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This bachelor’s thesis investigates the use of adjectives in fitness coaching advertisements posted on 
Instagram, comparing the use of adjectives between British male and female fitness influencers. The 
aim of this study is to reveal any differences between the genders in the adjectives that are the most 
common in the advertisements as well as in the discourses around these adjectives. As its theoretical 
background this study utilizes theories on advertising language and gendered language. The data of 
this research consists of 30 Instagram posts and focuses more specifically on their captions. Differences 
in the use of adjectives in these captions are examined by employing both content analysis and 
discourse analysis as the research methods. 
 
The results of this research reveal that there are differences between the genders in the use of 
adjectives. Although the most frequently used adjectives were all either positive or neutral for both 
genders, the results show that the female influencers used more positive adjectives, whereas the male 
influencers used slightly more negative adjectives in their advertisements. When it comes to the 
discourses around the adjectives, both genders used adjectives to describe the product advertised. 
However, for the male influencers, the discourses around the most used adjectives focused more on 
describing physical looks and providing tips on healthy lifestyle habits, while the female influencers used 
more adjectives to describe feelings and to talk about people in a more comprehensive way. 
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Tämä kandidaatintutkielma tarkastelee adjektiivien käyttöä fitnessvalmennuksia mainostavissa 
Instagram-julkaisuissa. Tutkimuksessa verrataan adjektiivien käyttöä Isosta-Britanniasta kotoisin 
olevien mies- ja naispuolisten fitnessvaikuttajien välillä. Tutkimuksen tarkoitus on tuoda esiin mahdollisia 
eroja sukupuolten välillä tutkien mainoksissa eniten käytettyjä adjektiiveja sekä niihin liittyviä 
diskursseja. Tutkimuksen teoreettinen tausta koostuu mainoskieleen sekä sukupuolittuneeseen kieleen 
liittyvistä teorioista. Tutkimuksen data taas koostuu 30 Instagram-julkaisusta, joiden kuvatekstejä 
analysoin. Eroja adjektiivien käytössä näissä kuvateksteissä tarkastellaan sisällönanalyysiä ja 
diskurssianalyysiä tutkimusmetodeina hyödyntäen. 
 
Tutkimuksen tulokset osoittavat, että valmennusmainoksissa käytetyissä adjektiiveissa on eroja 
sukupuolten välillä. Vaikka kaikki käytetyimmät adjektiivit ovat joko positiivisia tai neutraaleja sekä 
naisten että miesten kohdalla, tulokset osoittavat, että naispuoliset vaikuttajat käyttävät mainoksissaan 
miehiä enemmän positiivisia adjektiiveja, kun taas miespuoliset vaikuttajat käyttävät hieman naisia 
enemmän negatiivisia adjektiiveja. Tutkimustulokset adjektiiveihin liittyvistä diskursseista taas kertovat, 
että sekä nais- että miespuoliset vaikuttajat käyttävät adjektiiveja mainostettavan tuotteen kuvailuun. 
Toisaalta miespuolisten vaikuttajien kohdalla käytetyimpien adjektiivien ympäriltä esiin nousevat 
diskurssit liittyvät ulkonäön kuvailuun sekä terveellisiin elämäntapoihin liittyvien neuvojen jakamiseen, 
kun taas naispuoliset vaikuttajat käyttävät miehiä enemmän adjektiiveja kuvailemaan tunteita sekä 
kuvailemaan ihmisiä kokonaisuuden huomioon ottaen. 
 
 
 
Avainsanat: adjektiivit, mainoskieli, sukupuolittunut kieli, sosiaalinen media, Instagram, 
fitnessvaikuttajat 

Tämän julkaisun alkuperäisyys on tarkastettu Turnitin Originality Check -ohjelmalla.  

 

 

 

 

 

 

 

 

 

 

 



USE OF AI IN THESIS 
 
I have utilized AI tools in my thesis: 
 

☒ No 

☐ Yes 

 
I acknowledge that I am fully responsible for the entire content of my thesis, and accept accountability for any 
violations of ethical standards in publications. 

