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ABSTRACT 

Social networks allow us to trace a self-management of the image with a 
high self-referential intention. This research analyses the digital identity 
of the actress Emma Watson through her visual narrative on the social 
network Instagram. Based on an empirical and longitudinal methodology, 
an exploratory study is designed to analyze the attention metrics and the 
images published by the actress, in order to analyze the different stages of 
her visual discourse and find out if there is a relationship between her 
aesthetics and the engagement rate produced from it.
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The digital identity 
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Brand image, branding, and engagement on Instagram 
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Visual narrative and storytelling, visual aesthetics, visual sequences 

2. Design and method
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3. Field work and data analysis 
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4. Results

4.1. InstTrack App Premium (2020 – 2024) analysis

Date and number of posts

Figure 1.

InsTrack

Average number of “likes” per post

Figure 2.

InsTrack

Number of comments
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Figure 3.

InsTrack

Engagement rate

Figure 4.

InsTrack

4.2. Analysis of the images 2022-2023: engagement and content

Images with more “likes”
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Figure 5. 

 

Images with the most comments 

Figure 6. 

 

Content type 
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Table 1. 

Number of 
appearances 

Frequency of 
appearances 

Ambience 

Advertisement Paradox Prada 

Cezanne’s studio 

Clapperboard 

Emma 

Emma magazine cover Wonderland 

Emma Roberts 

Emma Webster 

Emma and team 

Emma and brother 

Emma and perfume 

Emma and dog 

Team 

Flowers 

Women in science 

Landscape 

Dog 

Painting 

4.3. Phase 5. Manual analyses of the images 
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Figure 7. 

 
Orange Data Mining Report

Figure 8. 

 
Orange Data Mining Report

5. Conclusions and discussion 
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