
The lifestyle and fashion influencer community on Instagram stimulates portrayals of 

identities by adjusting and adapting to fake ones. 

 

 

 

Abstract  

The purpose of this paper is to shed light and explore the role of the lifestyle and fashion 

influencer community on Instagram and how they stimulate portrayals of identities. The 

nature of influencers is constantly evolving. In today’s world, they are more pronounced and 

becoming more popular. Some have grown from virtual obscurity to being nearly as famous 

as traditional icons in the world.  This paper, argues that, the lifestyle and fashion influencer 

community on Instagram stimulates and influence their audience towards the modification of 

their identities that is their authentic self. The paper also stresses on the fact that people in the 

society should have this acceptance feeling, that is, showcasing their authentic self. Different 

articles which helped in building arguments will mainly address to the different aspects of the 

lifestyle and fashion influencer community on Instagram and how they impact on their 

audience. The paper proves that such influencers are even collaborating with different 

businesses in order to promote their products and service thereby, easily influencing their 

audience which later result to the altering of their identities. Another aspect which is taken 

into consideration is the setting up of beauty ideals by the fashion and lifestyle influencer 

community.  
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Emerging technologies have revolutionized individual’s networks and this has influenced and 

compelled behaviors. Throughout the last decade, it has been noticed that social media 

platforms have been rapidly expanding in importance. According to Belanche et al. (2020), 

around 3.5 billion people make use of social media platforms which consist of 1 billion 

Instagram active users. As individuals in the society have shifted from traditional media and 

spend most of their time on social media platforms, influencers showed up. Torbarina et al. 

(2020), stated that influencers are the modern marketing tools for many brands. Social media 

influencers are people who have set up a name for their understanding and awareness on a 

particular matter. They usually create contents about specific matters on their accounts. This 

give rise to the number of their followers which are mainly those social media users who are 

engaged and pay attention to their contents. Instagram which was launched is 2010 is now 

considered among the most popular social media platforms with the most influencers (Venus 

and Aziz 2019). In addition to this, Tassi (2018), stated that it performs a key role under the 

attention economy from which appears this influencer community. However, the main focus 

of this paper is to show how the lifestyle and fashion influencer community on Instagram 

stimulates portrayals of identities by adjusting and adapting to fake ones. Their audience are 

easily influenced and this leads toward the modification of their authentic self. The paper will 

explore how those aspects are conveyed that is, how influencers mainly carry out their role 

for business intentions, doubting the reality behind their contents and they also tend to create 

an ideal representation of themselves thereby leading to the perturbation their follower’s 

identity and their authentic self.  

 

 

 

The promotion of brands and products by the lifestyle and fashion Influencer 

community 

As stated earlier, influencers are the modern marketing tools for many brands on Instagram. 

Influencers mainly represent different brands on Instagram and this allows them to represent 

an active relationship with consumers. It facilitates the level of communication between the 

different contents posted and the followers. According to Audrezet et al. (2018), some 

marketers have acknowledged that influencers are trusted by their followers. The main role of 

influencers is to experiment the products or service and provide feedbacks through their 

Instagram account. This is mainly done by posting some tutorials, photos, their ‘opinions’ 

about a particular product or service thereby, always calling attention to what they are 



advertising. Venus and Aziz (2019), pointed out that, such actions demonstrate the whole 

idea of performing business tasks considering to the contents posted. Such actions are mainly 

executed for the purpose of being rewarded by the particular brand. However, this makes 

individuals doubt about the perception of truth in their actions, for example, whether they are 

executing such actions to educate and benefit their followers or whether for achieving self-

benefits that is being recompensed. Such questions are mostly referred to the lifestyle and 

fashion influencer community which are among the most popular types of influencers. As a 

matter of fact, as stated by Izquierdo-Iranzo & Gallardo-Echenique (2020), some Instagram 

influencers have revealed that their authentic self differ completely from what they tend to 

showcase online, where there is the tendency of creating and embodying different identities 

so as to be able to portray themselves as being perfect in every single way and also in an 

approach of selling their image as well. Djafavora and Rushworth (2017), showed that many 

individuals in the society tend to accept and trust whatever is being posted and presented to 

them by their favourite influencers. Here, this can be referred to self-identification where the 

audience tries to identify themselves as their idols. However, they are more disposed to being 

persuaded in buying products only by seeing the contents posted by their preferred 

influencers without interrogating the authenticity of the act of the influencer. This tends to 

have a direct repercussion on their identity whereby affecting their authentic self.  

 

 Another example is beauty & wellness and fitness influencers which forms part mainly under 

the lifestyle influencer community. They generally advertise and recommend healthy 

products or services to their followers so as to stay healthy and in a good physical condition. 

What needs to be pointed up here is that, most influencers under the lifestyle influencer 

community are normal people who has been experiencing instafame according to Jin et al. 

(2018).  It is also important to shed light on the fact that, some influencers may not be aware 

of an existing brand before that particular brand seeks to reach them out. They do not have 

any knowledge about what the particular brand is, whether their products or services are 

worth, but they will accept to collaborate with them in the sense of promoting their products 

or services thereby in return being recompensed. What can be concluded here is that so as to 

be accepted and communicate the message for the brand clearly to their followers, influences 

tend to adjust and modify their own identity which later makes their audience thinks that they 

are living a better life and that they have achieve a higher standard in the society followed by 

the help of the particular products they are promoting. The identities of those influencers are 

formed through the interactions with the brands and is mostly known as the postmarxist 



model of identity. This is however, a deceiving behavior from the influencers. This is so, as 

they are misinforming their audience who for instance, believed in their ability. Some 

individuals might support them by buying the products that has been presented to them by 

their preferred influencer, because they set out high expectations to it as someone who they 

usually trust promoted the particular product or service. However, when taking into account 

the fact that individuals in the society believe to the different contents posted by those 

particular influencers and are certainly influenced by what they undertake, it is essential to 

highlight that the influencer community on Instagram more precisely lifestyles and fashion 

ones directly impacts on their audience identity that is their authentic self. Again, this is also 

linked to the concept of Postmarxist perspective, where the identities of the audience are 

formed through their interactions with those influencers. This can be also explain how those 

individuals tend to interact with the posts of influencers. Such contents posted by the 

influencer directly influence their viewers.  

