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Abstract  


The thesis combines the notions of Finnish leadership and visuality, and explores how the rep-
 resentation of leadership unfolds through Finnish accounts on the social media platform Insta-
 gram. The aim of the thesis is to describe how leadership is represented on Finnish Instagram 
 accounts and to try to find the possible meanings behind these visual representations. 


The thesis can be categorized as a qualitative research with a cultural studies perspective. The 
 research was conducted by using a qualitative content analysis method and the data consisted 
 of 70 posts derived from Finnish Instagram accounts using hastags #johtajuus (leadership) and 


#johtaminen (management). The framework for the analysis was formed from the attributes on 
 the basis of GLOBE study that has comprehensively covered the national leadership character-
 istics. Earlier research on Finnish leadership supports these characteristics. This framework 
 was the basis for the qualitative content analysis, however taking into account any foreshadow-
 ing attributes emerging during the process.  


According to the study many of the characteristics that were associated with Finnish leadership 
 in earlier research were also present on the studied Finnish  Instagram  accounts, but also new 
 themes emerged from the data. On the basis of this thesis it can be concluded that visual social 
 media should be seen as a huge possibility to share new light on the much-researched topic of 
 leadership. Understanding the latent meanings and cultural representations of leadership that are 
 formed through social media, leadership research can learn something new and something that 
 earlier research might have missed. 
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Pro gradu -tutkielman tavoitteena on yhdistää suomalaisen johtamisen sekä visuaalisuuden nä-
 kökulmat tutkimalla johtamisen representaatioita sosiaalisen median kontekstissa. Tarkoituk-
 sena on tutkia, miten johtamista kuvataan suomalaisilla Instagram tileillä, ja pyrkiä löytämään 
 mahdollisia merkityksiä näiden visuaalisten representaatioiden taustalla. 


Tutkielma edustaa laadullista kulttuurintutkimusta, ja se on toteutettu käyttämällä laadullista 
 sisällönanalyysiä. Tutkielman aineisto koostui 70 Instagram-julkaisusta, jotka on kerätty suo-
 malaisilta Instagram-käyttäjätileiltä käyttämällä hakuehtoina aihetunnisteita #johtajuus ja #joh-
 taminen. Analyysin viitekehyksenä toimii kansainvälisen GLOBE-tutkimuksen kuvaukset omi-
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1  INTRODUCTION 


The world has become smaller due to the globalization, and knowledge can be easily shared 
 and accessed with the digital tools that we have today (Friedman 2006). People move abroad 
 to work and, as a consequence, also Finnish organizations are getting more culturally mixed. 


Managers and subordinates need to adapt into new organization cultures and leadership styles 
 while working in multi-cultural working environments (Mäkilouko 2004). The importance of 
 knowing the national leadership characteristics and what is valued in a good leader has become 
 vital. One way to interpret our perceptions of Finnish leadership and what is valued in a good 
 leader is through visuality. 


“One picture is worth a thousand words” is the old English phrase that comes from the idea that 
 sometimes a picture can indicate its meaning better than a description would, and that some 
 complicated ideas are better mediated with images (Knowles 1997). In recent years organiza-
 tion and management research has  started to  realize the possibilities that the visuality has  to 
 offer for the research of these diciplines. One way to interpret our perceptions of leadership and 
 what  is  valued  in  a  good  leader  is  indeed  through  visuality.  Scholars  have  taken  interest  on 
 portrait paintings of CEOs where the leadership features have been visualized (Jackson & Gu-
 they 2005; Davison 2010) as looking at portrait paintings can tell a lot about the personality and 
 leadership style of that leader (Martikainen & Hujala 2017). Whereas portrait paintings may 
 seem like a thing of the past, nowadays millions of pictures and related content are shared every 
 day on social media platforms such as Instagram. Visual content has become an integral part of 
 our daily lives, and the ways we communicate visually have come a long way from the news-
 paper era at the beginning of 20th century where the old English phrase dates back on. 


This shift towards the visual mode has been accelerated by the growing interest on the meaning 
and culture. Although visuality is not new for the scholars of cultural and social sciences, it has 
been lacking research in the field of organization and management. This has since changed as 
information  and  communication  technologies  have  evolved,  and  many  disciplines  have 
acknowledged the quality and also the quantity of visual data that these new platforms can offer. 



(7)Visual artifacts have gained new recognition as a mode for meaning construction and expres-
 sion and are not seen just as add-ons to the verbal text. Furthermore, due to the latent dimension 
 of visual artifacts (the use of color, perspective, and typography for instance), visuality serves 
 as a ground for identity expression and mediator of values. (Meyer et al. 2013.) 


It is evident that social media has changed the way we communicate, consume, and collaborate, 
 be it either in our personal or in our professional lives. Sharing information, connecting people, 
 and sharing knowledge has evolved, and different social media platforms play their own role in 
 this change. Social media platforms have become more of a marketing tool for companies to 
 engage their customers and gain knowledge on their buying behavior through data. Earlier re-
 search  has  acknowledged  this  but  as  technology  and  innovation  are  moving  forward,  social 
 media proves to be a source of many different social phenomena that academia is also keen to 
 understand. Researchers have now become interested in the social and physiological patterns 
 that can be observed from different social media platforms. (Wu et al. 2013.) 


To really know what visual social media platforms like Instagram can offer for the research in 
 organization and management in this sense, one needs to know what to look for. In my study I 
 take reference on what we already know from Finnish leadership and its characteristics accord-
 ing to earlier research and test if they unfold similarly in the social media context, more specif-
 ically on Instagram. At the same time analyzing the visuality this way we can learn something 
 new and discover aspects that traditional research methods have not uncovered. 



1.1 
 Topic of the research 

A recent report (Ministry of Economic Affairs and Employment 2018) concentrates on Finnish 
leadership where some of the characteristics of Finnish leadership were addressed. According 
to the report, it seems that we Finns still have the love of processes, and while we have a good 
shared value basis, that is not necessary a weakness, but it makes our companies less creative 
and less innovative. Consideration of Finnish leadership and its characteristics are usually made 
from experts’ point of view (Suutari & Riusala 2002; Mäkilouko 2004; Huhtala et al. 2013), or 
they represent a situation in one community, organization or in a case company (Lämsä 2010; 



(8)Collin  et  al.  2015)  for  instance.  Moreover,  prior  research  on  leadership  has  usually  drawn  a 
 picture from leaders’ (Takala & Kemppainen 2007; Martikainen & Hujala 2017) and from com-
 panies’ (Savolainen 2000; Brandt et al. 2016) perspective. Leadership is discussed mostly in 
 conceptual and in theoretical terms and managers’ personal views of their leadership behavior 
 have been studied (Huhtala et al. 2013). What has been researched less are the visual aspects, 
 although  there  are  some  academic  studies  considering  visual  material.  One  research  studied 
 personnel magazines from Finnish manufacturing industries, and the study acknowledged that 
 the  personnel  magazines  are  indeed  a  rich  and  interesting  source  of  data  that  could  well  be 
 utilized in research more often (Kuokkanen et al. 2010).  


