authenticity of the mobile application.  

4.2 The concept of counterculture 

The account @satiregram makes use of the #counterculture in every single post, which is one 

of the reasons for laying out the term counterculture in the following part. Furthermore, both 

cases are according to media seen as accounts that are playing with the norm of Instagram 

culture, which makes this concept necessary for the analysis of the first research question. 

To begin with Scott (2014) explains counterculture in the Dictionary of Sociology as the 

following: 

“When subcultures specifically stand in direct opposition to the dominant culture of the 

society in which they are located, rejecting its most important values and norms and 

endorsing their opposites, they are sometimes termed ‘contra-cultures’ or ‘counter-

cultures’. The term was popularly applied to the student and hippy cultures identified 

with the youth conflicts around 1968, but it can have a wider usage.” 

As already mentioned the term has its origins in the hippy movements in the United States of 

America in the 1960s. At that time the country faced a period of revolts. Especially young 

people such as students were voicing their concerns about civil rights, race problems and the 

Vietnam War. However, the driving factor of their protests was about the quality of life and a 

peaceful and cooperative existing of all lives. The protesters wanted to withdrew themselves 

from the matters of the world they found oppressive. Therefore, they rejected everything 

connected to the mainstream culture - the white middle class of America (Hilliard 2000, 3). 

Further, the movement wanted to “counter the tendency of modern society toward uniformity, 

regimentation, and massification” (Matei 2005, 

http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2005.tb00262.x/full). They attempted 

to change the shift towards massification and anonymization by exacerbating the newly 

obtained autonomy of modern personalities instead of repressing it. In addition, the 

counterculture movement referred to the freedom of the individual as well as the liberation of 

the individual and the restoring of the missing potential of the self. Finally, the counterculture is 

said to be a cultural as well as social strategy with the goal to restore the social order with the 
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help of novel social relationships and human experiences (Matei 2005, 

http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.2005.tb00262.x/full). 

According to Hilliard (2000) the media took in a key role within the movement by being a 

powerful force manipulating and affecting feelings and thoughts of the public. The scholar 

moreover argues that media works to maintain the cultural and political status quo of a nation 

(Hilliard 2000, 4). Media in this case can also be social media. It encourages ordinary citizens 

to voice their opinion and provides the possibility of sharing it globally.  

4.3 Authenticity contract, authenticity puzzle, authenticity scandal 

Mediated authenticity is composed by authentic illusions, as for instance, the augmentation of 

content through the help of adjustments such as lightning or post-editing. This altering aims to 

make the content appear more trustworthy, realistic and genuine. However, we are familiar 

with the fact that media creates authenticity illusions for the purpose of communicating more 

efficiently and lowering the complexity of a narrative. In order to accept this matter we 

employ a so-called authenticity contract (Enli 2015, 132), which is together with the concept 

of the authenticity scandal and authenticity puzzle, presented in the remainder of this section. 

First, the term authenticity contract is explained. This concept constitutes a symbolic contract 

between producers, audiences and regulatory authorities, who therefore count as the main 

stakeholders of this arrangement. A producer in the case of the contract, can be a media 

director, an editor, or within social media, the hybrid form of a prosumer or respectively 

prouser. These stakeholders take in the role of influencing the creation of media content. The 

conception of the audience in this context is broader and even interchangeable with viewers, 

users, or spectators. As already mentioned, the performance of the audience and the producer 

can overlap, especially when it comes to social media (Enli 2015, 16). For this reason Enli 

(2015) considers it helpful to take Stuart Hall’s concept of encoding and decoding into 

account, where in the case of the authenticity contract, producers practice the role of encoding 

media content while the audience is decoding (Enli 2015, 17). The last main stakeholder, the 

regulatory authority, is playing a meaningful role when it comes to authenticity. This is due to 

the fact that for example a broadcasting company can be fined for implementing false or 

staged footage into their content (Enli 2015, 17). Consequently, all three stakeholders share a 

certain dependency on a genre system. This system is concerning certain set of features that 

define a media genre such as a satire news   shows. If the audience is not understanding or 

aware of the characteristics of satire, the content is not understood correctly. It further guides 
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them in their affairs by including expectations of the public, market strategies, production 

values as well as textual features. Therefore it can be seen as a tacit contract between readers 

and authors. Moreover, the genre system reinvents itself and develops constantly, which can 

bring forth new genres. However, the main features of a genre remain the same, otherwise it 

would no longer have a meaning. Enli (2015) argues that the genre system is crucial to the 

concept of mediated authenticity, since producers make use of it to prevent misconceptions 

and it provides consumers with a certain guideline for interpreting media content. Moreover, 

the advancement of a genre is often conditioned by a combination of overused as well as 

outdated conventions and the need for an adjustment of an established genre. In addition, as a 

result of the audience believing in the illusions constructed by producers, the authenticity 

contract is grounded on a certain irrationality. This fact can be described through the idea that 

the audience has a tendency to believe, although they are aware of the illusion behind it (Enli 

2051, 17). Finally, the authenticity contract compensates for the absence of the physical 

presence between sender and receiver (Enli 2015, 18). In summary, authenticity contracts 

encourage both the consumers as well as the producers to accept “that authenticity is a 

currency in mediated communication”, whose worth is debated amongst the mentioned main 

stakeholders (Enli 2015, 132). This concept is further addressed in the analysis in order to find 

out how the authenticity contract is used on Instagram. 

The second category, the authenticity scandal is presented next. The term comes into play, 

when the historically negotiated agreement between sender and receiver falls apart and 

miscommunication occurs. In more detail, the authentic scandal occurs when the mediated 

communication is not successful and produces problems for the consumers as well as for 

society in general. This case often concerns disinformation, in which producers knowingly 

misguide the audience in order to benefit economically. On the other side, a scandal can occur 

out of new production methods with which the public is not familiar with and hence is 

confused about the way of interpreting the media content (Enli 2015, 18). Finally, authenticity 

scandals are increasingly occurring within social media, since they create new ways of 

showing and altering reality as well as reading new media content (Enli 2015, 132). For 

instance, the case of O’Neill can be seen as an authenticity scandal, since she intentionally 

staged and altered her Instagram photographs in order to receive money from clothing 

companies. Consequently, she willingly deluded her followers and Instagram users. 

The third term is called authenticity puzzle and concerns the presentation of a puzzle created 

by media producers. This concept is complex and playful – in this case fond of amusement – 
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at the same time, combining original and trustworthy material with materials that are 

simulated and not authentic as well as scripted spontaneity. In this case the public turns into 

active consumers, trying to identify the authentic elements and separate them from the false 

material. Consequently they engage in the production of meaning and media criticism at the 

same time (Enli 2015, 18). In summary, authenticity puzzles are intentionally produced to 

awake the minds of or arouse curiosity within the audience, which is meant to result in a game 

of distinguishing the false from the real (Enli 2015, 133). For instance, after online blogs were 

established and accepted as a genre by the critical mass of users authenticity puzzles in form of 

blog hoaxes, which are fake blogs intentionally created to masquerade something as truth 

which in reality is not, occurred. One example of a fake blog was the one of Kaycee Nicole, 

who pretended to be a high school student suffering from leukaemia. Over two years she wrote 

about her battle with the disease and was able to hide the truth by using authenticity illusions 

conform to the genre conventions of blogs (Enli 2015, 9495). Also, authenticity puzzles 

appear increasingly within social media, in particular in the creation of online selves. As a 

result the public is discussing the validity of content generated by users as news sources (Enli 

2015, 132). 

Through the application of those concepts of authenticity puzzle and authenticity scandal on the 

cases of @satiregram and @socalitybarbie, this work intends to find out in what way the 

accounts challenge the authenticity contract and consequently determine how they confront 

authenticity on Instagram. Finally, by analysing the way of how the two cases challenge, 

confront, and question the idea of authenticity, this thesis aims to comprehend the way the 

norm on Instagram is fostering authenticity on the platform. Additionally, this examination 

shows how the two cases contribute to the current discussion about the lack of authenticity on 

social media. 

4.4  Identifying norms of Instagram 

As stated in the Oxford English Dictionary norms are “a model or a pattern; a type, a 

standard” (2016). In this instance the norms are standing for a standard, a standard on 

Instagram. By examining the presented information on Instagram (2.2) a certain kind of 

culture can be detected, which helps to identify norms of Instagram. By working out a set of 

norms describing the Instagram culture the idea of authenticity and its aspects can be 

determined.  

First of all, Instagram is a social networking service and therefore it encourages the 
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presentation of the most positive and polished side of one’s self (Lup et al. 2015, 248). As 

already noted in chapter two, this is due to the fact that individuals strive for popularity online, 

which urges them to present and create content and a persona that is socially desirable (Lim et 

al. 2015, 132). Consequently, the first norm is concerned with the display of the best possible 

self. 

Moreover, one of the most important features of Instagram is the application of visual filters, 

which allow users the alteration of their photographs before uploading them (Marwick 2015, 

147). This feature is noticeably prominent because users include the hashtag #nofilter, 

whenever they did not modify one of their images (Marwick 2015, 144). The use of a visual 

filter in order to modify content can therefore be considered as a standard.  

In this regard, it is important not only to mention visual or technological filters provided by 

the platform itself, but to also consider cultural filters. These kind of filters are connected to 

“the rules and conventions that guide us, filter out possible modes of expression so subtly that 

we often are not even aware of all the things we do not see” (Walker Rettberg 2014, 24). 

Cultural filters teach us for example to imitate a fashion model when taking pictures of 

ourselves (Walker Rettberg 2014, 22). I argue that those cultural filters can be found within 

the over posted images or clichés of Instagram. The Oxford English Dictionary (2016) defines 

a cliché as “a phrase or opinion that is overused and betrays a lack of original thought”. 

Rendered to the mobile application we can speak about the already noted overused motives in 

the pictures of its user. An important remark in this context is that those trends can vary and 

change. Nevertheless, a trend for overused picture can be identified. First of all, scholars 

mention that pictures of food, cute puppies, finger nail designs and selfies are amongst the 

most popular motives on Instagram (Abbott et al. 2013, 3; Thornton 2013, 19). Furthermore, I 

searched for online articles, which presented a collection of the most posted pictures on 

Instagram or respectively stated the most cliché pictures found on the platform. Out of the 

pictures posted in the twelve articles, I chose the 15 most appearing in order to create the 

following table (see Appendix I). The table includes a picture to each cliché to illustrate the 

motive. The images were randomly picked from the hashtags on Instagram describing the 

trends, which is further visible in the following table. As a result I claim that following a trend 

can be considered a norm on the mobile application.  
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Latte art: 

 
#latteart 

Food porn: 

 
#foodporn  

Gym or workout selfie: 

 
#workout 

Airplane wings: 

 
#airplane 

Sunsets: 

 
#sunset 

Text message conversations: 

 
#textmessage 

Nail art: 

 
#nailart 

Cute animals: 

 
#cuteanimals 

Outfit of the day: 

 
#outfitoftheday 

Mirror selfie: 

 
#mirrorselfie 

Starbucks Cup: 

 
#starbuckscup 

Clouds: 

 
#clouds 
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Inspirational quotes: 

 
#inspirationalquotes 

Tall buildings shot from the 

ground: 

 
#tallbuildings 

Picture of your legs at the 

pool or beach: 

 
#pool 

 

As noted before, people are driven to upload pictures on Instagram by the desire to connect 

with their network “in the moment” (Abbott et al. 2013, 3). Therefore, the usage of Instagram 

is characterized by the tracking of daily events and activities. This is supported by the fact that 

the photos found on the mobile application are taken and uploaded through one’s mobile 

phone, which fosters connectivity at all times (Abbott et al. 2013, 3; Marwick 2015, 142). For 

these reasons, the norm of the motives of Instagram pictures is considered to be captured 

within the moment. This assumption is confirmed by the use of the hashtag #latergram, which 

illustrates the upload of an image some time after it was taken (Marwick 2015, 142). 

Since pictures on Instagram are considered to be taken ‘in the moment’, its mobile character 

as well as the associated ‘always online culture’, fosters a vibe of authenticity and 

truthfulness, according to Marwick (2015, 157). She therefore argues that pictures are a more 

reliable source of self-expression and image management than simple text (Marwick 2015, 

157). This is further supported by Lee (2015, 555), who claims “photographs are much better 

than texts for self expression and impression management, since the myth of photographic 

truth lends photography a credibility that text can lack”. Consequently, I argue that as a norm, 

pictures on Instagram can be considered authentic. 

Finally, the preliminary norms created within this section are the presentation of the best 

possible self, the use of visual filters, the following of trends, the capturing of a moment and 

lastly being authentic. It is important to note that those norms are preliminary and are to be 

tested within the analysis by applying them to the two cases. These claims are further used to 

investigate which aspects of authenticity are challenged by @satiregram and @socalitybarbie. 

Source: Instagram 
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In addition the examination of these norms contributes to the understanding of authenticity on 

Instagram. 