 



Contents 

1 INTRODUCTION ........................................................................................... 1 

2 THEORETICAL BACKGROUND ...................................................................... 3 

2.1 Adjectives ....................................................................................... 4 

2.2 Advertising Language..................................................................... 5 

2.3 Language and Gender ..................................................................... 6 

3 DATA AND METHODS .................................................................................. 8 

3.1 Data ................................................................................................. 8 

3.2 Methods ........................................................................................ 10 

3.2.1 Content Analysis ................................................................................. 10 

3.2.2 Discourse Analysis .............................................................................. 11 

4 ANALYSIS ................................................................................................. 13 

4.1 Content Analysis........................................................................... 13 

4.2 Discourse Analysis ....................................................................... 18 

5 DISCUSSION AND CONCLUSION ................................................................. 21 

REFERENCES ................................................................................................ 26 

Primary sources .................................................................................. 26 

Secondary sources .............................................................................. 27 

APPENDICES ................................................................................................. 29 

Appendix 1: List of adjectives 1–50 ................................................... 29 

Appendix 2: List of adjectives 51–100 ............................................... 30 

Appendix 3: List of adjectives 101–150 ............................................. 31 

Appendix 4: List of adjectives 151–178 ............................................. 32 

 

 

 

 



 

1 

1 Introduction 

 

Adjectives have a significant role in advertising. They are used to evoke a need for a product 

and to persuade consumers into buying the product advertised by describing it in a favorable 

way (Vasiloaia 2009, 296). This study aims to examine the use of descriptive adjectives and the 

possible differences in their use in social media advertising between male and female fitness 

influencers. The use of adjectives will be studied by examining the fitness influencers’ 

Instagram captions where their own fitness or lifestyle coaching programs are advertised. 

As the use of social media has gained in popularity during the last few decades, the 

different social media channels have established themselves as significant platforms for 

advertising (Alassani and Göretz 2019, 251). Many creators, including fitness influencer 

accounts on Instagram, have hundreds of thousands or even millions of followers, making it 

possible for advertisements to reach and influence a large number of people. That is to say, 

advertisements on social media platforms such as Instagram can have a huge influence on 

consumers, making it an important area to study. Additionally, no research has yet been carried 

out into the comparison of male and female fitness influencers specifically in their use of 

adjectives in these kinds of advertising texts. On top of its importance, this topic was also 

chosen to be studied based on my personal interest in studying social media language.  

The rise of social media has enabled the immense rise of influencer culture, and 

particularly Instagram is nowadays seen as a useful platform for influencer marketing (Lee et 

al. 2022, 79). Accordingly, different kinds of influencer accounts, such as fitness influencer 

accounts, are extremely popular. According to The Merriam-Webster Dictionary, the noun 

influencer can be defined in these two ways: 
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1. “: one who exerts influence : a person who inspires or guides the actions of 

others.” (Merriam-Webster s.v. influencer) 

 

2. “often, specifically  : a person who is able to generate interest in something (such 

as a consumer product) by posting about it on social media.” (Merriam-Webster 

s.v. influencer) 

 

Fitness influencers, specifically, are people, whose main point of focus is inspiring 

others as well as gaining customers by posting fitness content to their social media accounts. 

Their content often consists of, for example, pictures and videos of them working out, sharing 

meal ideas and posting about their everyday lives. However, another important part of their 

content often consists of advertisements. These advertisements are usually brand deals with 

different fitness related companies and products, such as companies selling gym clothing, 

protein snacks or energy drinks, but a vital part of their content is also promoting their own 

products, such as online coaching programs, which is the focus of this research. Naturally, the 

purpose behind posting these coaching advertisements is gaining more paying customers. 

In my research I will determine what the most commonly used descriptive adjectives in 

the fitness influencers’ coaching advertisements are, as well as compare the number and the 

types of adjectives used by both male and female fitness influencers. Features such as the 

adjectives being positive or negative will be compared, as well as the discourses around them, 

an example being whether they focus on describing physical looks or feelings. I will thus also 

examine how the adjectives are used and what topics are emphasized and could therefore be 

considered valuable to the male and female influencers in the coaching advertisements. That is 

to say, we will gain knowledge on whether or not there are differences in what features the 

genders consider important when it comes to fitness and wellbeing. By examining the 

differences in the use of adjectives and the topics emphasized in the advertisements we can also 

determine any possible differences in how the genders use adjectives in advertising to persuade 
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consumers into buying their coaching programs, considering their mostly different target 

audiences. 