Moreover, in leadership research the focus of the studies has traditionally been in individual 
 leaders  and  their  traits,  actions  and  capabilities  (Wood  2005).  A  recent  research  paper  goes 
 beyond this individualistic ‘great leader’ notion and suggests new perspective that will enable 
 further research to gain new comprehension of how leadership activities occur in social inter-
 action. (Crevani et al. 2010.) My study aims at giving different perspective to Finnish leadership 
 through images in social context, more specifically in social media platform Instagram. With 
 this study, I aim at describing how leadership is represented on Finnish Instagram accounts and 
 try  to  find  the  possible  meanings  behind  these  visual  representations.  Barker  (2001)  defines 
 leadership as a social process that is not a special function where a person is in charge but rather 
 a function of individual wills and needs. Images and related textual content on Instagram can 
 give valuable insight on  these wills and needs of organizational  actors and their audience of 
 stakeholders. Wood (2005) calls for researchers to raise the status of leadership and bring to 
 knowledge new and imaginative ways of thinking about leadership (Wood 2005). This study 
 essentially tries to respond to this need with its novel approach to studying leadership and to 
 fill in earlier presented research gaps.   


As  Instagram  is  relatively  new  social  media  application  there  is  not  a  lot  of  research  on  it. 


Moreover, Instagram’s photo content itself has been studied even less. But as other social media 
platforms  like  Facebook  and  Twitter,  Instagram  has  already  had  a  huge  impact  on  how  we 
communicate with each other and how we see ourselves. Instagram has established itself as a 
leading photo sharing application, and that is why it is an interesting research topic especially 



(9)in the field of innovation management. According to Rose (2016) our social life is going to-
 wards visual culture where the visuality is an essential part of our human relations. Compared 
 to text–based communications, images offer more direct way of understanding events and sit-
 uations (Rose 2016). As visual reflection might lead to question one’s own perceptions, visual 
 methods seem to be well suited for a research that seeks to find critical point of view and pro-
 mote alternative ways of thinking. (Martikainen & Hujala 2017.)  


The purpose of my study is to examine how photographs tagged with hashtag #johtajuus and 


#johtaminen describe leadership according to Finnish Instagram users, and to explore how this 
 content compares to the characteristics of Finnish leadership. The study can give a new per-
 spective  for  research  in  leadership  and  to  Finnish  leadership  and  its  characteristics.  With  its 
 sociological approach it might also benefit the research in cultural studies. 



1.2 
 Research objective and research questions 

The aim of my study is to combine the notions of Finnish leadership and visuality, and to ex-
 plore how this representation unfolds through the social media platform Instagram. Based on 
 the aim of the study the first research question of my thesis is the following: 


RQ1: “How Finnish leadership and its characteristics are represented on Finnish 
 Instagram accounts?”  


Because  the  study  has  the  visual  perspective  to  leadership,  just  answering  the  first  research 
question is not enough. It is on the other hand interesting to see what kind of significance the 
findings have on the study of Finnish leadership and its characteristics. As the needed charac-
teristics of a good leader have changed due to the organizational needs of the 21st century, it is 
vital to understand what characteristics of the Finnish leadership support this demand. If Finnish 
companies want to keep their competitive edge, keep innovating, and stay among the industry 
leaders, it is not indifferent to understand what features in Finnish leadership support this. Just 



(10)by studying these features from a leader’s or from a manager’s perspective in a company does 
 not give a full and objective picture of the situation.  


Leadership is essentially a form of interaction and it requires skills to inspire and motivate. It 
 calls  for  a  social  and  emotional  understanding  and  ability  to  considerate  and  care  about  the 
 needs and expectations of others. At the same time our social interaction is going digital with a 
 pace  that  is  sometimes  hard  to  keep  up  with.  Leadership  is  not  immune  to  this  change  and 
 interaction between leaders and their followers is going digital, too. Understanding the digital 
 space and social media platforms through the concept of leadership might give us a new and 
 valuable insight that earlier research might have missed. Or it might reinforce our perceptions 
 of the characteristics  that we  associate  with  the  Finnish leadership and  what  is  valued when 
 considering a good leader.  


The theoretical foundation of the study is on the notion of Finnish leadership and its character-
 istics but also on the visuality. As our lives are occupied with visual images companies are also 
 starting to understand the value that visuality can offer in organizational research. As Davison 
 et  al.  (2015)  predict,  while  technology  continues  to  shape  organizational  life  through  visual 
 means, studying the visuality will also eventually become mundane in the research of organi-
 zation and management. That being said, introducing visuality to leadership studies is still in a 
 minority  compared  to  wider  spectrum  of  qualitative  research  that  has  established  itself  as  a 
 norm in the field of management and organizational studies. Therefore my next research ques-
 tion seeks to answers the following:   


RQ2: “How the meanings behind the visual representations of leadership can be 
 interpreted?” 


It cannot be said that visuality is somehow a new invention. On the contrary, people have been 
visual for as long as we know. Take for example the cave paintings or the ancient Egyptian 
stone  carvings  that  date  back  thousands  of  years.  People  have  always  expressed  themselves 
visually. (Cohn 2013.) That is why it is hard to understand why visuality has been less used in 
research. One reason can be that visual artifacts can be harder to interpret than text-based data 



(11)for example. The challenge is worth taking as visual data can give us information that would 
 otherwise leave unnoticed.  


As Kunter & Bell (2006) point out, for organizational and management studies, the visuality 
 can let us understand the latent meanings that the visual artifacts such as images possess and 
 communicate messages that are not easily conveyed through language for instance. When we 
 know what these latent meanings are and know how to interpret them, we can learn something 
 new about the expectations and needs of organizations towards leadership. The main contribu-
 tion of my study comes from these questions and seeks to uncover how leadership is understood 
 in Finnish context in social media and ultimately give new insight for leaders and management 
 to work with.  


My study can be categorized as a qualitative research with a cultural studies’ perspective. The 
 study  is  conducted  by  using  a  qualitative  content  analysis  method.  I  decided  to  conduct  the 
 study in the context of social media, more specifically in a social media platform Instagram. 


The data is derived from Finnish Instagram accounts, and by using hastags that refer to leader-
 ship and management in a Finnish context. The hastags that are used (# johtajuus and #johta-
 minen) are in Finnish language and therefore targeted to Finnish audience. Even though visual 
 data forms the most essential part of my research it does not rely purely on data. The study has 
 its theoretical groundings on leadership research  through visuality and representation. In my 
 study, I will also discuss some of the methodological challenges when studying visual data and 
 its meanings.  



1.3 
 Key concepts and structure of the study 

“Leadership is  one of the most observed  and least  understood phenomena on earth” (Burns 
1978). Leadership as a cultural phenomenon has been strongly influence by North American 
values  as  pointed  out  by  Hartog  (2004)  and  others.  These  values  on  the  other  hand  are  not 
necessarily shared by others, and as Dickson (2012) and others argue the meaning of leadership 
varies  systematically  between  different  cultures.  Definition  of  leadership  itself  as  a  cultural 



(12)phenomenon is not easy, as it does not have similar kind of classifications as classical music 
 for example that can be defined as different genres like baroque or romantic (Barker 2001). 