4.5 Seven characteristics of mediated authenticity 

As already mentioned authenticity stands for something real or genuine (Enli 2015, 2). Within 

the concept of mediated authenticity (see 3.1) Enli (2015) determines the relationship between 

media and authenticity. Within this concept authenticity is defined “as a communicative 

process” and its extent “depends on symbolic negotiations between the main participants in 

the communication” (Enli 2015, 3). Those authenticity negotiations include the conditions of 

seven characteristics  predictability, spontaneity, immediacy, confession, ordinariness, 

ambivalence, and lastly, imperfection. Only when all of those markers can be identified in 

media content it is considered to be authenticity (Enli 2015, 136137). Further, in order to find 

out how authenticity is challenged, it is necessary to understand how it is created. The seven 

characteristics of mediated authenticity moreover are of great help to examine which aspects 

of the idea of authenticity are challenged by @satiregram and @socalitybarbie. Thus, these 

markers are an important and relevant tool for the research questions analysis. In order to 

constitute the formation of mediated authenticity, Enli (2015, 136137) creates a set of seven 

makers. The first one is predictability, which concerns the persistent use of genre 

characteristics and practices for mediated communication. In this case the understanding of 

authenticity is often assessed through earlier experiences with media. For example, in the case 

of satire news shows such as The Colbert Report people know to expect exaggerated 

comments and fake news. If the markers of the genre of satire were not consistently used, the 

audience would not accept the content and consider it as not authentic. Second, performances 

are scripted and planned to appear spontaneous and improvised. This characteristic is named 

spontaneity and targets the perception of being emotionally driven, personal and engaged 

instead of strategic and calculated. This marker is for example, prominent in a talk show, 

where the host and participants follow a certain script. However, the performances need to 

appear spontaneous in order for the audience to be received as genuine, since this is the 

requirement of the genre of a talk show. Third, immediacy presents the feeling of togetherness 

by which producer and consumer are linked within a shared “now”. This aspect is for instance 

to be found within a live show where the audience is allowed to vote or call in order to be part 

of the show. Within this momentum they compose authenticity and meaning together. 

Confession is the fourth characteristic and relates to the revelation of plausible personal secrets 

or details as construct for mediated authenticity. Through those facts the public can easier 
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relate to a person or story due to their own experiences. For example, if a talk show guest at 

the beginning of an interview confesses an embarrassing childhood memory, the audience will 

consider the rest of the talk more authentic, since they believe the person is telling the truth. 

The fifth point ordinariness, stands in contrast with the otherwise glamorous character of 

media. When a media person is presented in an ordinary and mundane way, it appears more 

authentic to the audience. For instance, if a celebrity is filmed doing everyday activities like 

shopping or cleaning the house, they appear to be just like everyone else and consequently 

more authentic. In the sixth place occurs the characteristic of ambivalence. This one refers to 

the hesitant disclosure of the truth and an ambivalent act to appear more authentic. Thus, if an 

individual is exaggerating genre the extent of his or her authenticity within mediated 

communication, it is believed to be less authentic, than an individual who is reluctant to tell 

the truth. To name lastly, imperfection concerns the fact that authentic performances need to 

include mistakes or insignificant flaws in order to be considered real (Enli 2015, 137). If a 

news host for example, makes a mistake or misspeaks, his or her performance is considered 

more trustworthy by the audience than if it would have been perfect. 

Lastly, it is to mention that those characteristics are not exhaustive in the sense that they can 

be generally applied to all media. However, in sum they are providing a set of criteria which 

are tentative and helpful for the identification of the way mediated authenticity is created. For 

this reason the seven markers are of great help for this study to identify authenticity on 

Instagram. It is valuable to examine if and in what way they can be found within the accounts 

of @satiregram and @socalitybarbie. By doing so this study is aiming to find out which 

aspects of the idea of authenticity are challenged by the two chosen cases as well as how they 

challenge the idea of authenticity on Instagram.  
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5. Methodology 

On a large scale the study aims to investigate authenticity on Instagram. In order to be able to 

examine the complex subject two cases were chosen. This chapter therefore begins by 

discussing the choice of the examination of the two cases @satiregram and @socalitybarbie. As 

a consequence the following research questions evolved.  

(RQ1) How do the Instagram accounts @satiregram and @socalitybarbie challenge 

the idea of authenticity on Instagram? 

(RQ2) Which aspects of the idea of authenticity are @satiregram and @socalitybarbie 

challenging? 

In order to answer the given research question first of all a content analysis of the accounts was 

carried out. The analysis was then supported by interviewing the two owners of the accounts. 

Both methods and their process are presented and elaborated within this chapter. Lastly, it is 

explained how the chosen methods are applied in the analysis which completes the section. 

In advance it is moreover important to mention that the scope of this work is limited to the 

setting of a western culture. This is due to the fact that all the works presented in the 

theoretical background regarding authenticity were composed by Western scholars and 

therefore have a Western point of view on the concept. Furthermore, all the examined studies 

were based on phenomena and contexts of the West. In addition, Instagram was created in the 

United States of America, which gives the platform a Western character. Moreover, the two 

chosen cases @satiregram and @socalitybarbie both have their origin in the US. Additionally, 

the media discussion regarding the idea of authenticity on Instagram and other evolving 

counter movements such as #totallyhonesttuesday or @womenIRL were entirely centred in 

the US and other countries with a Western context, such as Australia and Germany. 

5.1 Study of the cases  

According to Andrew Bennett and Alexander L. George (2005, 1.3) a case is “an instance of a 

class of events”. Those events concern incidents that are of scientific interest such as 

personality types or revolutions, or in the case of this work, media discussion on authenticity 

on Instagram. Consequently, a case study is not the analysis of an (historical) occurrence 

itself, but instead a well defined matter of an event specifically selected by the researcher 

(Bennett and George 2005, 1.3). Within this study I decide to focus on two cases in order to 



40  

achieve “cumulative and progressive generalizations about social life” and strive to create and 

apply understandable standards for determining “whether some generalizations fit the social 

world better than others” (Bennett and George 2005, 1.3). 

The scholars point out four powerful advantages that speak for the method. First of all, a case 

study provides the possibility of reaching a high conceptual validity. Second, the method is 

valuable tool for developing theories or testing hypothesis (Bennett and George 2005, 1.4). 

Through interviews with experts or participants, new variables can come to light that were not 

considered before (Bennett and George 2005, 1.4). Third, the method has the quality of a 

detailed examination of “the operation of causal mechanisms in individual cases” (Bennett and 

George 2005, 1.4). This makes it possible to look at a great number of intervening variables 

within one case and discover unexpected aspects, but also identifies what conditions initiate 

the causal mechanism (Bennett and George 2005, 1.4). The fourth and last advantage but most 

important factor for choosing case studies as a methodology for this research, is their strength 

in addressing complex causal relations, “such as equifinality, complex interactions effects, and 

path dependency” (Bennett and George 2005, 1.4). Overall, this form of study makes it 

possible to assess the indicators which best describe the concepts mentioned in the theoretical 

framework  such as the seven characteristics of mediated authenticity, the authenticity 

contract, the authenticity puzzle as well as the authenticity scandal  to breakdown the 

complexity of authenticity in Instagram is depicting and generalizing the issue. 

It is of great importance to not only be aware of the strengths of the method but also of the 

limitations a case study can bring with it. For example, case studies often claim to be 

problematic due to their “degree of freedom” (Bennett and George 2005, 1.3). Consequently, 

it becomes important to understand a case study as a specifically selected, welldefined 

element of a historical event, rather than as a historical event itself (Bennett and George 2005, 

1.3). To avoid this issue, the choice of the cases and their relevance is explained subsequently 

in detail. 

The cases: @satiregram and @socalitybarbie 

For the purpose of understanding the relevance and value of the two objects of study 

@satiregram and @socalitybarbie, it is necessary to introduce and describe them. Moreover, 

selecting appropriate cases is an important element of conducting good research. They should 

reflect the universe of incidents they hope to represent and the relevant theory to which they 

aim to contribute to (Bennet and George 2005, 1.4). The decision should be based on the 
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relevance of the class of events for the study of its case. In this regard it is helpful to ask “what 

is this event a case of?” (Bennett and George 2005, 1.3). Therefore, this section is completed 

by motivating the choice of the two cases.  

Introducing @satiregram 

 

 

 

 

 

 

 

According to its biography on Instagram is @satiregram “the epitome of a typical Instagram 

user” (fig. 2). The project was created in 2012 by Euzcil Castaneto and is parodying the 

typical Instagram user and their behaviour by posting pictures of handwritten postit notes 

with descriptions of photographs. The images are almost all altered by a filter even though 

there seems to be no need for it since they are only pictures of notes (Grenoble 2013). 

Gizmodo claimed that @satiregram is “the only Instagram account you need to follow" (Chan 

2013). It does not matter if it is the nomakeup selfie, the outfit of the day photo, latte art or a 

picture of a cat, the channel presents all the clichés and trends that can be found on Instagram. 

Castaneto in an ironic way pokes fun at exactly those kind of over posted mundane pictures 

(Sawhorse Media 2016; Kotenko 2013). For example, one photograph shows the sentence 

“mirror selfie at the gym to show off my new workout outfit…” which is combined with the 

following caption ‘beastmode’ (fig. 3). Lastly, the account @satiregram has more than 150 

000 followers
1
 and has shared more than 950 pictures, which are on average liked by 1750 

users (Satiregram 2016). Those facts present the large scope and influence of the account. 

                                                      
1
 Last accessed: 14.05.2016. 

fig. 2 
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Introducing @socalitybarbie 

Socality Barbie is a project created by the photographer Darby Cisneros from Portland, 

Oregon in the US. The account started 2015 in has 137 posts, which are liked by up to 150 

000 times, and is followed by more than 1.2 million users
2
, which shows its large popularity 

and influence (Socality Barbie 2016). According to the owner of the account the name is 

inspired by a Christian organization called Socality, which stands for a “social community all 

for eternity” and connects individuals mainly on the Internet to share their Christian faith 

(Merelli 2015). Cisneros created pictures showing a Barbie doll dressed as a hipster in 

different situations. For example, we can see pictures of the doll wrapped in a towel on the 

beach or of her shoes in the autumn leaves combined with quotes or poking statements such 

as “Waking up at 10am was so worth it to get that perfect light & fog” or “Walked to work 

this morning and stopped every couple of yards to take a picture of my feet in the leaves. I 

was only 15 minutes late“ (fig. 4; fig. 5). Socality Barbie is, just as Satiregram, in an ironic 

way presenting the different trends occurring on Instagram. The account is further 

commenting on the dishonesty of social media and presents carefully staged pictures as “real” 

life (Garrett 2015). On 04.11.2015 Cisneros published a statement on her account saying that 

her work - to create discussions on “how we chose to present ourselves online” and “calling 

into question our authenticity and motives” - has been done and that she is leaving Instagram 

                                                      
2
 Last accessed: 14.05.2016. 

fig. 3 
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(Socality Barbie 2016). The account is still public; however no new images are uploaded to 

date.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Motivation of the two cases 

First of all, both cases challenge the authenticity illusion on the social network platform 

Instagram. They not only touch upon the truth of selfpresentation but also upon the 

genuineness of art in the form of photographs. They further satirize perfect looking world of 

Instagram (Staufenberg 2015). Moreover, the two accounts have a great number of followers 

(see 4.2.), which are not only liking the pictures but further actively making use of the 

comment section by tagging their friends or leaving a statement. Additionally, @satiregram 

fig. 4 

fig. 5 
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has created a large amount of posts to date (see 4.2). This vivid engagement demonstrates the 

value of the accounts and speaks for the importance of including them within this study. More 

importantly, I decided to focus on these accounts due to the amount of media attention they 

have received. The project was mentioned by The Huffington Post, BuzzFeed, Gizmodo and 

others (Kotenko 2013; Chan 2013; Grenoble 2013, Brown 2015). @satiregram for instance, 

was covered by media as a result of its unique way in making fun of other Instagram accounts 

(Grenoble 2013; Brown 2015). Additionally, it exposes the clichés in over posted pictures, 

indicating that all Instagram pictures inherently look the same (Kotenko 2013; Chan 2013). 

The account @socalitybarbie has not only been mentioned by Wired, The Guardian, 

Independent or The Daily Mail (Caldwell 2015; CartnerMorley 2015; Garett 2015; Glascock 

2015; Merelli 2015; Staufenberg 2015) but has even caught the attention of international 

media and TV broadcast. For instance, the German morning show Das Morgen Magazin 

mentioned the project created by Darby Cisneros in a short clip (ARD 2015). Further, the 

project was included in a current debate about the missing authenticity on Instagram, 

originally evoked by O’Neill, and often is mentioned within the same context. The Canadian 

newspaper The National Post stated online that “Socality Barbie and O’Neill exposed the 

shallow side of Instagram” (Johnson 2015). Because of the great number of media coverage 

and the important role in the debate of authenticity on Instagram @socalitybarbie makes a 

very valuable contribution to this study. Moreover, both cases are named to show the lack of 

uniqueness and authenticity on Instagram (Chan 2013; Kotenko 2013; CartnerMorley 2015; 

Merelli 2015). Additionally, the two projects are using satire or respectively parody to point 

out this development that has occurred on Instagram, which is setting them against the norm. 

This specific form of art shows that those cases are unique and special. Consequently, these 

facts present more reasons, why this account is particularly interesting for this study. In a last 

but very relevant argument, @satiregram as well as @socalitybarbie were recently nominated 

for a Shorty Award, a prize which recognizes great social media content. The two projects 

were placed in the category for Best Parody Account (Sawhorse Media 2016). This fact shows 

their influence on the discussion around the topic of authenticity on social media and at the 

same time highlights their relevance. In summary, both accounts are well-defined examples 

when discussing the idea of authenticity on social media. The two cases are an excellent 

choice for analysing the authenticity debate on Instagram, since they criticise authenticity on 

the mobile application, are supported by a large amount of active followers, have gained a lot 

of media attention, and were honoured with a nomination for the social media award Shorty. 

As a last note the choice of these two cases is well thought through. By looking at subjects that 
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are different from the norm it is able to reveal valuable information about the norm. Further, 

the understanding of the topic is broadened and more information than a potentially 

representative case can be determined. 

5.2 Content analysis 

In the case of my study a qualitative approach is most appropriate for a number of reasons. 

Primarily, the study is explorative in nature by identifying the way @satiregram as well as 

@socalitybarbie are challenging authenticity on Instagram. The greatest potential for 

identifying the away the cases question the idea of authenticity and which aspects they 

challenge in particular has the analysis of the accounts itself. A content analysis in this case 

provides the possibility to gather and summarize the content present in the two channels. The 

analysis is not limited to text and can therefore include pictures, comments, captions and 

hashtags, all of which are greatly relevant in this case. Below, firstly, the research method as 

well as its advantages and problematic aspects are described. Secondly, the procedure of the 

analysis is laid out. 