The research questions of this study are as follows:  

1. What are the most common descriptive adjectives used by the male and female fitness 

influencers in their coaching advertisements on Instagram? 

2.    How does the use of adjectives in the coaching advertisements differ between these 

genders? 

Based on my own observations as a social media user my hypothesis is that the most 

common descriptive adjectives will be adjectives that are typical in advertisements, such as 

positive adjectives especially in their superlative form, an example being the best, or words that 

are typically associated with fitness and wellbeing, such as healthy and strong. I also think that 

there will be some differences in the ways that the male and female fitness influencers use 

adjectives in their advertisements. I believe that women might use more adjectives focusing on 

comprehensive wellbeing and feelings whereas men might use a greater number of adjectives 

describing physical looks. The language might also contain other gender-related stereotypes, 

such as the female influencers using adjectives that are stereotypically considered softer and 

more feminine, whereas the male influencers might use more adjectives stereotypically 

considered tougher and more masculine. 

 

2 Theoretical Background 

 

In this section I will discuss the theoretical framework of my research, which consists of 

language theories on advertising language as well as gendered language. In this section I will 
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also explain, from a linguistics perspective, what adjectives are and additionally discuss some 

previous studies examining adjectives. 

2.1 Adjectives 

 

An adjective is a lexical unit of language used to modify or complement a noun or a pronoun. 

In other words, the function of adjectives is to describe nouns and pronouns and to provide extra 

information about their qualities and properties. In Merriam-Webster Dictionary an adjective 

is defined in the following way: 

“: one of a class of words that exists in any of numerous languages and that typically 

modifies nouns or pronouns (as by indicating number or extent, ascribing a quality, or 

distinguishing one thing from another).” (Merriam-Webster s.v. adjective) 

 

Adjectives can also be more specifically defined and categorized by examining their 

characteristics. Biber et al. (2021, 503–6) divide adjectives into central and peripheral 

adjectives according to their morphological, syntactic, and semantic features. They state that 

central adjectives can be morphologically inflected, can function as attributes and predicates, 

and are descriptive as well as gradable (2021, 503–4). Thus, for example, red, happy, and tall 

would function as central adjectives. On the other hand, Biber et al. explain that peripheral 

adjectives do not have to fulfill each of these characteristics (2021, 504), dead, alone, and 

asleep being some examples of this class of adjectives. Biber et al. further divide adjectives into 

descriptors and classifiers, descriptors typically describing, for example, size, time, emotion or 

color, whereas classifying adjectives, which can also have a descriptive meaning, place the 

noun or pronoun into “a category in relation to other referents” (2021, 506–7).  

 As previously mentioned, this study focuses especially on descriptive adjectives, which 

are used to describe the qualities and features of a noun or a pronoun. This category of adjectives 

can thus be used to describe features such as the appearance, size, colour, feeling or condition 
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of a noun or a pronoun, and accordingly, provide extra information about the noun or pronoun 

modified or complemented. 

2.2 Advertising Language 

 

Language has great power in advertising. In fact, advertising is mostly based on the effective 

use of language. Thus, even small changes in the language can have an effect on the choices 

consumers decide to make (Teodorescu 2015, 115). Consequently, research on the field of 

advertising language has been conducted for quite a long time. Important work in the field of 

advertising language has been published, among others, by English linguist Geoffrey N. Leech, 

whose criteria for a successful advertisement (1966, 27) are still relevant in the field of 

advertising today. As the purpose of advertisements is to get people to buy the product 

advertised, this is also the objective behind Leech’s four criteria. These criteria are as follows: 

1. It must draw attention to itself.  

2. It must sustain the interest it has attracted. 

3. It must be remembered, or at any rate recognized as familiar. 

4. It must prompt the right kind of action. (Leech 1966, 27) 

 

These criteria, also labelled by Leech as “attention value”, “readability (or ‘listenability’)”, 

“memorability” and “selling power”, can be fulfilled, and thus a successful advertisement can 

be created, by using different linguistic tools and devices.  

 The first function of advertisements is to spark interest in the audience (Leech 1966, 

27). One common way of fulfilling this task is using language in an unconventional way, which 

can be done by breaking the norms in the spelling, grammar and structure, and on the lexical, 

semantical and phonological levels of the advertisement (Vasiloaia 2009, 295; Leech 1966, 28).  