What  almost  all  definitions  of  leadership  share  are  that  they  define  leadership  as  process  of 
 influencing others (Vroom & Jago 2007). Most of us can name a leader and maybe a few dis-
 tinguishing features of that leader. This demonstrates that leadership has also the aspect of per-
 sonality (Krapfl & Kruja 2015). These personality traits that characterize a leader are what we 
 see of the leader even though leadership itself is not an inherent attribute or trait  of a person 
 (Vroom  &  Jago  2007).  As  Krapfl  &  Kruja  (2015)  point  out,  when  defining  leadership  it  is 
 always bound to the context in which it is observed, and that it requires the presence of follow-
 ers. With this unfolding nature that leadership has it can be defined as a social process (Barker 
 2001).  Therefore when asking a person to articulate what is leadership, the answer may vary if 
 we are in Finland or if we are in North America for instance.   


One of the main scholars to promote the idea of cultural representation is Stuart Hall whose 
 work in the field of cultural studies has had a major impact across different disciplines. Accord-
 ing to Hall (1997) cultural representations are the embodying of concepts, ideas and emotions 
 in a symbolic form that can be further interpreted meaningfully. Hall (1997) also ties represen-
 tations to language in a sense that representations connect meaning and language to culture, and 
 further in a form that through language can be represented to others. The notion of leadership 
 as a form of language is discussed by Pondy (1989) who argues that to be able to convey these 
 meanings to understandable form of representation, leadership must be something that can be 
 observed. The natural way to observe our surroundings is of course through visuality. How do 
 we then know what images for example carry the meaning of leadership for instance? As Hall 
 (1997) argues, images are signs that carry the meaning and thus have to be interpreted. And in 
 order to interpret them we need to understand the two systems of representation.  


The first system of representation enables us to give meaning to the world through a process 
where all kinds of objects, people and events are correlated with the concepts or mental repre-
sentations in our mind. This system enables us to interpret world meaningfully. (Hall 1997.) In 
my study, leadership represents this abstract concept or a mental representation that is under 



(13)investigation. One might argue that we all might have different kind of mental representation 
 in our minds when considering leadership. According to Hall (1997) we all share broadly the 
 same conceptual map, in other words we “belong to the same culture”, that allows us to interpret 
 world, communicate, and share our thoughts with others. Second system of representation ac-
 cording to Hall (1997) depends on constructing a set of correspondences between the concep-
 tual map and a set  of signs (i.e. images) and then arranged  further  to  visual  “language” that 
 represents the concepts.   


Even in a globalized world where ideas, information and values even can be easily shared across 
 the globe, national identities still persist (Edensor 2002). National culture and its characteris-
 tics have been famously studied by Hofstede (1980) who’s cultural dimensions theory relies on 
 the idea that an individual is influenced by the environment and surroundings, and these differ-
 ences are shown in the different dimensions (originally four and later six dimensions) of culture 
 across nations (Hofstede 1980; 1991; 2001; 2010). From this respect, Finnish leadership and 
 its characteristics are discussed in more detail in the following chapter. In the same chapter, I 
 will also present the Global Leadership and Organizational Behavior Effectiveness (GLOBE) 
 Research project and visual categories that will also form the framework for my analysis. I will 
 also discuss how visuality has been introduced to organization and management research and 
 explain in more detail what is meant when we talk about culture and representation in the con-
 text of visuality.  


In chapter three I will go through the research design and the methodological approach. Center 
 of the study is the social context, more specifically the social media platform Instagram which 
 I will discuss also in this same chapter. I will also introduce the chosen method of analysis – 
 qualitative content analysis. I will go through the approach and discuss why this approach is 
 suitable for studying visual materials.  I will also explain the different phases of the research 
 process and how the analysis was conducted. 


In chapter four, I will present the results of the analysis. After this I will end my thesis in chapter 
five to discussions and conclusions.  
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2  THEORETICAL FRAMEWORK 


The  theoretical  foundation  of  the  study  is  on  the  notion  of  leadership  representation  and  its 
 Finnish characteristics but also on the visuality. It could be said the study is multidisciplinary 
 as the theoretical  framework combines  elements from  leadership  studies, visual and  cultural 
 studies,  social  media  research  and  organizational  research  literature.  For  the  study  of  visual 
 images in social media platform this kind of mixture of different disciplines suites particularly 
 well, as the academic literature on the subject is fragmented to different fields of research. 


One such example of the multidisciplinary nature of research literature is the study made by 
 Aaltonen (1998) on cultural representation of Finnish leaders in literature of folklore and my-
 thology. The study answers to the need for different view on leadership discussion and exam-
 ines leadership as a part of national culture from emotional perspective. Closer investigations 
 on  Finnish  literature  myths  revealed  similarities  among  different  leadership  representations. 


(Aaltonen 1998.)  


Leadership representation on business context is studied by Davison (2010) who examined vis-
 ual  portraits  of business leaders and identified four sets  of rhetorical  codes from  portraiture: 


physical, dress, spatial and interpersonal. Jackson & Guthey (2005) also studied the visual rep-
 resentation of business leaders through commissioned portraits that highlight what they call the 
 authenticity paradox. They argue that while portraits may function as a way to communicate 
 strong authentic corporate image, they may also reveal the corporation's lack of authenticity. 


These latent meanings that visual images possess are what interest researchers in organizational 
 and management studies, as they can give new insight on the already much-researched topic.  


But whereas leadership representation has been studied in organizational level there is also a 
need for a national culture level perspective. Suutari and others (1998; 2002) interviewed Finn-
ish expatriates and their foreign subordinates to find out if the expatriate managers change their 
leadership style because of the cross-cultural differences, and how this would be perceived by 
the local subordinates. Their study shows that while individual differences occur when making 



(15)changes to leadership style while leading foreign subordinates the change is notable, and man-
 agers actively change their leadership behavior. (Suutari 1998; Suutari et al. 2002.)  


Finland is part of the global markets and knowing the leadership style and cultural features that 
 it  possesses  are  crucial  for  Finnish  organizations  operating  in  multicultural  environments 
 (Mäkilouko 2004).  The discussion about Finnish leadership is still relevant as internationali-
 zation has opened up possibilities for Finnish companies to expand their operations globally 
 (Luostarinen & Gabrielsson 2004). There are for instance notable differences between cultures 
 when considering values, attitudes and behavior of individuals that ultimately affect the lead-
 ership style in organizations (Jogulu 2010).  