To begin, in the 1940s the term content analysis coined and in 1961 was defined as “analysis 

of the manifest and latent content of a body of communicated material (as a book or film) 

through classification, tabulation, and evaluation of its key symbols and themes in order to 

ascertain its meaning and probable effect” (Krippendorf 2004, xvii). Klaus Krippendorf 

himself characterizes a content analysis “as a research technique for making replicable and 

valid inferences from texts (or other meaningful matter) to the contexts of their use” 

(Krippendorf 2004, 18). Additionally, the method is investigating content for the purpose of 

comprehending “what they mean to people, what they enable or prevent, and what the 

information conveyed by them does” (Krippendorf 2004, xviii). Krippendorf further points 

out, that the method has the following three distinguishing attributes. Firstly, it is “an 

empirically grounded method, explorative in process, and predictive of inferential in intent” 

(Krippendorf 2004, xvii). Secondly, the research tool is transcending “traditional notions of 

symbols, contents, and intents” (Krippendorf 2004, xviii). Thirdly, due to the advent of the 

digital era, researchers today face larger contexts, large scale analysis, and large amounts of 

electronic data. This forces them to look for qualitatively different research techniques that 

allow analysts “to plan, execute, communicate, reproduce and critically evaluate their analysis 

whatever the particular results” (Krippendorf 2004, xx  xxi). Additionally it is necessary to 

highlight the research method, which provides the researcher with the possibility of getting 
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new insights, developing an understanding of a specific phenomena and it further “informs 

practical actions” (Krippendorf 2004, 18). As a method, the content analysis demands specific 

requirements. It needs to be systematic and objectively or respectively valid and replicable. 

Moreover, as already noted above, the examined content needs to mean “something to 

someone” (Krippendorf 2004, 19). Therefore, the method is not restricted to written text but 

can also include other matters such as symbols, sounds, signs or numerical records 

(Krippendorf 2004, 19). In this regard it is crucial to mention, that the created content has to 

be meaningful not only to the researcher but also to the producer and consumer (Krippendorf 

2004, 20). One of the most problematic issues of a content analysis is the objectivity of the 

analyst. Consequently, it is of great importance that the researcher takes into account what the 

content could mean to its creator as well as the audience and how it is read by them 

(Krippendorf 2004, 30). Additionally, the analyst needs to explicate in detail what he or she is 

doing and explain how his or her judgments were acquired, for the readers to understand and 

replicate the results (Krippendorf 2004, xxixxii). Furthermore, relevant in the case of this 

study, is the fact that social networking sites such as Facebook, Twitter and Instagram provide 

an incredible amount of content to be analyzed. According to scholars it is often impossible to 

analyse and make sense of the content ‘by hand’. In this regard, the scholars suggest using 

computeraided content analysis (Krippendorf 2004, xxi; Hanna 2013, 367). Additionally, one 

could focus on particular keywords or hashtags. However, in this way content is not connected 

to these matters as thoroughly as context, resulting in the oversight of the remaining parts of 

content (Hanna 2013, 369). 

Process of the content analysis 

In order for this content analysis to be replicable and valid, a detailed explication of the 

process is presented subsequently. First of all, the analysis in this work is limited to the two 

cases presented earlier. This is not only due to their uniqueness and relevance, but also to be 

able to conduct an analysis of Instagram, which is problematic due to the incredible amount of 

information found on the photo sharing service. The examination of the account @satiregram 

is further narrowed down to the pictures posted from the 01.01.2015 till 31.12.2015. This 

decision is based on several reasons. First, the account displays approximately 1000 pictures, 

which would be too time intensive for this analysis, therefore exceeding the scope of this 

research. Further, within a qualitative study it is more valuable to study recent pictures in 

depth, rather than providing a brief overview of all the posted images. Lastly, the choice for 

the time span is based on the appearance of the media discussion on authenticity on Instagram, 
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which had its climax in 2015. In the case of @socalitybarbie the amount of present pictures 

accounts 137. This makes the whole accounts assessable and therefore all posts are considered 

within the analysis. The owner of the account might not post any more pictures. However, the 

images up to today receive comments which shows that the account is still active a certain 

degree. For this reason, I chose to carry out an analysis of this account even though no new 

posts are created. 

The analysis does not only include the uploaded pictures of the two cases but also their profile 

pictures, biography, captions, hashtags as well as user comments. All these elements are 

essential parts of an Instagram presence and are therefore of value in gaining a more in-depth 

knowledge about the way the cases challenge authenticity on the platform. Hashtags, for 

example, are a form of semantic tagging and used in order to find, sort and organize content 

(Daer et al. 2014, 1). They further can be used as metacommunication, to provide background 

information, for the sake of presenting one’s identity or to attract a large amount of users 

(Daer et al. 2014, 1). Moreover, comments show user interaction as well as reactions 

concerning the content. 

The data is stored in the form of screenshots, if they include mentionable and valuable 

information regarding the present study. All the data gathered with the help of the content 

analysis is providing an in-depth understanding of the cases. This understanding is needed for 

the application of the theories presented in chapter four and consequently provides a basis for 

the examination of the research questions. 

5.3 Semistructured interviews 

To gain a better understanding and to receive more background information about the 

accounts it is of great help to combine the content analysis with interviews of the creators of 

the two Instagram accounts. The interviews are used to support part of the findings brought up 

through the content analysis as well as to gain an insight to the creator's work and thoughts 

behind the projects. The method of interviewing is discussed subsequently, followed by a 

description of the process of conducting the interviews as well as their relevance within this 

study. 

I chose to further add interviewing as a method, because it is not only a highly accepted 

instrument within qualitative research but also another tool helping to answer the research 

questions. Interviews are extremely helpful in exploring “another person’s feelings, thoughts, 
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or experiences” and are therefore a tool to serve as “windows on the world” (Holstein and 

Gubrium 1995, 2). Further, this research method allows researchers to comprehend 

experiences and recreate events they were not part of (Rubin and Rubin 1995, 1). Since I want 

to investigate how the two cases challenge authenticity and which aspects of authenticity they 

challenge it is also important to explore the motivation and origin behind @satiregram and 

@socalitybarbie. Therefore, I see this method as another suitable addition for the cause of this 

thesis. Furthermore, the method builds upon conversational rules and principles most 

individuals have internalized within the course of their lives (Rubin and Rubin 1995, 12). 

However, interviews still differ from the common conversation in very essential ways. Firstly, 

interviews are intentional and aim to find out about experiences, thoughts or feelings of 

individuals. Secondly, interviews differ in the way that they are held between not only 

acquaintances but also strangers. A third distinction is presented by the fact that qualitative 

interviews are lead by the researcher, who deliberately proposes a limited number of questions 

in order for the interviewee to answer in detail (Rubin and Rubin 1995, 2). Interviews are not 

only extensions or modifications of conversations including significant distinctions, they 

provide insights, knowledge, and comprehension of the interview partner rather than simple 

categorization of events or individuals. Further, interview content, its process, and the choice 

of subjects is adapted to the person's feelings as well as knowledge (Rubin and Rubin 1995, 

6). 

Moreover, in order to hold a successful interview, the researcher has to form a certain 

relationship with the interview partner. Humour, sincerity, empathy and sensitivity are very 

important in order for the interviewee to open up and give insight into his or her world (Rubin 

and Rubin 1995, 12). For an interview to become a success an understanding of culture is 

required. Further, in most cases the interview partners should not be considered as neutral but 

as participants with an effect on the interview. A fruitful interview moreover is based on the 

understanding and hearing of the voices of the interviewees (Rubin and Rubin 1995, 19). 

Finally, the research tool holds a certain kind of philosophy, which is characterised by the 

following: “Find out what others think and know, and avoid dominating your interviews by 

imposing your own world on theirs” (Rubin and Rubin 1995, 5). 

In general interviews are valuable research instruments. However, the method is also facing 

some problematic issues that are necessary to be aware of. To begin with, by initiating a 

relationship with the interviewee the researcher is facing the danger of remaining neutral or 

value free in regard to the raised topic (Rubin and Rubin 1995, 12). For the purpose of solving 
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this issue the researchers are advised to achieve a certain degree of empathy, but not enough to 

neglect negative aspects. Finding this balance can be learned and is more useful than obtaining 

neutrality (Rubin and Rubin 1995, 13). Furthermore, the relationship with the interviewee 

should not be dominated by the researcher. This is crucial in order for the thoughts of the 

interview partner to come to light. Moreover, the researcher needs to be aware of biased 

wording, and must avoid forcing his or her own opinion on the interviewee (Rubin and Rubin 

1995, 19). How I encountered these issues is stated later on. 

The method of qualitative interviewing consists of several types, which depend on what the 

researcher attempts to understand (Rubin and Rubin 1995, 19). The basic distinction is made 

between a structured and unstructured form of interviewing. Within the unstructured form, the 

topic of the interview is presented but its course is open. Whereas, a semi structured interview, 

also referred to as a focused interview, is more guided. Here the researcher introduces a 

subject and leads the conversation by asking certain questions. I decided to hold a semi 

structured interview, since this form allows the researcher to gain specific information without 

pushing the interview into a specific direction. This proved to be a favourable option for when 

specific questions in the form of a guideline are presented, although it still maintains enough 

openness to avoid misleading the interviewee in a given direction (Rubin and Rubin 1995, 19). 

With the help of the interviews, I aim to find out about the motives behind the two projects, 

which then hep to better understand the way and the aspects they are challenging. This 

insightful information is valuable in understanding the norms on Instagram, for the 

implementation of the theoretical framework. Consequently, they provide important 

information about the way @satiregram and @socalitybarbie are questioning authenticity on 

Instagram as well as about the aspects of authenticity they are questioning. With this in mind I 

created two sets of question (see Appendix II). One set is specifically created for the account 

of Castaneto and the other one for Cisneros. These set of questions should help me in the 

actual interview guiding a discussion on the topic. 

As already mentioned I planned on conducting two interviews: one with Castaneto, the creator 

of @satiregram and one with Cisneros, the person behind @socalitybarbie. For the first 

interview I reached out to Castaneto founder of @satiregram via email and an Instagram 

private message (see Appendix III). After receiving an encouraging and positive response, we 

exchanged a few emails concerning his and my work and agreed on a date for the interview. 

This provided the base for an open interview in which the interviewee felt comfortable. The 
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interview was carried out on the 3rd of April 2016 (see Appendix IV). The interview was 

conducted online, as the participant lives in the United States of America. As an online 

interview tool I selected Google hangouts, since the interviewee suggested connecting through 

the social networking site Google+. Further, I decided to conduct the interview in written 

form, which was based on several reasons. First, I believed that the interviewee was most 

comfortable giving his answers in real time chatting rather than over video or phone call, since 

we have never met facetoface. Second, a large time difference meant this method was more 

convenient. Lastly, this would reduce my influence on the interviewee and provide me with a 

more neutral point of view. 

After reaching out to Darby Cisneros several times through email as well as private messages 

on Instagram without any success, I chose to make use of secondary sources such as the 

interviews she gave to several news websites and the statement found on the account itself. 

The same guidelines were partly applied (see Appendix II), however the larger sum of the 

questions were adjusted according to her thoughts found in online articles. On the other hand, 

using second-hand sources restricts and limits the extent and direction of the interview. 

Nevertheless, the news sources were able to reveal more about Cisneros intentions with the 

account and are listed in the reference list. The quoted answers are provided with a reference 

to the respective news article and the interview is displayed in Appendix V. 
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6. Analysis 

In order to answer the research question how the Instagram @satiregram and 

@socalitybarbie challenge the idea of authenticity on Instagram and which aspects of the 

idea of authenticity are @satiregram and @socalitybarbie challenging this chapter begins 

with validating the norms identified within the theoretical framework. As a result the basis for 

the further investigation of the idea of authenticity is set. It then proceeds with the investigating 

the genres of satire and parody within the two accounts as strategy of challenging the norms. In 

addition, the concept of counterculture is discussed in the case of @satiregram and 

@socalitybarbie. Subsequently, the seven characteristics of mediated authenticity are applied to 

the two accounts in order to identify which aspects of authenticity are challenged. Lastly, it is 

discussed whether the two cases can be seen as an authenticity puzzle or authenticity contract 

and in what way those concepts are used as a tool to challenge what is considered authentic on 

Instagram. 

6.1 Validating the preliminary norms of Instagram 

As already noted, this section intends to verify the preliminary set of norms identified within 

the theoretical framework in the context of @satiregram and @socalitybarbie. Those norms 

are also used to find out what is considered authentic on Instagram. Through their 

confirmation, or respectively, their falsification aspects of the idea of authenticity on 

Instagram can be identified, which is necessary in order to analyse which aspects of the idea of 

authenticity exactly are challenged and how the accounts challenge it. However, it is to note 

that both accounts are claimed to oppose or respectively satirize they dominant Instagram 

culture and therefore the norms as well. For this reason, an opposition can also imply a 

confirmation of the norms. Furthermore, the limitation of the two cases needs to be 

considered. 

Presentation of the best possible self 

As stated within chapter two and the theoretical framework, there is a prevailing culture on 

social media, which encourages users to strive for a presentation of their self in the best 

possible way. This is based on the demand to be socially desirable and popular (see 4.4). 

Consequently, I argue that this fact is a norm on Instagram. This claim is supported by the 

creator of @satiregram, which is illustrated in the following quote: 
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“I believe that almost everything a person writes, posts, takes a picture of, or digitally 

records for publication to their social channels is what they want their audience to 

perceive them as. it's their ‘highlight reel’ or their ‘curated self’“(Castaneto, Appendix 

IV). 