After sparking interest, Leech’s second criterion for a successful advertisement is that 

it must retain the interest evoked in the audience (1966, 27). This is often done by keeping the 
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structure of the language simple and by using words familiar to the audience (Leech 1966, 28), 

which makes it effortless for the audience to gain the information needed (Vasiloaia 2009, 295).  

Leech’s third criterion, making the advertisement memorable, can be fulfilled by using 

different rhetorical devices, one crucial device being repetition (Leech 1966, 29). Typical 

subjects for repetition can be slogans and the names of the products and brands as well as 

important key words, but other devices such as alliteration and rhymes are also commonly 

utilized (Vasiloaia 2009, 296).  

Leech’s last criterion for a successful advertisement is its ability to sell (1966, 27). One 

significant linguistic trait utilized in advertising language is the use of imperatives (buy, try), 

which are used to command or direct the audience to “take action”, or in other words, to urge 

the audience to buy the product advertised (Vasiloaia 2009, 296). This is also the stage where 

adjectives and descriptive language come into play. As the aim of advertisements is to sell, 

positive adjectives in particular are used to create a favorable picture of the product advertised 

(Vasiloaia 2009, 296). Research has been done on adjectives used in women’s clothing 

advertisements, which revealed that the most frequently used adjectives were all positive and 

descriptive, the top ten being new, good, soft, warm, free, full, lovely, wonderful, easy and light 

(Leech 1966, 58). Out of these adjectives, Leech also mentions the adjectives new and good 

being especially common in advertisements (1966, 58). By using descriptive language and 

versatile adjectives as well as by considering the five human senses in the use of adjectives, a 

comprehensive picture of the product advertised can be created in the minds of the consumers 

(Torto 2016, 51). 

2.3 Language and Gender 

 

Language in relation to gender has also been a topic of interest in the field of linguistics for 

some decades. One of the foundational works investigating the relationship between language 
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and gender was published in 1975 by American linguist Robin T. Lakoff. In her book Language 

and Woman’s Place (2004 [1975]), Lakoff studies language from a social perspective and 

argues that there are differences in the ways that women and men use language. She states that 

these differences are ultimately formed and shaped by society, this shaping process beginning 

within us at a very young age. 

 In her book, Lakoff (2004 [1975], 57) explains that this variation in language between 

the genders is present everywhere in the English grammar. When it comes to gender differences 

specifically in the use of adjectives, Lakoff presents examples concerning vocabulary on 

differentiating shades of colours (2004 [1975], 57–61). She states that women use more precise 

words for the different shades of colours, such as “mauve” or “lavender”, and that if men used 

these words, they might be seen as either mocking the speech of a woman, being a homosexual, 

or being an interior decorator (2004 [1975], 57). She also discusses other adjectives, 

categorizing them as neutral, which according to her, both genders can use, and as adjectives 

that only women can use, stating that it would “be damaging to his reputation” if a man used 

adjectives belonging to this category (2004 [1975], 60–61). Lakoff includes the following 

adjectives in the neutral category: great, terrific, cool and neat (2004 [1975], 60). In turn, the 

following adjectives are categorized as “women only” adjectives: adorable, charming, sweet, 

lovely and divine (2004 [1975], 60). 

 Other, more recent, research on language in relation to gender has also been conducted. 

Park et al. (2016) studied differences in the language used by men and women on the popular 

social media platform Facebook. The results of their study show that there are differences in 

the topics associated with the genders (2016, 6–7). According to their findings, the words and 

topics associated with women’s language covered describing “positive emotions”, “social 

relationships” and “intensive adverbs”, whereas the topics associated with the speech of men 

included “politics”, “sports and competition” and “specific interests or activities, such as 
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shooting guns, playing musical instruments, or playing video games” (2016, 7). Women’s 

speech was also found to be warmer and more affiliative, while the speech of men was found 

colder (2016, 19). Somewhat similar results were gathered by Newman et al. (2008, 211, 223) 

who found that women’s language included more words related to topics such as social life and 

psychological processes, and men’s language, on the other hand, contained more topics that 

were impersonal and related to current issues, while also containing more swearing. 

 

3 Data and Methods 

 

In this section I will explain what the data of this research consists of and how it was gathered. 

Additionally, I will motivate the reasons behind my chosen research methods as well as explain 

the theoretical side of these methods. 