Nevertheless, the research on Finnish leadership is limited, or it is connected to the wider dis-
cussion of Nordic leadership and management. The research on Nordic leadership is of course 
relevant and can give insight on the Finnish circumstances, as Nordic countries share lot of the 
same cultural values. Lindell & Arvonen (1996) studied the differences between management 
practices in Denmark, Finland, Norway and Sweden, and examined if Nordic leadership style 
differs  from  Eastern-  and  Latin-European  management  styles.  Even  though  there  are  differ-
ences among Nordic countries and leadership style is not homogeneous between them,  there 
are also lots of similarities. Based on their findings, “the Nordic management style can be char-
acterized as planning and order, delegation of responsibility, friendship with subordinates, and 
orientation toward innovation”. (Lindell & Arvonen 1996, 85.)  Smith and others (2003) took 
some of the earlier research on Nordic leadership under investigation and compared it with their 
own data provided by managers from 42 other nations. They found out that Nordic managers 
relayed more on their subordinates and peers, rather than formal rules and superiors like their 
other European counterparts. (Smith et al. 2003.) Closer comparison has also been made with 
Finland’s neighboring country Sweden and as Lämsä (2010) point out, substantial differences 
in  management  cultures  and  leadership  styles  occur.  Therefore,  direct  conclusions  about  the 
Finnish leadership style cannot be drawn on the basis of Nordic management types and closer 
look on the Finnish leadership style is needed. 
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2.1 
 Finnish leadership 

But  is  there  even  such  a  thing  as  Finnish  leadership?  We  have  been  thought  to  think  about 
 leadership as a universal concept and something that is more bound to the organizational culture 
 (Schein 2017) rather than in the national culture. Leadership cannot be however isolated from 
 other parts of society. Leaders and managers are part of national societies and to understand 
 leadership we need to understand the societies that they belong to. (Hofstede 2010.) According 
 to Lindell & Sigfrids (2007), consideration of Finnish leadership often leads to discussion of 
 Finland’s prior presidents. Images of Garl Gustav Mannerheim, Juho Kusti Paasikivi, and Urho 
 Kaleva  Kekkonen  are  embodiments  of  “outstanding  Finnish  leaders”.  Although  different  in 
 their own way, all the former presidents have one thing in common - they all were strong leaders 
 at a difficult time in the Finnish history. (Lindell & Sigfrids 2007.) The time clearly demanded 
 a strong leader and it can be argued that the president institution in Finland has since changed. 


President Tarja Halonen was known for her support for the minorities but also her down-to-
 earth manner which made her exceptionally popular (Thomson 2015). Her successor president 
 Sauli Niinistö continued the down-to-earth attitude, when right after as he was elected in 2012 
 pictures of President Niinistö ploughing snow in front of his home spread around the world. In 
 a way Finnish leadership is a mixture of these mental images both of the heroic leader and the 
 hero of everyday life (Ministry of Economic Affairs and Employment 2018). 


But besides strong personality traits that these leaders possess, in innovation and in leadership 
 in  general,  many  situational  factors  (working  environment,  organizational  structure,  and  co-
 workers for instance) as well as personal and cultural values play an important role. Byrne & 


Bradley (2007) argue that the cultural level values have greater influence in the mediation pro-
 cess of leadership style, and that among successful Finnish firms, leadership style is very high 
 on  conservation.  Mäkilouko  (2004)  found  three  leadership  styles  of  which  the  ethnocentric 
 leadership style was the most common among project leaders. For us Finns that is not all great 
 news  as  “the  ethnocentric  leaders  indicate  cultural  blindness,  ethnocentric  or  even  parochial 
 attitudes, and task orientated leadership dimensions”. (Mäkilouko 2004, 391.) 


According to Byrne & Bradley (2007) leadership styles differ nationally and what works for 
one company, may not work for another. What is considered functional leadership style for one 



(17)country may be an unfunctional for another. For example, for a successful Irish manager high 
 on conversation style would mean performing worse than a Finnish colleague with the same 
 high on conversation leadership style. This shows that direct conclusions should not be drawn 
 just according to different categories, and that differences in national cultures should also be 
 considered when assessing good leadership.   


Furthermore, rather than specifying all of the leadership styles to their own specifying category, 
 in leadership theories the division is usually made between transactional and transformational 
 leadership. According to Takala & Kemppainen (2007), the leaders that are considered trans-
 actional guide and motive their followers towards set goals by making clear what are the spe-
 cific roles and task requirements that should be followed,whereas transformational leaders in-
 spire their followers towards common good. The latter tent to have profound and extraordinary 
 effect to their followers. (Takala & Kemppainen 2007.) 



2.2 
 Characteristics of Finnish leadership 

When looking at the specific characteristics of Finnish leadership it is again meaningful to look 
 at what we know from Nordic leadership style in general. There has been earlier research on 
 the subject that has indicated that Nordic leaders are found to be individualistic but also femi-
 nine and employee-oriented compared to southern-European leaders. (Hofstede 1980; Hamp-
 den-Turner  &  Trompenaars  1993;  Lindell  &  Arvonen  1996;  Zander  1997;  see  Smith  2003.) 
 Shared cultural background that the Nordic countries have, seems to have an effect on leader-
 ship characteristics.   


Culture itself is formed from shared beliefs, values, norms, and basic assumptions and defines 
what kind of leadership is valued and tolerated. Therefore culture essentially defines the desired 
characteristics of leadership. Organizational culture is not isolated from other cultures (Schein 
2017) such as national culture. According to Lindell & Sigfrids (2007) the systematic studies 
where the characteristics of Finnish leadership were researched did not really start until after 
1990s. They highlight few studies worth mentioning that include the study made by Airola et 
al. (1991) that ranked the most important features of effective leader. The features are as follow: 



(18)goal-orientation,  mastering  of  a  complex  entity,  motivating,  visionary,  charismatic,  diligent, 
 experienced, able to make decisions, capacity to cooperate, capacity to communicate, control-
 ling, and delegating. Moreover, study made by Airola et al. (1991) reveals that the most im-
 portant factor that a Finnish leader needs to learn is how to motivate and manage people. This 
 is supported by the findings of Lewis (1993) which show that Finns lead by motivating and 
 with an example rather than giving orders. (Lindell & Sigfrids 2007.) 


When it comes to taking part in decision making and delegating tasks, earlier academic litera-
 ture shows that there is less hierarchy between subordinates and their managers in Finland com-
 pared to other Western European countries. This makes Finnish managers more participative in 
 decision making and willing to delegate more often.  Finnish managers are also more likely to 
 possess certain feminine values such as interpersonal relations, and that employee orientation 
 is higher among Finns than their Central Eastern European (CEE) counterparts. (Suutari & Ri-
 usala 2001.)  


Suutari & Riusala (2001) further argue that compared to their CEE counterparts, Finnish man-
 agers are more likely  to  appear  active in  planning, co-ordination, goal  setting,  and put  more 
 emphasis on production and work facilitation.  Finnish active behavior seems to be bound to 
 positive behavior, as Finns are on the other hand expected to be less active in giving criticism 
 on  poor  performance  and  role  clarification.  According  to  Suutari  &  Riusala  (2001)  Finnish 
 managers are also  expected to  be more active in transformational leadership  aspects  such as 
 providing vision, initiation, individualism, and giving inspiration. These characterizations are 
 a subject to comparison between Finland and Central European countries, and for that reason 
 cannot  be taken as  such. Still one could  expect  to find at  least  some of these characteristics 
 present in Finnish leadership and management. 