Castaneto speaks about the selfrepresentation of an individual as a curated performance and a 

performance of highlights. He further claims that the Instagram users only post “that one selfie 

because it’s the one picture that made them look their best [...]” and that the whole Instagram 

culture is “about keeping up appearances and showing your best self” (Castaneto, Appendix 

IV). This argument is highlighted in several posts on his account. For instance, one of the 

images states “a box of records that I just bought from the music store to make it look like I 

appreciate music even though I actually don’t have a record player to play them” (fig. 6) and is 

combined with the caption “I love vinyl, it just sounds better!! Queen is the best singer! I see a 

little silly wetto of a man! LOL I love that song so much!” (fig. 6). Another example is 

captured with “I woke up like this #natural” (fig. 7) and shows the ensuing handwritten note  

“a selfie of me in bed after I quickly put some makeup on and fixed my hair so that I could 

caption this with ‘I woke up like this’ and hashtag it with #natural” (fig. 7). The captions 

in the case of @satiregram express what the audience is supposed to believe. The handwritten 

texts however, reveal the truth behind the making of the photograph. In this regard the creator 

of @satiregram notes that the aim of the account is “to shine light on the ‘uncurated self’ the 

actions, thoughts, and person behind the camera’ (Castaneto, Appendix IV), which means to 

reveal the not polished version of one’s self. The account consequently supports the norm of 

presenting one’s best self on Instagram by pointing out the truth behind the picture through the 

handwritten notes. 
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In the case of @socalitybarbie, every picture shows beautiful scenery and looks almost 

professional. It can therefore be claimed that those pictures represent the norm of the 

presentation of the best possible self. However, the captions in the pictures represent the truth 

behind those images, including the struggle endured to create perfect looking shots. For 

instance, the following post shows a picture of a living room looking like a coffee shop with 

the protagonist  a Barbie doll dressed as a hipster  in the front and states: “Coffee Shop 

Vibes. Also, I took too many pictures of my latte and now it’s cold” (fig. 8). Another post 

displays an image of the Barbie doll wrapped up in a blanket at beach in foggy weather 

combined with the caption “Waking up at 10am was so worth it to get that perfect light & fog” 

(fig. 4 in 5.1). One more example illustrates two feet in colourful autumn leaves, with the 

caption: “Walked to work this morning and stopped every couple of yards to take a picture of 

my feet in the leaves. I was only 15 minutes late“ (fig. 5 in 5.1). More examples can be found 

on these accounts that illustrate a perfect picture with a caption explaining what truly 

happened ‘behind the scenes’. 

 

 

 

 

 

fig. 7 



54  

 

 

 

 

 

 

 

 

In summary, both of the accounts create a contradiction between the caption and the picture. 

One aspect constantly demonstrates the honest process and background information of the 

photograph and the other presents what the audience should see and expects to see according 

to the norms. Through exactly this revelation of the truth behind these images posted on 

Instagram, @satiregram and @socalitybarbie are both supporting the norm of the presentation 

of the best possible self, which is therefore validated.  

Use of visual filters 

Another norm stated within the theoretical framework is the application of visual filters in 

order to alter photographs before uploading them. In this regard Castaneto mentions that: 

“one thing that's consistent about instagram culture is the fact that every post is [...] a 

moment capture instantly and filtered to publish” (Castaneto, Appendix IV). 

He further says: 

“It's funny that we use Filters on instagram, because in a way it actually filters the 

real moment and makes it look more aesthetically pleasing, rather than maintaining 

the authentic snapshot of a moment” (Castaneto, Appendix IV). 

With those statements the creator of @satiregram is pointing out that it is a common practice 

to alter one’s Instagram pictures with the help of visual filters before uploading them. This is 

further highlighted through his use of filters in the account. Even though the images in the 

case of @satiregram are photographs of handwritten notes and not of an everyday moment, he 

fig. 8 
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still makes use of filters (fig. 9). The use of filters is Castaneto answering as follows: 

“Yes, It's my own personal touch to 1. Make each post even more different looking 

than my other posts, 2. It's my "filtered" view on Instagram, and 3. To simply take part 

in how people use instagram--filtering photos!” (Castaneto, Appendix IV). 

This statement further underlines that according to 

the owner of @satiregram filters are a dominant 

part of the Instagram culture. In the case of 

@socalitybarbie, the use of filters is not discussed. 

However, through the support of Castaneto, his 

account, as well as the existence of the hashtag 

#nofilter (2.2) I argue that in accordance with the 

two cases this norm can be validated.  

 

Following trends 

As mentioned in chapter four, cultural filters determine certain trends and encourage their 

imitation. This norm is very prominent in the case of @satiregram and @socalitybarbie. 

Castaneto for instance, notes that he “kept seeing the same types of photos over and over again 

like selfies, cats, food, nature, etc.” (Castaneto, Appendix IV). He further mentioned that he is 

“highlighting the fact that we all end up taking the same pictures” (Castaneto, Appendix IV). 

These claims are supported by the uploading of so called ‘obligatory pictures’ concerning an 

event or occasion such as 4th of July (fig. 10), Halloween (fig. 11), New Year's or 

Thanksgiving. Here @satiregram is highlighting the fact, that these particular posts are 

uploaded “because everyone else is doing it” (fig. 12). This is further connected to the trends 

and clichés on Instagram (see 4.4), including pictures of food porn (fig. 13), legs at the sea 

(fig. 14) or latte art (fig. 15). All of which can be found on @satiregram as well as 

@socalitybarbie and presented in the subsequent examples. 

fig. 9 
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In addition, Cisneros states that “people were all taking the same pictures in the same places 

and using the same captions” (Cisneros, Appendix V). She further notes “either your Instagram 

looks just like hers or you know at least one person whose Instagram does” (Cisneros, 

Appendix V), which demonstrates that @socalitybarbie as well represents the norm and the 

trends. The two creators of the accounts consider it a norm to follow and imitate trends on 

Instagram.  

Capturing within moment 

Due to the nature of being connected at all times and the mobile character of Instagram, the 

pictures uploaded are considered to be taken ‘within the moment’. This claim is, as already 

noted, supported by the hashtag #latergram, which is present on the mobile application. 

Castaneto notes in this context that users of Instagram rather filter the real moment “than 

maintaining the authentic snapshot of a moment” (Castaneto, Appendix IV). For this 

@satiregram plays with the fact that photographs on Instagram are pre-planned and 

intentionally created, which the following post shows “a picture of me standing in the water at 

a beach during sunset. I wrote my name in the sand but it got washed away and ruined my 

potentially cool Instagram post so this will have to do for now...” (fig. 16). It is revealing the 

truth of the process behind the picture. Consequently the norm of posting something within the 

moment is to a certain degree challenged. In addition, one post of @socalitybarbie describes 

“the most authentic way to enjoy your coffee in 4 easy steps. 1. Set coffee on floor. 2. Place 

Kinfolk Mag artfully net to it. 3. Take too many pictures to count. 4. Drink luke warm coffee” 

(fig. 17). Here the struggle behind posting of the moment of drinking coffee is revealed and 

the fact that the picture is stages highlighted. All these reasons support the claim that the 

pictures on Instagram are supposed to present the moment as it happens but in reality often are 

staged and pre-planned. Therefore, this norm is opposed and cannot be verified.  
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Being authentic 

The last norm can to a certain degree be connected to the already mentioned ones. However, 

this section first of all discusses the pattern of being authentic on itself. Castaneto in this 

regard expresses that “it is always hard to determine if a picture is real or outright 

meticulously planned” (Castaneto, Appendix IV), which highlights the complexity of the 

concept of authenticity on Instagram. As noted above the creator of @satiregram further 

articulates that users of Instagram rather filter the real moment “than maintaining the authentic 

snapshot of a moment” (Castaneto, Appendix IV). This statement demonstrates that filtering a 

moment is more important than its authenticity. He further notes: 

“is it their true self though? their authentic real self? therefore, with authenticity on 

instagram, it's hard to be authentic. the spirit of authenticity is there, but the execution 

isn't. if that makes any sense. basically, the thought is there to convey an authentic 

moment, but the fact that it's curated by the person posting, makes it not as authentic” 

(Castaneto, Appendix IV). 

Considering this quote Castaneto is again pointing out the difficulty of this norm and 

questioning the authenticity on Instagram. The creator of @socalitybarbie Cisneros is 

expressing that: 

"I understand those trends come up and ‘why such feeds are popular. Everyone likes 

breathtaking photos of mountains and beaches, and everyone longs for a day when 

they can just get away from it all’. And ‘I get it, it’s pretty to look at [...] but it’s so 

dishonest. Nobody actually lives like this. And it’s so overdone that it’s becoming 

fig. 17 
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boring” (Cisneros, Appendix V). 

According to this statement of Cisneros, it can be seen as the norm of Instagram to be 

considered dishonest and consequently, unauthentic. This is further supported by the ensuing 

statement: 

“I created the account to make fun of the people who were using the ‘liveauthentic’ 

hashtag on Instagram. All their pictures looked alike to me and I couldn’t tell them 

apart anymore so it just didn’t seem all that authentic” (Cisneros, Appendix V). 

Affirming this proposition, people in Instagram mark their picture as authentic even though 

they are clearly not. Cisneros on her account is playing with the term authenticity. For 

instance, as demonstrated in fig. 17 she is giving instructions on how to be authentic on 

Instagram by actually intentionally creating the moment. Another example in this regard it the 

subsequent image with the statement “It’s like we’re all competing to make the best computer 

screen saver and the winner gets crowned most authentic” (fig. 18). As already evident in her 

interview, a paradox within the norm of being authentic occurs. People try to be authentic on 

Instagram by going along with the dominant culture of the platform but by doing so they 

accomplish the opposite. Consequently, this norm is challenged by both accounts and can 

therefore not be validated. 

 

 

 

 

 

 

 

 

In summary, the two accounts reveal a lot about the culture on the photo sharing platform and 

what can be seen as authentic and what not. As demonstrated in this section, according to the 

two creators of the cases the presentation of the best possible self, the use of visual filters as 

fig. 18 
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well as the following of trends are considered norms on Instagram. The posting of a picture 

within the moment and an authentic presentation on the other side cannot be considered as 

norm. This fact is questioned by @satiregram and @socalitybarbie and therefore further 

examined within the course of this analysis. 

6.2 Satire and parody as strategy 

The genres of satire and parody are instruments of expressing social critique. They aim to start 

a counter discourse and raise awareness of certain issues (see 4.1). As noted within the course 

of this study the two accounts @satiregram and @socalitybarbie are making use of these 

genres. The following section is investigating in what way satire and parody are used as a 

strategy for challenging authenticity on Instagram. Lastly, it is to be discussed whether the 

accounts are cases of satire or parody.  

Satire as a strategy 

First of all, satire intends to call attention to social problems (see 4.1). In this regard the lack 

of authenticity on Instagram is the issue addressed by the two chosen cases. Castaneto 

expresses that the aim of @satiregram is “to shine a light on the ‘uncurated self’ the actions, 

thoughts, and person behind the camera”, “to serve as mirror for ourselves on social media” as 

well as to “make people think about how they use social media” (Castaneto, Appendix IV). 

Also the creator of @socalitybarbie states that the account exists because posts on Instagram 

are “so dishonest Nobody actually lives like this” (Cisneros, Appendix V). She further says 

that the images on the mobile application “just didn’t seem all that authentic” (Cisneros, 

Appendix V). As a result it can be claimed that the two projects criticize the lack of 

authenticity on Instagram. 

In order to inspire discourse on this issue the genre of satire is making use of irony, humour 

and exaggeration. It is in particular exaggerating the defect features and at the same reducing 

unimportant details to highlight the absurdity of a problem (see 4.1). This fact is apparent for 

@satiregram and @socalitybarbie. In the case of @satiregram the following example shows 

how the norm of following trends is exaggerated by revealing the truth behind the creation of 

the image: “a picture of me wearing a seattle seahawks jersey even though I don’t know 

anything about football. I’m really only doing this because all of my friends were doing it…” 

(fig. 19). This statement overemphasizes the norm of following trends. Another example is the 

subsequent: “a box of records that I just bought from the music store to make it look like I 
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appreciate music even though I actually don’t have a record player to play them” with the 

caption “I love vinyl, it just sounds better!! Queen is the best singer! I see a little silly wetto of 

a man! LOL I love that song so much!” (fig. 6). In this case humour is used in the caption by 

stating that Queen is a singer, it further is an exaggeration of the norm of presenting the best 

possible self as well as the following of trends.  

 

 

 

 

 

 

 

 

 

@socalitybarbie is using a lot of irony in her captions. For instance, “had to stop looking at the 

ocean to take a picture of myself looking at the ocean so I could post about how beautiful the 

ocean was” (fig. 20). This post is containing the elements of irony as well as exaggeration in 

order to oppose the norm of posting something within a moment. One more example is 

represented by the ensuing image: “I just ‘happened’ to bring all my coffee gear on this hike. 

Might as well make a cup on this mountain top like any normal person would do” (fig. 21). In 

this instance the irony is apparent in the phrase “like any normal person would do”. 

Furthermore the caption is exaggerating and therefore challenging the norm of capturing 

something within the moment.  

fig. 19 
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Satire further fosters the invasion of a genre and then appears as something it actually is not 

(see 4.1). This fact is especially noticeable in the case of @socalitybarbie. At first sight the 

whole accounts occurs like a regular account filled with cliché pictures. However, by taking a 

closer look it becomes apparent that the main character of the accounts is Barbie doll and the 

captions state a critique on the exactly those accounts existing of cliché pictures. Cisneros in 

this regard explains that she “started SB as a way to poke fun at all the Instagram trends that I 

thought were ridiculous” (Cisneros, Appendix V). This is statement is supported by the cliché 

picture of latte art with the caption “Rule 1. Always gram your coffee or it didn’t happen” (fig. 