3.1 Data 

 

When it comes to gathering the data for this study, I began by selecting 15 British female and 

15 British male fitness influencers. To select the accounts, I used both Google’s and Instagram’s 

search engines with many different entries. Some examples of the entries I used when looking 

for the accounts to study are “UK fitness influencer”, “UK fitness coach”, “UK coach” and 

“Top British fitness influencers”. From the results of these searches, I chose each account that 

I found that fit my chosen criteria. My chosen criteria when looking for suitable accounts were 

that I wanted all the accounts studied as well as their content to be public and the influencers to 

have a bigger audience. For that reason, I only chose to study accounts that are considered 

“macro influencers”, having more than 100 000 followers, or “mega influencers”, their 

following being in the millions (Alassani and Göretz 2019, 253). To fit in the scope of this 
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research and to make the results comparable, I decided to study influencers from only one 

country, the United Kingdom. 

As the scope of this study is not very large, I chose to examine the use of adjectives in 

only one Instagram caption from each of the chosen accounts. From each account, I chose the 

most recent caption where the influencer advertises their own fitness or lifestyle coaching 

program. Only the caption texts were included as data, and thus any text in the photos or the 

comments was not analyzed. I also chose not to examine the hashtags as they were included in 

only some of the captions, as well as, for the relevance of this study, not to include in my 

adjective count those adjectives that were a part of the name of an exercise, such as seated and 

lateral in “seated lateral raise”. The posts chosen to be analyzed were all posted between 

1.1.2025 and 19.3.2025. 

The chosen captions were quite varied in their content. Some of them were short, clear 

and concise, while some posts were longer and contained, for example, the influencers’ own 

experiences. Some of them also included a short description of a customer’s journey, but in 

those cases, it was only a small part of the text, and thus those were included in the data. The 

character limit for Instagram captions is 2200 characters, but most of the captions analyzed 

were a lot shorter. The two following captions are examples of the data used in this study: 

 

(1) 🏝️❤️ISLAND BODY PROGRAMME ❤️🏝️pre sale is live, if you’re on the 

list check your email (and junk incase)!! 

 

A few testimonials and pics from my last challenge… && this one’s EVEN 

better!! My BEST, most effective programme yet!!! 🏝️❤️ 

 

Here’s the link: 

 

www.shapeupwithgabby.co.uk 

 

It will expire once spaces are gone!!!!  
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GO GO GO!!!! (Allen 2025) 

(2) Do I try get even leaner?! Yes or no? 📈📉 

Link in bio for 121 coaching application: @jossmooney. (Mooney 2025) 

 

 

Having collected all data, that is to say 30 Instagram captions, the corpus of this study 

finally consists of 4139 words. This word count includes all text and characters, with the 

exception of hashtags and emojis, which I decided to exclude from the data. From the corpus 

consisting of, again, 4139 words, 2362 of the words collected are from the male influencers and 

1777 from the female influencers. As the number of words collected from the male influencers 

is somewhat greater than the number of words collected from the female influencers’ posts, I 

will study the use of adjectives in relation to the word count. By doing that, I am ensuring that 

the results of this study are as comparable as possible. 

3.2 Methods 

 

To address the research questions, the study will use both qualitative and quantitative 

approaches. The data gathered was analyzed by employing both content analysis and discourse 

analysis, which I will describe in this section. More precisely, I am going to first use a more 

theoretical perspective to describe what these methods are and then explain how I employed 

them in my study. 

3.2.1 Content Analysis 

 

The first method used in this study is content analysis, which functions as the quantitative side 

of my research. According to Neuendorf, content analysis can be defined as “the systematic, 

objective, quantitative analysis of message characteristics” (2017, 1). She continues by 

explaining the wide array of different fields of study where using this method may be useful, 

https://www.instagram.com/jossmooney/
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also mentioning advertising as well as social media, which are the interests of this research. As 

the aim of the first stage in my research is to reveal any possible patterns or trends in the use of 

adjectives, especially by using categorization to examine the adjectives, content analysis is a 

suitable method to be employed at this stage.  

In my study, this method was used to carefully examine all the Instagram captions, from 

where I counted all the instances of descriptive adjectives, as well as sorted the adjectives into 

three different categories. As my tools at this stage of the analysis, I decided to use Microsoft’s 

programs Word and Excel, as they were the best suited for my needs in this study.  