When considering the leadership characteristics from value perspective, values both in personal 
and  in  cultural  level  seem  to  be essential to  knowledge creation and knowledge sharing that 
eventually lead to innovation. Trust is one of the values that lets an individual freely collaborate 
in the process of innovation (Miles 2007). As Lämsä (2010) argues, some of the special char-
acteristics in Finnish business is honesty and Finns are proud of themselves to be reliable. Study 



(19)from Finland has shown that even in companies that are not equal in size, trust for example has 
 reinforced collaborative relationship between the companies (Blomqvist 2002), that eventually 
 lead  to  more  collaborative  knowledge-sharing  relationships  where  innovation  can  prosper 
 (Miles  2007).  Trust  also  work  as  a  tool  for  charismatic  leaders  to  influence  their  followers. 


Follower trust is reinforced via three qualities of a leader: “(1) identifying and articulating a 
 vision; (2) setting an example for followers that is consistent with the values of the leader es-
 pouses; and (3) promoting group cooperation and the acceptance of group goals”. (Takala & 


Kemppainen 2007.) 


One research that has drawn together the relationship between leadership and national culture 
 is the Global Leadership and Organizational Behavior Effectiveness (GLOBE) research project. 


According  to  House  and others  (2004)  The  GLOBE  Culturally Endorsed Implicit  Theory of 
 Leadership (CLT) draws upon the idea that individuals have implicit beliefs, convictions, and 
 assumptions concerning attributes and behaviors that make a great leader. Researchers made a 
 survey to 17000 managers in 61 countries and identified 21 first-order dimensions of outstand-
 ing leadership with their first round of analysis (see table 1). These 21 first-order primary CLT 
 subscales measured specific leader attributes and behaviors. The questionnaire contained 112 
 leadership items that reflected different traits, skills, behaviors, and abilities. When analyzed, 
 the second-order factor analysis produced six global culturally endorsed leadership dimensions 
 (global CLT’s) that represent what can be referred as leadership styles. (House et al. 2004.) 


1.  Charismatic/Value-Based Leadership: This dimension represents the leader’s ability to 
 inspire and motivate others to great results based on the core values. There are six pri-
 mary leadership dimensions that are included to this dimension: visionary, inspirational, 
 self-sacrifice, integrity, decisive, and performance oriented. 


2.  Team-Oriented Leadership: It  highlights the importance  of team  building.  There is  a 
sense of shared goal that all team members are striving for. There are five primary lead-
ership dimensions that are included to this dimension: collaborative team orientation, 
team integrator, diplomatic, malevolent, and administratively competent. 



(20)3.  Participative Leadership: Leadership style enables others to take part in decision mak-
 ing. There are two primary leadership dimensions that are included to this dimension: 


nonparticipative and autocratic. 


4.  Humane-Oriented Leadership: There is an aspect in leadership that is supportive and 
 considerate towards others. There are two primary leadership dimensions  that are in-
 cluded to this dimension: modesty and humane orientation. 


5.  Autonomous Leadership: The attributes in this dimension refer to independent and in-
 dividualistic leadership. There is only one primary leadership dimension included to this 
 dimension: autonomous. 


6.  Self-Protective  Leadership:  The  aim  is  to  secure  groups  and  also  individual’s  safety 
 through status enhancement and saving one’s face. There are five primary leadership 
 dimensions that are included to this dimension: self-centered, status conscious, conflict 
 inducer, face saver, and procedural. (House et al. 2004.) 


The GLOBE project studied culture and leadership in 61 countries including Finland. The quan-
titative and qualitative findings that the analysis produced are integrated by the researcher and 
scholars of the representative countries. The Globe questionnaire that was distributed to middle 
managers in the financial services, food productions and telecommunications companies in Fin-
land measured social and organizational culture norms and leadership concepts based on the 
Hofstede’s (1980) cultural dimensions. Being one of the most comprehensive of the recent re-
search, The GLOBE study in Finland gives good insight to current situation of Finnish leader-
ship and its characteristics. The questionnaire conducted by the GLOBE study in Finland meas-
ured social and organizational cultural norms and leadership concepts to find out middle man-
agers’ views on outstanding leadership behavior and its features. Notable result from the study 
is  that  Finland  scored  highly  on  four  leadership  dimensions.  The  score  in  Integrity,  Inspira-
tional,  Collaborative  Team  Oriented  and  Visionary  were  high  both  in  absolute  and  relative 
terms (in comparison with the other GLOBE countries). (Lindell & Sigfrids 2007.) The results 



(21)of the GLOBE study listing Finland’s scores for each dimension from highest to the lowest are 
 shown in the Table 1.  


Table 1: GLOBE Leadership Scales, 2005 
 21 First-Order GLOBE


Leadership Dimensions          Score  Rank 


Integrity  6.52  4 


Inspirational  6.42  6 


Collaborative Team Oriented   6.35  3 


Visionary  6.29  9 


Performance Orientation  6.04  35 


Decisive  5.97  23 


Team Integrator  5.54  27 


Diplomatic  5.40  40 


Administrative Competency  5.32  55 


Modesty  4.52  53 


Self-Sacrificial  4.22  59 


Autonomous  4.08  18 


Humane  4.06  54 


Status-Conscious  3.15  60 


Conflict Inducer  3.10  60 


Procedural  2.87  60 


Autocratic  2.11  52 


Nonparticipative  2.08  57 


Face Saver  2.05  61 


Self-Cantered  1.55  61 


Malevolent  1.47  59 


Note. Country scores are listed from highest (contributes outstanding leadership greatly = 7, somewhat = 6, 
 slightly = 5, via no impact = 4) to lowest (inhibits outstanding leadership slightly = 3, somewhat = 2, greatly 


= 1). 


Source: Lindell & Sigfrids 2007, 94 
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2.3 
 Visual categories of leadership 

When searching for prior research on the characteristics of Finnish leadership through visuality 
 there  are  less  studies  conducted.  Takala  &  Kemppainen  (2007)  studied  the  notion  of  “Great 
 Finns” through themes on charisma, greatness  and leadership. The data was derived from  a 
 Finnish Broadcasting Company’s television programme “Great Finns”, a BBC original format 
 adapted to Finnish television. They found out that greatness derives mainly from achievements 
 and historical deeds made in the past, as charisma is born out from everyday heroism and lead-
 ing by example. Furthermore, they argue that leadership is a combination of multi-talent and 
 greatness. (Takala & Kemppainen 2007.)  