15). Here, the picture at first seems to be like every other but in fact it is questioning the norm 

that pictures are taken within the moment by pointing out how a moment isn’t true if it is not 

fig. 20 

fig. 21 
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captured and uploaded on Instagram. This feature of satire can to a certain degree also be 

applied to @satiregram. Even though the handwritten notes make it evident that the accounts 

is deviant from the norm of Instagram these explanations still can be seen as cliché posts since 

they often consist of for example a description of an obligatory posts (see 6.1). However, after 

a more detailed glance it appears that even those cliché posts appear to be unique by being a 

confession. This is for instance demonstrated by the subsequent post with the writing “an 

obligatory post about the 4th of July, followed by a blurry video clip of fireworks that no one 

is going to watch” (fig. 10). 

In addition, the genre of satire is known for telling the moral, ethical and aesthetic truth (see 

4.1). This feature again is prominent in the two cases. @satiregram is using handwritten notes 

in order to reveal the truth behind the Instagram pictures and @socalitybarbie presents the 

reality of a picture in the caption. This is visible in the already named examples (fig. 6 - fig. 

21) and further underlined through the subsequent examples of @satiregram. First, fig. 22 

shows the description “a picture of my books on my bookshelf to show that I like to read even 

though I really don’t and I actually prefer movie adaptions of popular books…” (fig. 22), 

which reveals the moral truth behind the caption. Another example notes “a heavily edited 

shot of the sky with the sun behind some clouds. I spent about 15 minutes in Photoshop to 

make this look good…” (fig. 23) and hence represents the aesthetic truth. The following image 

of @socalitybarbie shows the caption “Hipster Backpack: $200 [....]. Blanket: $99 Plane ticket 

to San Diego: $311 Hotel 3 night Stay: $225. Getting to be a part of a true Insta-Community: 

freaking expensive” (fig. 24), which thereby presents the disclosure of the moral truth. This 

point is aside from the mentioned examples further supported by Castaneto, who affirms that 

his account “shows the uncurated aspect of the post, and @satiregram exposes that common 

behavior that not a lot of us really think about when we’re using social media” (Castaneto, 

Appendix IV). Moreover, “@satiregram exists to shine light on the ‘uncurated self’ the 

actions, thoughts and person behind the camera” (Castaneto, Appendix IV). All those facts 

show that @satiregram and @socalitybarbie are speaking the truth behind the general 

Instagram posts on their account and therewith reveal that Instagram is lacking authenticity.  
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Parody as strategy 

In contrast to satire parody is focusing on the aesthetic conventions of specific genres of art by 

satirizing the way they operate (see 4.1). The genre in this case is Instagram. Parody is in doing 

so building upon the fact that users make sense of content in relation to other content (see 4.1). 

This fact is clearly visible within the accounts of @satiregram and @socalitybarbie, which use 

amongst others cliché pictures to proof their point such as ‘legs by the sea’, ‘latte art’, ‘food 

porn’ or ‘nail art’ (fig. 13 - fig. 15). Both accounts are making fun of the typical Instagram 

users and their behaviours, which is requiring a certain understanding of the genre and its 

norms in order to make sense of their use of parody and its connected intention of challenging 

authenticity on Instagram. This factor is moreover connected to the feature of creating 

something new out of old contents (see4.1). Both cases are making use of over posted images, 

which to a certain degree can be considered as old content, in order to create an account that 

demonstrates the truth behind the trending images as well as challenges the idea of authenticity, 

which would be something new on Instagram. 

The aim of parody is to recontextualize the way the users make meaning of a genre and to 

achieve a re-evaluation as well as reflection of the way the genre operates (see 4.1). By 

revealing the truth with handwritten notes or respectively an honest caption Castaneto as well 

as Cisneros state that one has to be aware of the causes that lie behind the creation of an 

Instagram picture. Consequently, the genre of Instagram - in particular in regard to the idea of 

authenticity - needs to be re-evaluated. Castaneto describes “that not a lot of us really think 

about [Instagram pictures being highlights and curated snapshots of a life] when we’re using 

social media” (Castaneto, Appendix IV). He with his account alerts that we need to start re-

thinking the idea of authenticity on the mobile application. This claim is supported by Cisneros, 

who says that “it’s pretty to look at [...] but it’s so dishonest. Nobody actually lives like this” 

(Cisneros, Appendix V). Through the creation of the two accounts @satiregram and 

@socalitybarbie they want users of Instagram to rethink and reflect the way the genre operates. 

Finally, I argue that @satiregram and @socalitybarbie are more likely a case of parody than 

satire since they first of all focus on aesthetic conventions of the genre that is to be found on 

Instagram. Furthermore, the user needs to have an understanding of Instagram in order to make 

sense of the content presented through parody, which is given in the case of the two accounts. 

In addition they create something new out of the over posted pictures and therefore call upon 

people to rethink the genre of Instagram. However, they still have satirical elements such as 

appearing as something they are not or of making use of irony, humour and exaggeration. For this 
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reason it is hard to completely put them into one of the genres. Nevertheless, it is illustrated that 

@satiregram as well as @socalitybarbie use satire and parody as strategy to challenge the lack of 

authenticity on Instagram.  

6.3 Counterdiscourse as strategy 

Satire and parody are not only aiming to call attention to social problems but further to 

circulate a counter discourse (see 4.1). In this context the hashtag #counterculture, which is 

included in every single post of @satiregram, takes in an important role. The term describes a 

culture or subculture which positions itself in direct opposition to the dominant culture of 

society. In addition, the values and norms of the dominant culture are rejected (see 4.2).  

By making use of the hashtag #counterculture Castaneto wants to develop something that is - 

as already noticed - opposing the mainstream on Instagram. In particular, he wants to 

demonstrate the truth behind an Instagram picture, or in other words its uncurated aspects, 

which is presented within the following quote: 

“#counterculture is a hashtag i picked because i feel that it embodies what i'm trying 

to do, [...]. @satiregram is the opposite, it shows why a post i describe is being 

highlighted, it shows the uncurated aspect of the post, and @satiregram exposes that 

common behavior that not a lot of us really think about when we're using social 

media” (Castaneto, Appendix IV). 

The hashtag #counterculture is consequently another matter or respectively additional 

information used by @satiregram to highlight the rejection of the culture which is according to 

Castaneto prevalent on Instagram. Also @socalitybarbie is initiating a counter discourse by 

poking “fun at all the Instagram trends” (Cisneros, Appendix V). Cisneros is glad that her 

account “open[ed] the door to a lot of great discussions like: how we choose to present 

ourselves online, the insane lengths many of us go to create the perfect Instagram life, and 

calling into question our authenticity and motives” (Cisneros, Appendix V). In conclusion, 

also @socalitybarbie is opening a counter discourse by rejecting the prevalent culture on 

Instagram. I therefore argue that both cases represent a counterculture on Instagram, which 

again can be seen as a strategy to challenge authenticity on the platform.  
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6.4 Applying the seven characteristics of authenticity  

The seven main characteristics of authenticity developed by Enli (2015) are predictability, 

spontaneity, immediacy, confession, ordinariness, ambivalence and lastly imperfection. Those 

markers are identifying how mediated authenticity is created and are in the following applied to 

the @satiregram and @socalitybarbie. This exploration is aiming to provide a better 

understanding on which aspects of authenticity are challenged by the accounts.  

Predictability 

The first marker predictability requires a constant use of conventions as well as genre features, 

which are negotiated based on former experiences with the genre. In other words, media 

content in this regard has an authentic character when it can be predicted according to 

previously gained knowledge of the genre (see 4.5). @satiregram and @socalitybarbie are 

deviant accounts. @satiregram for instance is not posting actual photographs but written notes. 

They oppose or respectively satirize the norms on Instagram (see 6.2) and use satire as well as 

parody to poke fun at the dominant Instagram culture, which can lead to the conclusion that the 

acquired genre knowledge is not applicable. Consequently, the cases protest authenticity in this 

regard. However, with expressing the truth of the content through images of written post-its or 

in the form of captions, the genre features are not as elementary anymore in order to provide 

authenticity. Nevertheless, the two accounts make use of the genre features captions and 

hashtags, to help understanding the aim of the two accounts, which on the other hand can only 

be comprehended if the user holds in certain knowledge of the genre Instagram. The first 

feature are captions, which accompany a picture and express emotions, opinions or something 

that is not evident in the picture itself (see 2.2). This fact is in particular evident in the content 

of @socalitybarbie. Cisneros uses the caption the reveal the truth behind each picture. Captions 

can further include hashtags, which represent a form of semantic tagging or 

metacommunication (see 5.2). As already mentioned, @satiregram uses the hashtag 

#counterculture in order to highlight the aim of opposing the dominant Instagram culture. 

Castaneto further includes the hashtag #meta. The Oxford English Dictionary (2016) defines 

meta as a prefix “to the name of a subject or discipline to denote another which deals with 

ulterior issues in the same field, or which raises questions about the nature of the original 

discipline and its methods, procedures, and assumptions”. In other words the term is referring 

to a matter that is an abstraction from another matter, in order to complete or add to it. 

According to the creator of @satiregram, this term is included: 
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“because of how self-referential @satiregram is, and is my favorite hashtag to use with 

my posts. yes, i do make fun of instagram, but i'm also using instagram myself, just in a 

different way. i'm literally part of social network. also #meta is for the fact that i'm 

describing pictures, and taking a picture of the description. there's layers to the "joke" 

or "core" of each of my posts. and also how i uses quotations around every caption i do 

in my @satiregram posts, it's to serve as a self-referential piece of commentary too. the 

captions are my second favorite thing to write, as they bring another layer of humour to 

each post” (Castaneto, Appendix IV). 

Castaneto is consequently using the hashtag #meta to show that he is raising questions about 

Instagram and specifically about the idea of authenticity on the platform itself. Meta therefore 

stands for the abstract use of Instagram to refer to a matter on the photo-sharing platform in 

order to complete or add to it. This means with the use of #meta Castaneto to hint at the fact 

that he is using Instagram as a critique on Instagram, in order for the user to predict his idea 

behind the account. The last noticeable hashtag, which is added to every post on the account 

@satiregram, is #satire. This hashtag is used to point out the character of the account. All in all, 

the use of those three hashtags in every single post shows their importance within the case of 

@satiregram. Both the captions in the case of @socalitybarbie as well as the hashtag used by 

@socalitybarbie demonstrate something that is not visible at first sight, indicate and highlight 

facts that characterize the account and are therefore important for the predictability of the 

account. Lastly, the comment sections as well as the great popularity of the two accounts 

demonstrate that the content is understood and interpreted correctly by the users, who are 

engaging with the content. The comment sections of @satiregram and @socaltiybarbie exist in 

almost all cases of users tagging their friends to call attention to either the accounts or the 

specific pictures. The tags are often connected with statements such as  “haha”, “love the 

account”, “lol” or comments that support the understanding of the accounts as for instance 

“True story ;)”, “how’d they know”, “us this weekend”, “sounds familiar” or “Everytime 

hahaha”, “this is actually so you”, “this reminds me of you”, “were you trying to copy this 

post”, “so accurate” or “I am socalitybarbie”. These comments show that the users can relate to 

the exaggerated pictures and even find themselves in it. Further, the comments as a genre 

feature provide other users with the help of understanding the humorous side of the accounts. 

Finally, even though @satiregram and @socalitybarbie are opposing the dominant culture on 

Instagram they are still understood by a lot of users. This is based on the knowledge of exactly 
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this dominant culture as well as on the genre features supporting the understanding of the 

content. Consequently, the feature of predictability can be found within the two chosen cases. 

Spontaneity 

Second, spontaneity is characterised by pre-planned and rehearsed acts, which are supposed to 

make performances appear spontaneous and improvised. The goal here is not to be seen as 

strategic and calculated but emotionally driven and personal (see 4.5). This feature is very 

prominent in the cases of @satiregram and @socalitybarbie since they reveal the scripted, pre-

planned and rehearsed performances of the normal user through their honest captions. The 

creator of @satiregram expresses in this regard that he with the help of his account “shine[s] a 

light on the ‘uncurated self’ the actions, thoughts, and person behind the camera” (Castaneto, 

Appendix IV). An example is as follows: “a picture of my desk in my room. I deliberately 

placed and arranged certain things like my laptop, a mug of coffee, and books to make it look 

like I’m working really hard…” (fig. 25). One more example represents the following post: “a 

picture of me at the club that I took last week. I actually waited a whole week to post this today 

so that I could use ‘going up on a Tuesday’ as a relevant caption…” (fig. 26). Here, the whole 

plan of the image is expressed. Cisneros on the other hand is using the captions in order to 

reveal the script of most of the performance behind her uploaded images. An example is the 

image with the statement of “the most authentic way to enjoy your coffee in 4 easy steps. 1. Set 

coffee on floor. 2. Place Kinfolk Mag artfully net to it. 3. Take too many pictures to count. 4. 

Drink luke warm coffee” (fig. 17). Here she is in detail describing what she did in order to 

create the picture. In addition the caption plays with the word authentic and claims that this is 

the most authentic way to enjoy a coffee. One more example of @socalitybarbie is the 

subsequent post: “I just ‘happened’ to bring all my coffee gear on this hike. Might as well make 

a cup on this mountain top like any normal person would do” (fig. 21). This caption is revealing 

that it was pre-planned to bring the coffee gear on the hike in order to create a picture worth 

sharing. Concluding, this means that @satiregram and @socalitybarbie are by revealing the 

script of the performances on Instagram highlighting the calculated and strategic site of the 

performances on Instagram. Therefore, the cases clearly challenge this characteristic. Last but 

not least, spontaneity can be connected to the norm of taking a picture within the moment. 

However, as already stated this norm is not valid because most of the Instagram pictures found 

on the platform are staged and pre-planned. Consequently this norm can be identified. 
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Immediacy 

Immediacy is the third indicator of mediated authenticity and represents the ‘liveness’ of 

content. In this case the audience and the producer are interconnected and share a moment of 

‘now’ in which they create authenticity and meaning together (see 4.5). This aspect is mainly 

valid for a live TV or radio show or a live stream online. However, the norm of Instagram to 

take a picture within the moment can to a certain degree be seen as ‘liveness’ in this case. 