Additionally, as previously mentioned, I sorted the adjectives into three different 

categories: positive, negative and neutral adjectives. Sorting the adjectives proved to be quite 

challenging, as it is not always perfectly clear which of those categories an adjective, such as 

heavy, crazy or huge, might belong to. For that reason, I also had to consider the context in 

which the adjectives were used. To be able to answer to the research questions as well as 

possible, the different forms of the adjectives, such as good and the best, were counted as 

separate adjectives in my research. Finally, all the results were converted to numbers and tables, 

which I could then use to compare the results between the male and female influencers to 

identify any patterns or trends in their use of adjectives. 

3.2.2 Discourse Analysis 

 

The second method chosen to be used in my research is discourse analysis, which adds a 

qualitative side to my research. The method is quite broad and used in many fields, and thus it 

can be challenging to explain its meaning. Taylor (2013, vii) explains that discourse analysis is 

“a vital method for understanding a key aspect of social life, namely what people say and how 

they say it”. She proceeds to state that the method “usually refers to a research approach in 

which language material, such as talk or written texts, and sometimes other material altogether, 
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is examined as evidence of phenomena beyond the individual person” (2013, 2). Accordingly, 

the method can be used to study language on a deeper level and is thus suitable to be applied as 

the second method in my research, as the aim of this stage is to delve deeper into the use of 

adjectives. In my study, the method is used to reveal what differences there are in the discourses 

around the adjectives between the male and female influencers. In other words, the method 

should reveal any possible differences in the themes that the adjectives describe in the 

advertisements. 

I categorized the adjectives into seven different categories highlighting the themes and 

topics that are actually discussed around the adjectives. The categories are as follows:  

1. Describes a feeling  

2. Describes one’s appearance  

3. Describes a person as a whole  

4. Describes the coaching program  

5. Describes a recommended habit  

6. Describes a workout 

7. Other 

 By examining the possible reasons behind using discourses belonging to these 

categories I was able to conclude some deeper differences in the use of adjectives between the 

genders, such as what is emphasized and what could therefore be considered valuable to the 

influencers when it comes to fitness and wellbeing as well as advertising. 

As the length and scope of this study are very limited, this section must also be quite 

concise. Thus, I have decided to only study the five most frequently used adjectives by each 
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group of influencers. When the numbers of instances of these adjectives are counted together, 

it produces a corpus of 45 adjectives to study, 22 from the females and 23 from the males.  

 

4 Analysis 

 

In this section I am going to analyze the results that I obtained by studying the data, having 

employed both content analysis and discourse analysis as my methods. I am going to first 

analyze the results that I have obtained by using content analysis as my method and then 

proceed with the results gathered by employing discourse analysis. 

4.1 Content Analysis 

 

The results of my study show that in the 30 captions studied, and based on a corpus of 4139 

words, 178 different descriptive adjectives were used. The number of different descriptive 

adjectives used was 91 for the females and 119 for the males, and these different adjectives 

were used in the captions altogether 119 times for the female influencers 174 times for the male 

influencers. As previously mentioned, the captions of the male influencers in my set of data 

have more words than the female influencers’ captions, the males’ captions consisting of 2362 

words to be more precise, and the females’ captions consisting of 1777 words, and thus I also 

counted the percent of adjectives used in relation to the word count of the captions. The 

percentage of adjectives in relation to the word count used in the male influencers’ posts was 

7,4% whereas it was 6,7% for the female influencers. That is to say, the male influencers used 

marginally more adjectives than the female influencers, the difference being 0,7%.  

The differences in the numbers of positive and negative adjectives, however, are a bit 

more significant compared to the sole numbers of adjectives used in relation to the word count. 
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The percentage of positive adjectives used in relation to all the adjectives by the female 

influencers was 47,9% compared to the male influencers’ 40,2%, the difference being 7,7% 

more for the females. On the other hand, the percentage of negative adjectives out of all the 

adjectives was 8,4% for the females and 12,1% for the males, the difference here being 3,7%. 