 

The creation of beauty ideals by the fashion and lifestyle Influencer community 

The lifestyle and fashion influencer community on Instagram generally set beauty ideals. 

However, this tend to have negative repercussions in peoples’ identity, which influence them 

to their authentic self. In addition to this, there is the western civilization ideal of beauty. It is 

a particular representation of being the meaning of what it looks like to be beautiful. 

According to Forbes et al. (2007), it is mainly recognized by being light-skinned, sleek hair, 

slim or even the body shape and as a matter of fact, nowadays most influencers look like this. 

They still maintain this ideal of beauty standard and display it to their audience on their 

Instagram account. Boerman (2020), stated that teenage girls and women are mostly concern 

regarding this issue that is being easily influenced by the definition of the beauty ideals. This 

does not mean that men are not influenced, but only a few compared to women and teenage 

girls. As per Nur Syuhada and Musa (2017), when noticing that they are completely different 

and do not meet the norms of the ideal beauty when compared to their Instagram idols, they 

are directly affected. This result to self-esteem issues, depression, weight gain or loss and 

also feeling frustrated. However, before getting through the stages of mental breakdowns that 

is self-esteem issues or depression, the followers often undertake and accept changes so as to 

modify their identity. Such acts can be related to the ‘performing the self’ concept. They act 

in a way which influences how a particular audience sees themselves, usually with the intent 

to create, present and maintain a favourable image in social situation for a particular purpose 

(Goffman 1959). They go ahead by attempting everything possible to create and modify their 



identity by changing their authentic self, their physical appearance in order to fit in this ideal 

of beauty. As they are about to look for a new sense of self identity, a lot of ideas and 

influences will be approached from the flood of contents available on several platforms 

mainly Instagram (Langner 2013). Throughout this process, they are directly transforming 

their identity without thinking of the consequences that this might bring to their offline 

identity and community too. A simple example would be the use of several applications for 

editing their photos before posting them on their page. Such applications help them to hide 

some imperfections by providing its users with different features such as filters, lightning 

effects and many more. However, how those individuals distinguish themselves and choose 

to distinguish themselves on Instagram are seriously impacted by the identity cues they are 

influenced by. This is mainly the representation of identities in commodified contexts.  

 

Another example would be the promotion of plastic surgeries on such platform.  While 

referencing to plastic surgery and Instagram, one of the most popular influencers that comes 

to mind and catch our attention is Kylie Jenner. Having 224 million of followers on 

Instagram, Kylie Jenner alongside her sister Kim, they are well known for the promotion of 

plastic surgery. Having done breast implants, hips, lip injection etc., they considered it to be a 

lifestyle for them. Monteverde (2016), stated that within their family, such actions are 

considered to be normal and that supporting the idea that someone’s appearance needs to be 

improved for them to be accepted. This affects people’s identity in the community even if for 

them it is something which seems to be normal. They considered it to be important to change 

some of their facets so as to have a better appearance on the media. This might easily 

influence the self-identification of their fans. In addition to this, one concept that can be 

linked to such situation is the objectification and hyper sexualization. The idea here is that, in 

order to gain awareness online, they must objectify themselves and showing off sexy photos 

as claimed by Drenten et al. (2020). This however, makes their audience believe that it is the 

only way to become popular and succeed in gaining attention. In other words, it can also be 

said that they are encouraging people towards the modification of their identity. As Goffman 

(1959) stated, those influencers usually carry out identity performance through their 

influential behaviour on their audience. Some followers will be definitely influenced and will 

tend to follow their favorite influencers. An important note to take into consideration is that 

the lifestyle and fashion influencer community on Instagram has accompanied their audience 

to modify their identities in relation to the concepts of self-identification and the postmarxist 

perspective as explained earlier.  



 

On the whole, it has been argued that the lifestyle and fashion influencer community on 

Instagram have some pessimistic effects upon their audience. The idea of the collaboration 

between brands and influencers was persuading their audience as the main aim there was to 

only market their particular products and services. Afterwards, it was important to shed light 

on the aspect of beauty ideals which has pushed many people in the society to adjust and 

modify their identities that is their authentic self, so as to portray another image of them. 

Moreover, recommendations would be mainly targeted to the lifestyle and fashion Instagram 

influencer community. For example, influencers under such community should enlightened 

and notice their audience about their collaboration with different brands, that is in other 

words, they are promoting some particular products or services for the brand in question. 

However, this simple explanation would help their audience that is their followers to become 

fully aware that such contents posted are personal and that there is no other action than 

business purposes within the contents posted. However, taking advantage of the influencer 

marketing strategy is a good idea for brands but it is also important for them to maintain their 

authentic self. Furthermore, while there are only a few influencers who discourage beauty 

ideals, it would be much better if more and more influencers could join them by encouraging 

body acceptance and boost the self-confidence of their followers. They should also encourage 

their audience to keep their authentic self thereby having a positive influence on their self-

identification. This will result to the empowerment of their followers and thus discouraging 

the creation and modification of identities. Despite that this issue is still omnipresent in the 

society where more people are being influenced by the lifestyle and fashion influencer 

community on Instagram, it is important for those influencers to take online advocacy into 

consideration and this will help them to reinforce their authentic persona.  
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