While users of the photo sharing platform expect the images to be taken within the moment 

fig. 25 

fig. 26 
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(see 4.4) all pictures can be claimed to interconnect audience and producer in a moment of 

‘now’. The pictures will in a way always represent the moment of a ‘now’. However, the 

audience and the producer only share this moment within the moment of the upload. Moreover, 

the analysis so far shows that the norm of posting within the moment is challenged. This is for 

instance - as already presented - shown in the subsequent example of @satiregram: “a picture 

of me at the club that I took last week. I actually waited a whole week to post this today so that 

I could use ‘going up on a Tuesday’ as a relevant caption…” (fig. 25). Also @socalitybarbie is 

questioning this characteristic by creating the following caption: “I just ‘happened’ to bring all 

my coffee gear on this hike. Might as well make a cup on this mountain top like any normal 

person would do” (fig. 21). Therefore this characteristic cannot be applied to the case.  

Confession 

The fourth characteristic is confession and stands for the disclosure of secrets and personal 

information, which the audience can relate to through their own experiences (see 4.5). This 

marker is outstanding within the two cases of this work. Both @satiregram as well as 

@socalitybarbie share the secrets behind the images uploaded by the common Instagram user. 

Furthermore, @satiregram shares personal details such as “a box of records that I just bought 

from the music store to make it look like I appreciate music even though I actually don’t have a 

record player to play them” (fig. 6) or “mirror selfie of me wearing my new work outfit at the 

gym to show everyone that I’m actually going to the gym even though I’ve been playing games 

on my phone for the last hour…” (fig. 27). This account works with revealing the secrets of 

Instagram users in regard to their uploaded images, which a lot of Instagram users can relate to. 

Castaneto states that he wants to reveal the “uncurated self” (Castaneto, Appendix IV). “We 

took a break from technology this morning. It was only for like 10 minutes but it was exactly 

what we needed” (fig. 28) illustrates an example from @socalitybarbie confessing that they 

could not have a longer break from technology than 10 minutes. Another instance is the image 

combined with the ensuing caption: “Coffee Shop Vibes. Also, I took too many pictures of my 

latte and now it’s cold” (fig. 9). In this case, the picture confesses that due to the creation of an 

Instagram picture the coffee is turned cold. By stating all these confessions @satiregram and 

@socalitybarbie present the true self and not the one that is visible on social media. For this 

reason it can be noted that the cases can be identified by confession. However, the dominant 

culture on Instagram is opposing the norm. 
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Ordinariness 

Fifth ordinariness is another marker of authenticity, which represents the fact that the more 

ordinary and mundane a media persona is the more real he or she appears (see 4.5). This factor 

is mainly linked to social media stars such as O’Neill. However, also @satiregram and 

@socalitybarbie can be seen as Instagram celebrities, since they are followed by a large group 

of people (see 5.1). By poking fun at the dominant Instagram culture and posting the truth 

behind the over posted Instagram images they are opposed to the ordinary users. However, 

since they present the real face behind a lot of Instagram accounts of ordinary users they make 

themselves relatable and consequently part of the ordinary. As already stated Castaneto 

expresses that there is “one thing that's consistent about instagram culture is the fact that every 

post is a highlight, a curated snapshot of a life, a moment captured instantly and filtered to 

fig. 27 

fig. 28 
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publish” (Castaneto, Appendix IV). This means that by opposing and satirizing those dominant 

features or respectively the norms (see 6.1) he is working out the ordinariness on Instagram. 

Moreover, he and Cisneros are using Instagram trends (see fig. 13 – fig. 15) in order to indicate 

the over posted images on the photo sharing platform. For this reason the characteristic of 

ordinariness is connected to the norm of following trends. Lastly, by highlighting the Instagram 

trends (see 6.1) the two cases give an understanding of the ordinariness. Consequently, 

@satiregram and @socalitybarbie are pointing out the ordinariness by opposing or respectively 

satirising it.  

Ambivalence 

Ambivalence is the sixth identifier of mediated authenticity and stands for the hesitant 

disclosure of the ‘real’, which is considered more authentic than the confident performer, who 

publicly highlights his authenticity (see 4.5). This aspect is very interesting in the context of the 

two chosen cases. They claim to be authentic by telling the truth behind the captured 

photographs. Especially in the case of @satiregram every single post is visibly and 

intentionally revealing the truth as the already mentioned examples as well as the ensuing one 

show: “a picture of the ocean that I obviously found on Tumblr, to make it look like I’m at the 

beach right now…” (fig. 2). Castaneto further supports this claim by stating that he “shows the 

uncurated aspect of the post” (Castaneto, Appendix IV). Also Cisneros is explaining that the 

dominant Instagram culture is “so dishonest” (Cisneros, Appendix V). This is moreover to be 

found on her accounts @socalitybarbie, which is already presented with several examples in the 

course of this study and further underlined by the subsequent image: “All good things are wild 

and free… Except for these trendy hiking boots. They were freaking expensive!” (fig. 29). This 

demonstrates the both cases are straightforward highlighting authenticity. Consequently, there 

is no doubt that @satiregram and @socalitybarbie do question this criterion of mediated 

authenticity on Instagram. 
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Imperfection 

The last marker is imperfection. According to this characteristic and authentic performance has 

to be imperfect or contain at least one mistake or minor flaw (see 4.5). In this regard is 

necessary to link imperfection to the norm of representing the best possible self. Those two 

factors contradict themselves and are therefore interesting to discuss. Where the norm on 

Instagram is to present the most positive and polished side of one’s self (see 4.4), Enli points 

out that authenticity is marked by showing a certain degree of imperfection (see 4.5). In the 

case of @satiregram and @socalitybarbie these imperfections are highlighted through telling 

the truth behind each caption. This is - as already noted - visible in the following image of 

@satiregram: “a selfie of me in bed after I quickly put some makeup on and fixed my hair so 

that I could caption this with ‘I woke up like this’ and hashtag it with #natural” (fig. 7). The 

post illustrates that Instagram is not the right platform for showing imperfections. Furthermore, 

@socalitybarbie is illustrating this fact - amongst others - with the subsequent image: “Walked 

to work this morning and stopped every couple of yards to take a picture of my feet in the 

leaves. I was only 15 minutes late“ (fig. 5). Finally, the two chosen cases point out the usually 

not visible imperfections by stating the truth behind the images. This illustrates that the 

characteristic of imperfection can be linked to the norm of striving for the presentation of one’s 

best possible self. For this reason, the accounts can count as authentic whereas the common 

users are - according to the norm - trying to be perfect and therefore fail to be authentic. This 

again relates to the fact that the users try to be authentic by striving for the perfect snapshot and 

consequently achieve the opposite. 

fig. 29 
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According to Enli the seven mentioned characteristics identify how mediated authenticity is 

created (see 4.5). @satiregram and @socalitybarbie as part of the genre of Instagram clearly 

confront the characteristics of immediacy and ambivalence. Furthermore, they oppose the 

marker predictability but at the same time the knowledge of the genre features is needed in 

order to make sense of the aim of the accounts. Moreover, the identifier of ordinariness is 

challenged but on the other hand the accounts highlight the ordinariness of the common users. 

The characteristics that can be identified within @satiregram and @socalitybarbie are 

confession and spontaneity. Consequently, the two cases don’t fulfil the seven requirements of 

being authentic. However, they take in a very special role be refusing to be authentic in order to 

point out the lack of authenticity of the normal users on Instagram. This fact is particularly 

visible in the highlighting of imperfections. 

Nevertheless, it is important to consider that @satiregram and @socalitybarbie are also genres 

of satire and parody. Considering the two accounts being created as a strategy to challenge 

authenticity on Instagram the validity of the seven characteristics needs to be revaluated by 

taking this fact into account. For example, in the case of predictability the two accounts fulfil 

the requirements as they are created according to the genres of parody and satire (see 6.2) and 

therefore use the conventions and genre features. It is not the purpose of this work to find out 

whether the accounts are authentic within the genres of satire or parody. However, it is 

necessary to call attention to this fact.  

6.5 Authenticity puzzle or authenticity scandal? 

The alteration of media content is often connected to the fact that the content should be 

conform with the specific criteria of the media format to make the content understandable and 

therefore attractive to a large audience. This process of manipulating content is however agreed 

upon and translated correctly by the audience (see 3.1). The tacit understanding or respectively 

the arrangement between the audience and the media producers is called authenticity contract. 

This contract exists between producers, audiences and regulatory authorities and is dependent 

on a genre system, which can be seen as guidelines for interpreting media. The audience makes 

of genre features in order to prevent misunderstandings of content. When the contract between 

the three stakeholders users, producers and regulatory authority fails, or in other words, when 

miscommunication occurs and the audience is not sure if the media content is real or fake an 

authenticity puzzle and authenticity scandal occurs (see 4.3). As visible in the analysis thus far 

the genre features of Instagram are challenged and therefore misconceptions of the content 
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arose, which are pointed out in the mentioned media discussion. For this reason I discuss if 

@satiregram and @socalitybarbie can be considered as either an authenticity puzzle or 

authenticity scandal. 

First, an authentic scandal often contains disinformation, in which producers knowingly 

mislead the audience in order to benefit economically, creatively or politically (see 4.3). This 

is not true in the case of @satiregram and @socalitybarbie as the interviews of the creators of 

the accounts demonstrate. Instead I argue that @socalitybarbie and @satiregram represent an 

authenticity puzzle. First of all, a puzzle is intentionally created by the producers (see 4.3), 

which in this case are Castaneto and Cisneros is true as the following statements proof. 

Castaneto expresses that his accounts aims to “mak[e] fun of the typical instagram user and 

their behaviours, however when you go deeper at it's core, it sort of serves as a mirror for 

ourselves on social media” (Castaneto, Appendix IV). Further, the creator of @socalitybarbie 

for explains that she “started SB as a way to poke fun at all the Instagram trends that I thought 

were ridiculous” (Cisneros, Appendix V). Second, a puzzle has a playful character (see 4.3), 

which is definitely true for the two cases as visible in the above statements. They further make 

use of satire and parody, genres that are likewise known for their playful character in 

expressing social critique (see 4.1). Third, its focus is lying on turning the users of media 

content into an active audience, who has to understand the genre features in order to make 

sense of the content (see 4.3). This is as well valid for @satiregram and @socalitybarbie 

because without knowing the genre conventions of Instagram as well as of satire and parody it 

is not possible to make sense of the accounts. In the case of @satiregram for instance the 

audience needs to be familiar with the obligatory posts or respectively the norm of following 

trends in order to interpret them correctly. Fourth, the aim of an authenticity puzzle is to 

question the validity of content generated by media producers (see 4.3). Also in this point the 

two accounts are confirm with the requirement, since they highlight the lack of authenticity of 

Instagram users. Castaneto for example notes that “@satiregram exists to shine a light on the 

‘uncurated self’ the actions, thoughts, and person behind the camera’ (Castaneto, Appendix 

IV). “All their pictures looked alike to me and I couldn’t tell the apart anymore so it just didn’t 

seem all that authentic” but “I get it, it’s pretty to look at [...] but it’s so dishonest. Nobody 

actually lives like this. And it’s so overdone that it’s becoming boring” (Cisneros, Appendix 

V). In this statement the creator of @socalitybarbie clearly points out that she is challenging 

the validity of Instagram pictures. Lastly, the authenticity puzzle combines original and 

trustworthy content with matters of fake and scripted spontaneity, which the audience is 
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supposed to distinguish (see 4.3). This is definitely true in the regard of the two cases. 

@satiregram as well as @socalitybarbie are both playing with the opposition of the truth 

behind the picture and what they audience is meant to believe. In the case of @satiregram the 

handwritten notes can be considered as trustworthy content since the capture the real process 

behind an Instagram picture. The caption on the other side represents a statement which is for 

the audience to believe and contradicting the content mentioned in the images. 

@socalitybarbie uses to a certain degree original and trustworthy pictures, her captions 

however represent the truth behind the picture. Furthermore, by looking at this fact on a bigger 

scale it can be claimed that by opposing the norm the cases try to present trustworthy content 

in order to distinguish their accounts from the dominant Instagram images, which according to 

them are mainly curated and dishonest. Therefore, it is as well a game of distinguishing the 

false accounts from the real accounts. All in all, @satiregram and @socalitybarbie aim to fulfil 

the criteria of awaking minds and arouse curiosity within the Instagram user base. This can be 

detected within the user comments who engage in meaning making as well as media criticism 

by relating themselves to the accounts. Consequently, it can be argued that the two chosen 

cases are challenging the idea of authenticity on Instagram through the form of an authenticity 

puzzle. This again is highlighting the fact that by not being authentic they demonstrate the lack 

of authenticity on Instagram. 
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7. Final thoughts 

The overall aim of this study was set to investigate the idea of authenticity within the photo 

sharing platform Instagram through the analysis of the two accounts @satiregram and 

@socalitybarbie. This aspiration was caused by the current media debate on its lack of within 

social media and the occurrence of the named Instagram accounts. Authenticity in this regard 

is defined as a reference to the genuineness of media content, the accurate reflection of real 

life as well as the presentation of one's true self (Oxford English Dictionary 2016). To better 

understand the idea of authenticity in the case of Instagram a set of norms was identified. 

Furthermore, the analysis of the satirized and parodied elements helped to get insights to the 

culture that is according to the two creators of the accounts prevalent on the photo sharing 

service. This thesis further applied the seven characteristics of mediated authenticity 

developed by Enli (2015) to the selected cases in order to comprehend how authenticity within 

media is created. Lastly, the concepts of authenticity puzzle and authenticity scandal were 

discussed to see how the authenticity contract is challenged.  