Martikainen & Hujala (2017) formed visual categories of leadership through portrait paintings 
 by studying the visual factors related to leadership such as expressions, gestures, way of dress-
 ing,  use  of  color  and  space,  and  the  meanings  that  they  built.  The  study  was  conducted  by 
 showing portrait paintings to research participants and by discussing with them about the por-
 traits. The data showed that research participants made far-reaching interpretations of leader-
 ship style and personality of the leader from the visual material. This indicates that visual mat-
 ters play an important role when categorizing our environment and that visual categorization is 
 often unconscious.  


Furthermore, with their membership categorization analysis Martikainen & Hujala (2017) stud-
 ied what kind of categories participant group produced from the visual data and identified cat-
 egories that were in line with the stereotypical leadership image as well as those that deviated 
 from it. The participants interpreted that the visual features reflected the manager’s performance 
 as a leader as well as the motives, knowledge and the skills that the leader possessed. The seven 
 categories were divided in two groups: the leadership stereotypes and the leadership fractures. 


These categories are not dealt in detail here, as these categories as such are not relevant to this 
study. They on the other hand give guidance to the categorization made in this study, and in 
fact show how small details and visual clues can form far-reaching conclusions from the man-
agers leadership style and characteristics.  
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2.4 
 Visuality in organization and management research 

I have been discussing leadership, its characteristics and visuality in national context, but as 
 mentioned earlier, when considering leadership national and organizational cultures are not iso-
 lated from each other (Schein 2017). According to Davison et al. (2015) companies are now 
 realizing that to compete with other businesses it is not all about just making huge profits any-
 more. Instead there is a shift towards competing in another, more immaterial basis where com-
 panies  are  valued  by  their  corporate  culture,  brand,  and  relationships.  The  performance  of  a 
 company on these intangible aspect in organizational life is not easily measured with traditional 
 quantitative research methods that have been dominant in majority of organization and man-
 agement research. Therefore studying the visual aspects opens up new opportunities to better 
 understand the emotional and aesthetic aspects in organizational life.  


Bell & Davison (2013) argue that even though linguistic methods have been the most prominent 
 in recent years, there has been significant growth over the past decade on the number of works 
 conducted  with  visual  methods  in  the  field  of  managements  research.  While  some  forms  of 
 visuality such as photographs and visual branding have been fast developing, other forms in-
 cluding visual manifestations such as web pages  have been lacking research. The issues that 
 scholars have been tackling in the field of management research vary from corporate identity 
 and brand management to visual representation of corporate leadership. The methods used are 
 two  folded:  (1)  there  is  the  empirically  driven  (data-driven)  methods  such  as  visual  content 
 analysis where sample of data from visual media is counted, coded and analyzed, and (2) there 
 is the theory based methods that uses theory from other disciplines such as aesthetics, semiotics, 
 and ethical philosophy, and apply it to the organizational context. (Bell & Davison 2013.) 


Organization and management research have clearly acknowledged the possibilities that visu-
 ality has to offer and there has been a clear aesthetic turn in organization studies recently that 
 utilizes all of the senses. Griffey & Jackson (2010) list few works that have dealt with the aes-
 thetics including the visuality (Gagliardi, 1996; Linstead & Hopfl,1999; Strati, 1992; Strati & 


De Monteux, 2002; Taylor, 2002; Taylor & Hansen, 2005). Leadership studies have also taken 
interest  into  visuality  as pointed  out  by  Griffey  &  Jackson  (2010)  and  considered  the  social 
aspects of leadership. Griffey & Jackson (2010) themselves studied the commissioned portraits 



(24)of leaders. Besides that these portraits re-present the appearance of a leader and the establish-
 ment that this leader once led, they argue that these portraits also work as a virtual leader. This 
 function is performed through the latent and enduring influence that these portraits have on the 
 followers. (Griffey & Jackson 2010.) 


Jackson  &  Guthey  (2005)  also  studied  the social  construction of leadership  through images, 
 more  specifically  the  visual  representations  of  business  leaders.  They  argued  that  the  visual 
 construction of leadership offered new insight to the research in social construction of leader-
 ship in general. In their opinion, analyzing visual images of CEOs and top executives can give 
 important  insight  into  how  corporate  image  is  constructed  in  the  media.  Meindl  and  others 
 (2007) have presented that while leadership images reflect the views of business community 
 and organizational and commercial necessities, they also represent the collective conceptions 
 of organization and leadership in the culture at large. (Meindl et al. 2007.) 


Visual representation of a CEO or a top executive can give us insight on what is valued when 
 considering a good leader and representation can work as a virtual leader even. But the visual 
 representation of a leader should be seen as a way to gain broader and deeper understanding on 
 leadership in general. The purpose of using visual images such as representation of business 
 leaders in organizational research is to better understand the latent meanings that these images 
 possess. Kunter & Bell (2006) argue that visual data compared to textual data can give more 
 insight to the subtle features of organizational culture and the relationships of the social setting 
 that  is  researched.  It  can  be  also  be  argued  that  visual  data  enable  organization  members  to 
 communicate a more emotional message than could be conveyed via language. This can give 
 new insight compared to the dominant organizational culture that is represented through written 
 or spoken language alone. (Kunter & Bell 2006.) 



2.5 
 Visual culture  

When discussing visuality in leadership and in organization and management research it is also 
important to understand the groundworks for visuality in academic research. The term “visual 
culture” is  owed to  researchers of  art history, Svetlana Alpers and Michael  Baxandall, who 



(25)introduced  the term  in  the 1980’s.  According to Alpers  (1996), visual culture represents  the 
 cultural  resources  related  to  painting  for  instance.  In  her  study  it  was  not  about  researching 
 history of Dutch painting, but rather the Dutch visual culture where painting was just one part 
 of it. Her focus was on the notations about vision, the visual skills, and on image making devices 
 as a whole. Moreover, the images related to the Dutch visual culture represented the view of 
 the world, and where images were central to knowledge creation in the context of that time. 


(Alpers 1996.)  


But as Seppänen (2005) points out, social sciences quickly took the research of visual culture 
 as its own. Few important academic works are brought out by Seppänen (2005) who mentions 
 Visual Culture (1995) by Chris Jenks where he rounds up articles from writers in the field of 
 cultural studies, sociology and visual arts alike. Another work from the mid 90’s that according 
 to Seppänen (2005) is worth of mentioning is the questionnaire made by academic art journal 
 October.  In the  questionnaire, range of art and architecture historians,  film  theorists,  literary 
 critics,  and  artists  were  asked  questions  on  visual  culture  in  1996.  According  to  Seppänen 
 (2005),  two  of  those  answers  deserve  closer  look.  In  the  questionnaire,  Buck-Morss  (1996) 
 raises the question:  what is  visual culture’s place in  academic field,  as the notion on visual 
 culture seems to be so multidisciplinary? Visual culture seems to work its way around in dif-
 ferent faculties even though it does not have a designated place of its own. In the same ques-
 tionnaire, Jay (1996) does not call for a designated place to visual culture, as according to him 
 other disciplines like art history, film studies, architectural history, the history of photography, 
 and now highly current theme of virtual reality, all fall “under the umbrella rubric of visual 
 culture”. 


As mentioned earlier, Rose (2016) argues that our social life is going towards visual culture. 