Through the course of this research the question of how they cases @satiregram and 

@socalitybarbie challenge the idea of authenticity – or in other words what is considered 

authentic - on Instagram (RQ1) was examined. The analysis of the gathered data in this 

instance revealed the following results: 

First of all, the two cases are making use of the genres of satire and parody as strategy to 

challenge the lack of authenticity on Instagram. While doing so @satiregram and 

@socalitybarbie highlight the missing or respectively defect features of authenticity by 

satirizing, parodying and therefore exaggerating them. Second, the two cases oppose what in 

their opinion is the prevalent Instagram culture in order to indicate the lack of authenticity. In 

this case they can be seen as part of a counterculture within the mobile application. Third, the 

accounts underline the truth behind the process of creating an Instagram picture in order to 

demonstrate in what way authenticity is presenting a lack on the photo sharing platform. 

Fourth, within the cases of @satiregram and @socalitybarbie only four of the identifying 

characteristics of mediated authenticity can be applied. Therefore, by opposing authenticity on 

Instagram and consequently not being authentic the two cases of @satiregram and 

@socalitybarbie are pointing out the lack of authenticity. However, in this context it necessary 

to consider that within their genre of satire and parody they can be seen as authentic since they 

fulfil the genre conventions. Lastly, the accounts can be considered an authenticity puzzle, 
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which is challenging the authenticity contract and therefore functioning as a media literacy 

educator.  

Moreover, this study investigated which aspects of the idea of authenticity are 

@satiregram and @socalitybarbie challenging (RQ2). In this regards the subsequent 

findings came to light.  

Firstly, in accordance with the two cases it was identified that the prevalent Instagram culture 

is characterized by the presentation of one’s best possible self, the application of filters and the 

following of trends. Those norms speak for the idea of what is authentic on Instagram. 

However, taking a picture within the moment and being authentic were invalidated and 

therefore aspects which are challenged. The analysis showed that a pre-planned or scripted 

post as well as a polished self-representation can be considered a norm according to the 

creators of @satiregram and @socalitybarbie. However, those features are opposing the idea 

of authenticity since they are neither fostering the genuineness of media content nor the 

accurate reflection of real life furthermore the presentation of one's true self is encouraged 

either. 

The presented findings further illustrate that Instagram is lacking authenticity. Nevertheless, 

according to Enli we are aware of the fact that the images presented within media are staged or 

altered. Yet we are able to still construct reality through media content because we are making 

use of the authenticity contract. The contract is negotiating authenticity between users and 

producers and is based on the working out of so called genre convections or features. I 

therefore argue that the authenticity contract in the case of Instagram needs to be re-

negotiated. By being aware of and familiar with the above mentioned norms of pre-planned 

images and the presentation of the best possible self the users of Instagram can create a correct 

understanding of authenticity of the mobile application.  

Moreover, I claim that Enli’s seven characteristics are not valid in the case of Instagram. As 

visible in the analysis, especially the feature of imperfection is not applicable. This 

characteristic contradicts the dominant norm of presenting a polished and best possible version 

of one’s self. The characteristic of confession is as well to a certain degree not applicable with 

the norm the presentation of the best possible self. Furthermore, the marker immediacy cannot 

in its full extent be applied to the photo sharing platform. This is due to the fact that Instagram 

is missing the element of live broadcasting. Consequently, I argue for a reconsideration of the 

norm of mediated authenticity in regard to social media and Instagram in particular. 
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All in all, I believe I have reached the goals of my study and adequately answered the two 

posted research question. This research is providing information on what can be considered as 

authentic on Instagram and what not. It further contributes to the understanding of the current 

Instagram culture. Further, the study provides a new perspective on Instagram, which has not 

been established before. Finally, it adds a new dimension to the issue of authenticity on social 

media with a focus on Instagram.  

However, it is important to note that through the course of this thesis several limitations have 

been identified. First of all, as already mentioned the study is restricted to a western setting 

and can therefore not without restraints be applied in other cultural context. 

It is further important to critically review the theoretical framework. In this case first of all the 

identified norms are in need of more scholarly support. However, the research on Instagram is 

very limited and there is no information to be found on a culture of Instagram, which is the 

purpose why norms where identified. Apart from this, the seven characteristics of mediated 

authenticity as well as the concept of the authenticity puzzle and scandal are rather new and 

limited to media to the concept of mediated authenticity. However, I believe applying those 

characteristics was very valuable for this study. 

The interview with Cisneros the creator of @socalitybarbie had, due to certain circumstances, 

to be conducted with the help of second had sources and therefore turned out to be rather 

limited. However, I believe the information collected was still valuable and of help in 

answering the research questions. Further, the research design, consisting of a content analysis 

with supplementing interviews, is valid and provides a sufficient sample. Nevertheless, the 

scope of the interviews is rather limited, which I am aware of can be seen as a critique on this 

study. Apart from that, the Instagram audience could have been asked about their opinion on 

the issue of authenticity and not only the creators of the accounts. In addition, Instagram is 

originally a photo as well as video sharing platform. However, this study did not consider 

videos. This is based on the facts that @socalitybarbie does not contain a single video on her 

account and that @satiregram has posted only two videos within considered time span, which 

was not sufficient enough for a detailed analysis. Furthermore, the research is limited to the 

accounts of @satiregram and @socalitybarbie, which are in addition cases different from the 

norm. Through their opposing character the cases were able to provide valuable information 

about the norm. However, Instagram is a heterogeneous platform with a lot of sub-cultures and 

sub-groups. The chosen cases are only representing one group. Therefore, in order to fully 
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examine the idea of authenticity on Instagram the norm has to be considered and analysed as 

well. Further, the study is not examining the point of view of the users of Instagram. Sixth, the 

accounts of companies and brands are not considered.  

I suggest for prospective studies to examine the issue of authenticity on Instagram by 

including the perspective of the common users. Moreover, the examination of cases that 

represent the norm would be a valuable addition to the topic of authenticity on Instagram. 

Additionally, a detailed study on the dominant culture of Instagram would give a better insight 

to the issue. Furthermore, I would suggest a study on the working out of and revaluation of 

dominant norms or respectively genre features concerning authenticity on the mobile 

application. These finding would supplement to the renegotiation of the authenticity contract. 

It would be further of great interested to analyse authenticity on Instagram in regard to 

accounts of companies, brand and Instagram celebrities.  
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http://www.independent.co.uk/news/media/online/socality-barbie-the-satirical-hipster-instragram-account-quits-the-internet-a6724481.html
http://www.socresonline.org.uk/16/2/11.html
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Appendix I 

In the following 12 examined online articles listing Instagram clichés are listed. They were  

all last accessed on  March 23, 2016. 

http://www.healthbeautylife.com/8mostclichephotosoninstagram/ 

http://www.imediaconnection.com/articles/portedarticles/reddotarticles/2015/aug/9clich% 

C3%A9instagrampoststoavoid/ 

http://thechive.com/2014/10/07/satiricalinstagramaccountskewersclichetrends31photos/ 

http://www.buzzfeed.com/jasminnahar/howclicheisyourinstagram#.jhK15nMNo 

http://hellogiggles.com/thingseveryoneguiltyinstagram/2/ 

http://flavorwire.com/409926/picsoritdidnthappeninstagramsbiggestcliches/8 

http://www.buzzfeed.com/lukelewis/21infuriatinginstagramcliches#.jtj8Ly2EB 

http://www.theatlantic.com/entertainment/archive/2015/09/hipstersocalitybarbieshowsthe 

clicheofinstagramauthenticity/404431/ 

http://www.huffingtonpost.com/2015/05/12/instagramphotosweallpost_n_7256742.html 

http://elite.co.za/15mostclichephotosoninstagram/ 

http://www.ranker.com/list/annoyinginstagramcliches/jacobshelton?var=2&utm_expid=164188

21179.L_j85cRBSIGuH4I7Qr719g.1&utm_referrer=https%3A%2F%2Fwww.google.se 

http://mashable.com/2012/08/31/clicheinstagramphotos/#C7xa.Ag.kEq3 

 

 

 

 

 

http://www.healthbeautylife.com/8-most-cliche-photos-on-instagram/
http://www.imediaconnection.com/articles/ported-articles/red-dot-articles/2015/aug/9-clich%C3%A9-instagram-posts-to-avoid/
http://www.imediaconnection.com/articles/ported-articles/red-dot-articles/2015/aug/9-clich%C3%A9-instagram-posts-to-avoid/
http://thechive.com/2014/10/07/satirical-instagram-account-skewers-cliche-trends-31-photos/
http://www.buzzfeed.com/jasminnahar/how-cliche-is-your-instagram#.jhK15nMNo
http://hellogiggles.com/things-everyone-guilty-instagram/2/
http://flavorwire.com/409926/pics-or-it-didnt-happen-instagrams-biggest-cliches/8
http://www.buzzfeed.com/lukelewis/21-infuriating-instagram-cliches#.jtj8Ly2EB
http://www.theatlantic.com/entertainment/archive/2015/09/hipster-socality-barbie-shows-the-cliche-of-instagram-authenticity/404431/
http://www.theatlantic.com/entertainment/archive/2015/09/hipster-socality-barbie-shows-the-cliche-of-instagram-authenticity/404431/
http://www.huffingtonpost.com/2015/05/12/instagram-photos-we-all-post_n_7256742.html
http://elite.co.za/15-most-cliche-photos-on-instagram/
http://www.ranker.com/list/annoying-instagram-cliches/jacob-shelton?var=2&amp;utm_expid=16418821-179.L_j85cRBSIGuH4I7Qr719g.1&amp;utm_referrer=https%3A%2F%2Fwww.google.se
http://www.ranker.com/list/annoying-instagram-cliches/jacob-shelton?var=2&amp;utm_expid=16418821-179.L_j85cRBSIGuH4I7Qr719g.1&amp;utm_referrer=https%3A%2F%2Fwww.google.se
http://www.ranker.com/list/annoying-instagram-cliches/jacob-shelton?var=2&amp;utm_expid=16418821-179.L_j85cRBSIGuH4I7Qr719g.1&amp;utm_referrer=https%3A%2F%2Fwww.google.se
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Appendix II 

 

This appendix shows the set of questions created for the interview with Euzcil Castaneto, the 

person behind @satiregram (a) and the questions constructed on basis of online interviews of 

Darby Cisneros, creator of @socalitybarbie (b). 

a) Questions @satiregram: 

1. First of all, you have a really interesting project. What made you start this account? 

2. Can you explain why you use those specific methods for your work? For example, why do 

you use pictures of notes? Why do you use satire? 

3. Why did you chose the platform Instagram itself for a critique on it? 

4. Apart from the hashtags #satire and #satiregram you also use #counterculture and 

#meta in every caption. Can you explain why? 

5. I see that you have posted a lot of pictures. How do you get inspiration for you material? 

What makes you keep going? 

6. Do you feel like you have achieved your original goal? Do you personally think 

@satiregram has been a success? If yes, why? 

7. At what point do you think you would stop creating content for @satiregram? 

8. Now I have more general questions about Instagram. You have been on Instagram for 

several years. What do you think about the development of the mobile application? Can you 

name any changes that caught your attention? 

9. What is your opinion on authenticity on social media and especially on Instagram? 

10. In what way do you feel that your account is contributing to the discussion on authenticity 

on Instagram? 
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b) Questions on @socalitybarbie: 

1. First of all, you have a really interesting project. What made you start this account? 

2. Why do you think about the occurring trends? 

3. You have more than one million followers on Instagram. Why do you think your account 

became such a success? 

4. Why did you decided to quit Instagram and stop posting pictures?  
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Appendix III 

Mail sent out to Euzcil Castaneto founder and creator of @satiregram. 

 

“Dearest Euzcil, 

I am Linda and I study a Master Programme called 'Digital Media' at Uppsala University in 

Sweden. At the moment I am working on my final project, which analyzes several movements 

that in a way or another criticize Instagram. Your account Satiregram is one of my favourite 

projects and therefore I want to include it in my thesis. 

I am writing to you to ask for your ok  since my thesis will be published. And in order to 

include Satiregram in my work, I was wondering if you could maybe in an Interview answer a 

few questions. The Interview can of course happen through mail or chat. They questions are 

not finalized but they would more or less look like the following:  

Why did you start this project? 

What did you want to state with this project? 

How did you feel during the project? 

Do you personally think it is a success? 

You would help me out a lot with my thesis and I would really appreciate hearing from you. 

All the best from snowy Sweden, 

Linda 
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Appendix IV 

Interview with the creator of @satiregram Euzcial Castaneto. Date: 

03.04.2015 

 

Hi Euzcil. How are you doing? Thank you so much for taking the time! 

Euzcil Castaneto: I'm doing well! how about you? and no problem, glad to help. 

I am good too. It is just a bit early here in Sweden. But that is totally fine. I won't have 

too many questions but I am excited to hear what you have to say. So if it is ok for you 

I will just start with the first question and you take as much time as you need to answer 

it. 

Euzcil Castaneto: Yes, go ahead! 

Great! First of all, you have a really interesting project. What made you start this 

account. 

Euzcil Castaneto: I started @satiregram because my friends wanted me to join instagram so i 

could follow them and like their pictures, but the thing is i'm not that good at taking pictures.  I 

do enjoy writing though. Also, when I was looking through Instagram I had noticed that I kept 

seeing the same types of photos over and over again like selfies, cats, food, nature, etc. And I 

didn't feel like I would be contributing anything brand new if I were to join Instagram. I'm the 

type of person who likes to go against what's popular, so I started an Instagram account where 

I wouldn't take conventional pictures. I would write descriptions of what I would like to take a 

picture of. 

The pictures of your notes all have a different shade of colour, so I assume you are 

using filter. Can you tell me why you make use of them, even though your content only 

exist of handwritten notes? 

Euzcil Castaneto: Yes, It's my own personal touch to 1. Make each post even more different 

looking than my other posts, 2. It's my "filtered" view on Instagram, and 3. To simply take part 

in how people use instagram--filtering photos! 

No huge reason other than just making each post look a little bit different than my other posts. 
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About being different - not only do your pictures look different than other Instagram 

images but you also use parody or satire. Can you explain why you use this specific 

method? 

Euzcil Castaneto: Yes exactly, the reason why i take pictures of notes in the first place is 1. it's 

obviously different than what you'd normally see on your timeline/newsfeed, therefore it 

makes you stop and read. instagram is such a visually oriented platform, and a wall of words, 

especially handwritten words, will make people slow down and actually read. 2. another 

reason why it's handwritten notes is it brings a "personal" element to each post, a person (me) 

actually took time to write with a "raw human voice" using one of the world's oldest forms of 

communication: written word. 

For the satire/parody element, it sort of manifested itself the more and more i posted. on the 

surface, @satiregram is making fun of the typical instagram user and their behaviors, however 

when you go deeper at it's core, it sort of serves as a mirror for ourselves on social media. 

I always mention this: I believe that almost everything a person writes, posts, takes a picture 

of, or digitally records for publication to their social channels is what they want their audience 

to perceive them as. it's their "highlight reel" or their "curated self". 

@satiregram exists to shine a light on the "uncurated self" the actions, thoughts, and person 

behind the camera. 

One big extreme with social media in general is the narcissistic nature of how we feature 

ourselves to the world through vain imagery. another thing about social media is validation, 

it's so often that people only take pictures for social media because they want Likes, Follows, 

and validation through this "social currency." 

@satiregram is also here to help people take a step back and actually think about what they're 

posting for the world to see, sometimes we get so lost in our world that we're curating on 

social media that we lose sight of what it's like to actually LIVE experiences in realtime 

without having to record every single second of it to social media. 

I'm rambling a bit, but I can clear anything up if it doesn't make sense. 

No, it makes absolute sense. You say you wanted to create something that is different 

to the usual instagram pictures and I can see you have posted a great amount of 

pictures so far. How exactly do you get inspiration for your material? 
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Euzcil Castaneto: Also i try to indirectly raise the question of "is our selfesteem controlled by 

a Like button?" 

As for inspiration, i don't directly make fun of my followers even though it may seem like it. 

almost every post I do is what I myself would take a picture of, or I'll just make it up on the 

spot. my day job is a copywriter for advertising, so @satiregram is just a thing on the side 

now, but it keeps my brain active and keeps me thinking creatively. 

And the thing about inspiration, I try my best to make my posts unique, even though I am 

highlighting the fact that we all end up taking the same pictures, BUT what I really want from 

other instagram users is to push their creativity, and go out there and take pictures that not 

even I can describe on a postit note. 

But in the end, the material ends up writing itself. social media is a neverending cycle. trends, 

aesthetics, and styles rise and fall as weeks go by. but the one thing that remains consistent is 

people pushing FOR new trends, aesthetics, and styles. 

@satiregram most of the time rides the wave of these happenings, i try to be reactive when it 

comes to what's currently popular or trending. 

And when I do posts that are topical or the current "meme" i try to spin it in a way to show 

how ridiculous it can be. 

So you react to current trends on Instagram. How do you detect those trends? 

Euzcil Castaneto: Since i work in advertising and am constantly on the look out for popular 

things in general, I come across these trends because i actively seek them out. I'm always on 

the internet researching and seeing what people are talking about. and it's also as easy as 

seeing what hashtags are trending on twitter/instagram/facebook. 

I'm not reactive to every trend though. Reddit has been a great resource for seeing what the 

next "flavor of the week" is in regards to the internet. Here's an interesting article that touches 

upon selfesteem and our "Likes" culture on social media: 

http://www.huffingtonpost.co.uk/sabrinalynch/socialmediaselfesteem_b_8457522.h  tml 

Thank you. Maybe it is even helpful for my thesis. You with your pictures so to say 

counter current trends. I am now interested in why you chose the platform Instagram 

itself for a critique on it? 

http://www.huffingtonpost.co.uk/sabrina-lynch/social-media-self-esteem_b_8457522.html
http://www.huffingtonpost.co.uk/sabrina-lynch/social-media-self-esteem_b_8457522.html
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I chose Instagram because it's such a visually oriented platform. People expect actual pictures, 

whereas I post handwritten words which usually makes people stop to read. 

I essentially want people to stop and read actual words. I've read somewhere in a study that 

people spend about 24 seconds on each Instagram post, and I wanted to create something that 

would make people spend more time on an Instagram post. It takes a few more seconds to read 

my posts, but there is great depth in what I write in context with the rest of an Instagram user's 

typical feed. 

Your written posts definitely stand out next to all the pictures. I further recognized that 

you use the #counterculture and #meta in every caption. Can you explain why? 

Euzcil Castaneto: #counterculture is a hashtag i picked because i feel that it embodies what i'm 

trying to do, and it best describes who i am as a person, but more so what @satiregram is. 

instagram culture is hard to describe, but one thing that's consistent about instagram culture is 

the fact that every post is a highlight, a curated snapshot of a life, a moment capture instantly 

and filtered to publish. @satiregram is the opposite, it shows why a post i describe is being 

highlighted, it shows the uncurated aspect of the post, and @satiregram exposes that common 

behavior that not a lot of us really think about when we're using social media. 

#meta was because of how selfreferential @satiregram is, and is my favorite hashtag to use 

with my posts. yes, i do make fun of instagram, but i'm also using instagram myself, just in a 

different way. i'm literally part of social network. also #meta is for the fact that i'm describing 

pictures, and taking a picture of the description. there's layers to the "joke" or "core" of each 

of my posts. and also how i use quotations around every caption i do in my @satiregram 

posts, it's to serve as a selfreferential piece of commentary too. The captions are my second 

favorite thing to write, as they bring another layer of humour to each post. 

Very interesting! Coming back to the fact that you have created a lot of content over 

the years  almost a 1000 posts. What makes you keep going? Would there be a point 

you think you would taking pictures for @satiregram? 

Euzcil Castaneto: The one thing that keeps me going is for the art. honestly for the art of being 

the only instagram account that can make people think about how they use social media. the 

only account that helps people take a step back and laugh at themselves. 

I just want people to not take themselves so seriously. I want people to know that it's okay to 

make fun of themselves and that we are all the same because we find beauty in the same things 
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that we take photographs of. 

As long as i have a pen and paper, I will continue indefinitely. 

I've had brands/companies ask me to do promos and ads for them, and they'd have to pay me 

A LOT if they want me to take actual pictures of their products! 

As for actual pictures, if anything it would just be a picture of me. but i like my account's 

aesthetic. 

It is definitely the only account I know that is so consistent with its pictures. 

Euzcil Castaneto: It's part of the formula for successful accounts: character, consistency, and 

content. 

So do you personally think @satiregram has been a success then? 

Euzcil Castaneto: For me, in the context of social media, i would define success as having an 

engaging following, and having enjoyable content. i think @satiregram is successful in at least 

bringing something new to instagram, and giving people a new way to laugh. If i had made at 

least one person laugh, then @satiregram is a success. i don't do it for the Likes, the 

Followers, or popularity. I just want people to have something to laugh at and laugh with. 

I laughed a lot analysing your account and I am always looking forward to see a new 

picture. 

Euzcil Castaneto: Thank you! I try to post a couple times a week. i used to post every day,  but 

my day job makes it difficult to do so. 

If you don't mind and still have the time I would like to ask you one or two more 

questions about Instagram in general. 

Euzcil Castaneto: No problem, go ahead. 

You have been on Instagram for several years. What do you think about its 

development? Can you name any changes that caught your attention? 

Euzcil Castaneto: Ohh yes... one thing that i've noticed is the prevalence of advertising. ever 

since Facebook acquired Instagram things have been changing. 

I work in advertising, so i've noticed that people HATE seeing ads in their feeds, they scroll 
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right past them. very rarely brands will have enjoyable ads, i can't think of any specific ad but 

it had a lot of engagement, a couple thousand comments and hundreds of thousands of Likes. 

One big change that's on the horizon is the switch from a chronological timeline to an 

algorithmbased feed similar to Facebook's system. where your feed will show you posts that 

you MIGHT be more interested in seeing. the fact that the feed isn't going to be truly 

chronological makes it harder for up and coming accounts to have their content seen, also 

harder for brands to show off organic content, and even worse for the end user as algorithms 

don't always know what's best for us. 

My favorite change is probably the multiple account switching feature, i can now switch from 

my personal account to @satiregram and my other side project account much more easily. 

Since Instagram  at least according to some articles I have read  is the new 

Facebook I guess advertisement plays a big role. You also mentioned that you have 

people approaching you asking for you to promote their product. What do you think 

about this fact and its influence on users? 

Euzcil Castaneto: My last post i did is actually a promo, and i did it without pay because i 

offered to promote it to the website. if i honestly enjoy a product or service, i'd be happy to 

make a post about it. other than that i turn a lot of them away. 

Promoted posts, and ads in general...i feel that influencers are doing them to make some extra 

cash, and some of them can make a lot of cash. i've heard of a fashion influencer making about 

15 thousand for a series of posts! so there's definitely power with an influencer. 

I feel that audiences generally don't like seeing their favorite influencers sellingout and 

constantly pushing products their way. however, it's hard to really know what audiences  really 

want, the only hint is after the post has been published. 

As for ads in general, from brands and influencers, people don't go on instagram to buy 

products, but they're there to see products in their natural state, being worn, being used. it's 

hard to make the distinction unless it's obviously outright an #ad. 

That is true. So I have one last question. What is your opinion on authenticity on 

Instagram? 

Euzcil Castaneto: It's always hard to determine if a picture is real or outright meticulously 

planned. if you could look through a person's Camera Roll on their phone, you may find 
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dozens of selfies they've taken, but they've only chosen one to actually post. and they're only 

posting that one selfie because it's the one picture that made them look  their best, or the 

lighting was right, or their hair was ideal, any number of conditions that makes that selfie "just 

right" for posting. is it their true self though? their authentic real self? therefore, with 

authenticity on instagram, it's hard to be authentic. the spirit of authenticity is there, but the 

execution isn't. if that makes any sense. basically, the thought is there to convey an authentic 

moment, but the fact that it's curated by the person posting, makes it not as authentic. 

Is why i like the idea of Snapchat, each picture/video disappears after seconds. and they're 

most of the time the REAL person acting in the moment, rather than a post being selected out 

of many to publish. 

It's hard to be authentic on a platform like Instagram, the instagram culture in general is about 

keeping up appearances and showing your best self. if you would ask anyone if they'd post a 

grainy, out of focus, selfie of themselves when they just got out of bed one morning to 

instagram, they'd probably say no way. but give them a while to freshen up and make 

themselves look presentable, then they'd take that selfie no problem. 

It's funny that we use Filters on instagram, because in a way it actually filters the real moment 

and makes it look more aesthetically pleasing, rather than maintaining the authentic snapshot 

of a moment. 

Great. Thank you very much. It was really interesting to hear your thoughts on all of 

this and get an insight to the work with your account. You have helped me a lot and I 

am happy to send you my thesis when I am done. The deadline is the 10th of June. So 

you need to wait a bit. 

Euzcil Castaneto: No problem, always glad to help and don't hesitate to reach out to me if  you 

need anymore insight in general about the account and social media too. 

I find it funny that you actually use filters for your pictures, since they are "just" notes. 

Euzcil Castaneto: Yes. I do it to make them somewhat presentable and readable! Got to 

maintain that aesthetic! 

Thank you! That would have been another question. I might have some more questions 

coming up while writing my thesis so I appreciate the offer. 

Euzcil Castaneto: For sure, just send an email over and i'll make time to help! 
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That is very kind of you!!! 

Euzcil Castaneto: Have a great rest of your day and i look forward to seeing your thesis too! 

Thank you. You have a good night. And again I really appreciate it a lot that you took 

the time for the interview! So thank you very much!  
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Appendix V 

Interview with the creator of @socalitybarbie Darbie Cisneros. 

 

First of all, you have a really interesting project. What made you start this account? 

 

Darby Cisneros: “I created the account to make fun of the people who were using the 

‘liveauthentic’ hashtag on Instagram. All their pictures looked alike to me and I couldn’t tell 

them apart anymore so it just didn’t seem all that authentic” (Merelli 2015). “People were all 

taking the same pictures in the same places and using the same captions” (CartnerMorley 

2015). “[...] So I thought, ‘What better way to make my point than with a massproduced 

doll?'” (Glascock 2015). So I basically “started SB as a way to poke fun at all the Instagram 

trends that I thought were ridiculous” (Socality Barbie 2015). 

Why do you think about the occurring trends? 

I understand those trends come up and “why such feeds are popular. Everyone likes 

breathtaking photos of mountains and beaches, and everyone longs for a day when they can 

just get away from it all. And “I get it, it’s pretty to look at [...] but it’s so dishonest. Nobody 

actually lives like this. And it’s so overdone that it’s becoming boring” (Glascock 2015). 

You have more than one million followers on Instagram. Why do you think your 

account became such a success? 

“I think it’s because she’s so relatable,” the photographer says. “Either your Instagram looks 

just like hers or you know at least one person whose Instagram does.” (Glascock 2015). But 

“never in 1 million years did I think it would receive the amount of attention that it did but 

because of that it has open the door to a lot of great discussions like: how we choose to present  

ourselves  online, the insane lengths many of us go to create the perfect Instagram life, and 

calling into question our authenticity and motives” (Socality Barbie 2015). 

Why did you decided to quit Instagram and stop posting pictures? 

“It's been a blast running this account but I believe SB's work here is done. I will be leaving 

this account open for a while for people still want to look through and enjoy it” (Socality 

Barbie 2015). 

 