This is supported by the number of works published under the notion of “visual culture” after 
the earlier mentioned Visual Culture by Jenks (1995) and the questionnaire from October. These 
include for example (Elkins 2003; Mirzoeff 1999; Sturken & Cartwright 2001; Walker & Chap-
lin 1997; Leeuwen & Jewitt 2001; Rose 2001.) Even though academic works are published, and 
visual culture has established itself as a part of cultural and media studies, it is unlikely that it 
will form a science branch of its own. (Seppänen 2005.) 



(26)Cultural studies is a phenomenon that cannot be derived from one origin, but few groundbreak-
 ing  works can be specified. These are for example Richard Hoggart’s The  Uses  of  Literacy 
 (1957), Raymond Williams’s Culture and Society 1780–1950 (1958) and the Long Revolution 
 (1961),  and  E.P.  Thompson’s The  Making  of  the  English  Working  Class  (1963).  (Seppänen 
 2005.) Cultural studies itself has been positioned in the crossroads for exchanging ideas from 
 many different directions, rethinking truths and old conventions, and aiming to build new con-
 sciousness in the versatile ground of debate and disagreement. From the very beginning, cul-
 tural studies have been interested in the “plenitude of the possible” (Foucault 1984) where cul-
 ture, knowledge, theory, and ideas are appreciated as plentiful and represent the “whole way of 
 life”. (Hartley 2003.) Considering leadership outside the great leader notion and instead looking 
 at it from wider cultural perspective, a theory of visual culture in that sense seems to give good 
 representation of the “big picture”. 



2.6 
 Representation theory 

There is always more than one way of representing meanings about a topic in any culture. Cul-
 ture itself is  all about  feelings,  attachments and emotions  as  well as concepts  and ideas.  We 
 express ourselves unconsciously, and even an expression on one’s face can tell something about 
 that person’s identity, emotions, and attachments to social groups. The culture and its partici-
 pants give these meanings to people, objects and events, and culture studies underline the im-
 portant role of this symbolic domain in our social life. With representation systems that work 
 through language we produce and circulate the meanings. Language does not have to be the 
 spoken or written language in itself. Instead, photography can be representational system that 
 communicates meanings about the object through images, be it an event, a scene or a person 
 for instance. Thus representation is essentially “production of the meaning of the concepts in 
 our minds through language”. (Hall 1997, 2–17.)  


Cultural representations can be found from imaginary created in different kind of context. Be-
fore digital era stamps “served as iconographic statements about Finnish society, its tensions, 
perceived friends and foes, economic fortunes, and ideals” (Raento & Brunn 2008, 71). Fur-
thermore, images also created illustrated stories as was the case in tourism images from Finland 
in the 1950’s and 1960’s (Jokela 2011). These well thought images had a clear purpose to affect 



(27)people but also to tell stories. Businesses are no strangers on utilizing imaginary. We can easily 
 recognize popular brands and companies just by looking at their logos. Visual representation 
 and consumers response to a logo  for example are affected with different  factors (Zhu et al. 


2017). 


In digital era, social media also serves as a platform for an individual to construct one’s own 
 identity. When it comes to a profile picture in Facebook for instance, it seems that users are 
 well aware of this identity construction. Profile images in Facebook are usually inactive, posed, 
 appropriate, and contain only the subject itself (Hum et al. 2011). Photos shared on Instagram 
 are also well thought and when sharing photos on Instagram, users usually assign hastags to 
 accompany their photos to convey their message even clearer. With these images and related 
 hastags users can share their emotions and opinions and create implicit meanings to the shared 
 conversation. (Abbott et al. 2013.) These conversations are led by the opinion leaders whose 
 willingness to openly share their lives spur the conversation in social media (Song et al. 2017).  


The identities and meanings  that hastags produce in  social media has  gotten the attention of 
 scholars.  For  instance,  Zappavigna  et  al.  (2016)  studied  the  interpersonal  meaning  in  social 
 media photographs  by  using  Instagram  images  related to  motherhood and its  representation. 


Representation of gender identities have been explored by Baker & Walsh (2018) on their visual 
 content analysis of Instagram posts and Emmons & Mocarski (2014) on Facebook profile pic-
 tures. 


According to Hocks & Kendrick (2003) the emergence of interactive digital media – the “new 
media” that Instagram is also part of has gotten the attention of scholars. Whereas stamps and 
tourism images are embodiments of the “print culture”, Instagram epitomizes the “visual cul-
ture” of today. But there is no need for such an exact separation between the printed and digital 
media, as there is no need for making clear separation between visual and verbal text. Instagram 
post for example is a mixture of both of the visual and textual expression. That being said, the 
dynamic interplay between visual and verbal text has always existed, and new media theories 
and practices can give new insight to the study of the visuality (Hocks & Kendrick 2003).   



(28)In my study, I am interested in the cultural representation of leadership in the context of social 
media, more specifically in a social media platform Instagram. As I have presented in this chap-
ter, leadership research has taken interest on the visuality. Through visuality researchers have 
the potential to better understand emotional and aesthetic aspects in organizational life for ex-
ample. I have also discussed the connection between leadership and national culture and pre-
sented some of the characteristics of Finnish leadership style. The earlier research literature has 
clearly shown that national culture has implications to leadership style and that national char-
acteristics related to Finnish leadership style can be identified. From now on, I will not concen-
trate on assessing whether or not features of Finnish leadership exist but rather concentrate on 
identifying them in the social media context. This will hopefully help companies to adapt lead-
ership styles to the needs of economic globalization as we are moving towards more visual and 
social organizational life. 
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3  RESEARCH METHOD AND ANALYSIS 


My study can be categorized as a qualitative research with a cultural studies perspective. The 
 study is conducted by using a qualitative content analysis method. I decided to use this method 
 as  it  is  well  suited  for  the  study  of  qualitative  data  such  as  social  media  posts  with  images 
 (Parker et al. 2011). I decided to conduct the study in the context of social media, more specif-
 ically  in  a  social media platform  Instagram.  The  data  is  derived  from  Finnish  Instagram  ac-
 counts by using hastags (# johtajuus and #johtaminen) that refer to leadership and management 
 in Finnish context. These posts are then further coded and analyzed by using qualitative content 
 analysis method. The content in the Instagram posts is partly descriptive (captions, number of 
 likes, associated hastags) and partly latent and interpretative (images). This arrangement ena-
 bles comprehensive and versatile analysis of the data. 


In this chapter, I will introduce my research framework and the methodological approach that 
 I have chosen and discuss why this approach is suitable for studying visual materials. After that 
 I will introduce the context of my study: social media platform Instagram. I will then explain 
 how the data was collected, coded, and how it was analyzed.  



3.1 
 Methodological approach 

The study is conducted by using a qualitative content analysis method. Visual representations 
 do  not  limit  the  use  of  research  methods  and  thus  any  of  the  normal  methods  can  be  used 
 (Seppänen 2005). I chose content analysis as it is essentially a flexible research method. It gives 
 room for researcher to use either qualitative data or quantitative data or even both in the chosen 
 research framework. (White & Marsh 2006.)  


Krippendorff (2004, 18) defines content analysis as “a research technique for making replicable 
and valid inferences from texts (or other meaningful matter) to the contexts of their use.” In the 
context  of  visual  content  analysis,  Bell  (2001)  defines  the  content  analysis  as  “an  empirical 



(30)(observational) and objective procedure for quantifying recorded ‘audio–visual’ (including ver-
 bal) representation using reliable, explicitly defined categories (‘values’ on independent ‘vari-
 ables’).” While Bell’s (2001) approach to content analysis makes use of quantitative techniques 
 through coding and analysis to reveal latent features of visual material, other approaches such 
 as Iadema’s (2001) rely solely on qualitative techniques. Considered to be somewhat laborious 
 technique, Iadema’s approach to creating patterns from documentary films revealed semioti-
 cally  one  particular  interpretation  of  the  studied  phenomenon.  (Banks  &  Zietlyn  2015.)  My 
 objective is to utilize both techniques to gain comprehensive understanding of the studied phe-
 nomena.  


According to Krippendorff (2012) the term content analysis itself was included in the English 
 dictionary in 1961 where it was defined as “analysis of the manifest and latent content of a body 
 of communicated material through classification tabulation, and evaluation of its key symbols 
 and themes in order to ascertain its meaning and probable effect.” Even though the term is about 
 60 years old, the roots of it can be traced back to the early days of human history when the 
 conscious use of symbols and voice started. The interest behind symbols, latent meanings, and 
 messages has not diminished during the course of human history, and today symbolic phenom-
 ena has  taken shape in  art, literature,  education, as  well  as  in  the  mass media, including  the 
 internet and the different social media platforms like Instagram. Whereas the symbolic life has 
 shifted its way to digital era, content analysis has also transformed itself during the years. (Krip-
 pendorff 2012, 1.) It seems that content analysis has survived the test of time and thus can be 
 seen as a feasible research method when studying current visual content like social media posts 
 on Instagram. 


According to  Graneheim et  al.  (2017) qualitative content analysis is  a method  for  analyzing 
qualitative data such as  images.  Qualitative content  analysis  focuses  on subject  and context, 
emphasizing the variation. It is not limited to analyzing descriptive content only, but it can also 
be used to  analyze latent and interpretative content. For social media content like Instagram 
posts this kind of a flexible approach to the data is important, as the content can be both de-
scriptive and latent at the same time.  



(31)The approach can be inductive, deductive, and abductive. According to Graneheim et al. (2017) 
 inductive approach is characterized by a search for patterns and it is also sometimes called data-
 driven or text-driven. The use of categories and/or themes are often used in data description. In 
 the actual analysis researcher looks for similarities and differences in the data and balances in 
 between data and theoretical understanding, and concrete and abstract at the same time. (Grane-
 heim et al. 2017.) In my research, I will utilize both the descriptive content that the Instagram 
 post contains (captions, number of likes, associated hastags) and latent and interpretative con-
 tent that include images. Thus, the approach to data is both inductive and deductive in nature.  


Furthermore, the approach to the data is important in my study for other reasons as well. Kunter 


& Bell (2006) present four categories of visual organizational research based on the source of 
 the data the way it is used. The first category refers to cases where the researcher takes photo-
 graphs and uses them as a primary source of data. In short, the researcher then interprets these 
 images to generate text. The second category includes research where the photographs are taken 
 by  the  informant  and  the  researcher  then  interprets  this  data  that  the  photographs  form.  The 
 third category and the category in which my study also falls into involves the researcher taking 
 a visual artefact (photograph, artwork or artefact containing these) generated by organizations 
 members for instance and further interpreting it in words. When it comes to the images in In-
 stagram  posts  it  is  vital  to  understand  the  relationship  between  the  images  and  written  text. 


According to Mitchell (1994) written text and images should be treated equally and as insepa-
 rable to form a co-produced message (see Kunter & Bell 2006). The fourth and the less used 
 category refers to cases where the researcher takes a photograph in the fieldwork setting and 
 presents it as an analysis itself. Being used more in documentary photography rather than in 
 social sciences makes this kind of approach less used in organizational research. These catego-
 ries are not strictly limited and can also be used as a combination of different categories. (Kunter 


& Bell 2006.) 


When further interpreting the visual data and the representations there are formal ways in which 
meanings  behind  them  can  be  unfolded.  Again,  the  use  of  both  quantitative  and  qualitative 
forms  of  content  analysis  can  be  used.  Banks  &  Zietlyn  (2015)  give  an  example  of  a  study 
conducted by (Robinson 1976) where he studied the facial hair trends from 1842 to 1972 by 
counting how many men had beards in photographs published in the Illustrated London news. 



(32)As they further point out, many studies have looked at the gender roles presented in advertising 
 imaginary for instance and content analysis thus adds substance to the claims of bias. But just 
 counting the obvious items such as beards does not tell us a lot about the meanings behind the 
 images. (Banks & Zietlyn 2015.) Altheide (1987) claims that to gain deeper understanding on 
 these meanings would require complex and reflexive interaction process that is usually found 
 from  research methods  such as  ethnography. He  suggests that  ethnographic content  analysis 
 would resolve this, as it combines both the elements from ethnographic research and content 
 analysis. Besides documenting and understanding meanings, ethnographic content analysis can 
 also be used to verify theoretical relationships. Inductive in its nature, other characteristics of 
 ethnographic content analysis are the reflexive and highly interactive and central nature of the 
 researcher, concepts, data collection and analysis. (Althaide 1987.) In my study, I am essentially 
 concentrating  on  finding  the  latent  meanings  behind  the  leadership  representations  in  Insta-
 gram, and thus relying on qualitative content analysis method is justified.  



3.2 
 Context of the study 

The context of my study is social media, specifically the social media platform Instagram. In-
 stagram is a part of the social networking phenomenon that began in online space and quickly 
 spread to mobile platforms. Instagram is purely mobile social network that has been built from 
 the start around the mobile functionality although it has the web app to support it. The success 
 of mobile social media does not seem to decline as current trend is supporting instant commu-
 nication, location-based services, and augmented reality, all of which require mobile device and 
 technology. (Wu et al., 2013.) The popularity of Instagram can be seen in Finland, where in 
 2019 the use of Instagram rose in all age groups. When comparing female and male users, 62 


% of females and 47 % of males between ages 13 to 64 were using Instagram. The most active 
 users are the users between ages 15 to 29. (Pönkä 2019.) 


When it comes to academia, recent research has found photo–sharing applications like Insta-
 gram a source of data. The importance of call–to–action for public relations professionals is 
 highlighted in a recent study of fast food industry (Guidry et al. 2014). Another study concen-
 trating  on  marketing  studied  the  value  of  Instagram  in  building  brand  communities  and  co–


creating value for company brands (Roncha et al. 2016). These studies show the importance of 
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