It can thus be stated that the female influencers used considerably more positive adjectives than 

the males, when compared to the total adjective count. Also, in relation to the total adjective 

count, the male influencers used more negative adjectives compared to the female influencers. 
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Next, I am going to discuss what the most frequently used adjectives in these Instagram 

captions were. The results of my research show that the five most common adjectives used by 

the male influencers were good, online, best, big and free, which were all considered either 

positive or neutral. To be more precise, three of the adjectives were considered positive and 

two neutral. These adjectives were all used four or more times.  
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The Five Most Used Descriptive Adjectives by the Male Fitness Influencers 

Adjective Number of Instances Category 

good 5 positive 

online 5 neutral 

best 5 positive 

big 4 neutral 

free 4 positive 

 

Some examples of the contexts in which each of these adjectives were used by the male fitness 

influencers are as follows: 

 

(3) Prioritising good sleep.. all good habits start with quality sleep. (Simmonds 

2025) 

(4) At FVNG Online Coaching, we recognize the importance of a balanced, 

sustainable approach to fitness and nutrition. (Fvng 2025) 

(5) The Challenge starts on Monday, lasts for 9 weeks and is a chance for you to 

start the new year in the best shape of your life. (Morsia 2025) 

(6) But I also want you to know that the first small steps lead to big changes that 

can be enjoyable and sustainable 🙏. (Wicks 2025) 

(7) 7days free trial on my Crossliftr training and nutrition app check out my bio 

🤙🏾. (Vincent 2025) 

 

 

The five most common adjectives used by the female influencers, on the other hand, 

were best, new, good, first and proud. They were used three or more times, and three of the 

adjectives were considered positive and two neutral, the results thus being similar to the 

abovementioned results of the male influencers’ five most common adjectives. 
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The Five Most Used Descriptive Adjectives by the Female Fitness Influencers 

Adjective Number of Instances Category 

best 7 positive 

new 5 neutral 

good 4 positive 

first 3 neutral 

proud 3 positive 

 

The following excerpts are examples of the contexts in which each of these adjectives were 

used by the female fitness influencers: 

 

(8) Showing up as the best version of yourself looks different for everyone; maybe 

for you it’s training hard in the gym 4-5 x a week or working on your side 

hustle everyday, whatever it is, show up as that person!!! (Doherty 2025) 

(9) Download my app, new users get 2 weeks free to try it out! (Black 2025) 

(10) NO restrictions, good food, insane sessions with pbs, lovely weather and a 

happy G! (Ladums-Jones 2025) 

(11) Come join now first class is up already, 30% off if you join today!! 🤍 
(Kirkland 2025) 

(12) this is my own brand I’m exceptionally proud of! (Cela 2025) 

 

 

Comparing the most used adjectives proved to be quite challenging, as there was lots of 

variation in the numbers. For that reason, I had to limit the number of adjectives shown in the 

tables above to only include the five most used adjectives. The interested reader is referred to 

the appendix, which contains a list of all adjectives. 
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4.2 Discourse Analysis 

 

After completing the content analysis stage, I was able to proceed with the discourse analysis. 

As previously mentioned, I had to limit the amount of data studied in this section, and thus I 

only studied the use of the five most common adjectives by the males and the females, which, 

again, gave me a corpus of 45 instances to study, 23 of the adjectives coming from the captions 

of the male influencers and 22 from the female influencers. Consequently, as these were the 

most used adjectives, the adjectives analyzed in this section are as follows: good, online, best, 

big and free for the male influencers and best, new, good, first and proud for the female 

influencers. As stated before, the seven categories which these adjectives were sorted into are: 

1. Describes a feeling, 2. Describes one’s appearance, 3. Describes a person as a whole, 4. 

Describes the coaching program advertised, 5. Describes a recommended lifestyle habit, 6. 

Describes a workout, and 7. Other.   

 

The Top Five Adjectives Categorized According to the Discourses 

Discourse Number of Instances from 

the Male Influencers 

Number of Instances from 

the Female Influencers 

1. Describes a feeling 
1 4 

2. Describes one’s 

appearance 
4 0 

3. Describes a person as a 

whole 
2 4 

4. Describes the coaching 

program 
7 5 

5. Describes a 

recommended habit 
6 1 
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6. Describes a workout 
1 2 

7. Other 
2 6 

Total: 23 22 

 

Categorizing the adjectives and examining the results reveals clear differences in the 

ways that the male and the female influencers use adjectives. For the male influencers, most 

adjectives, the number being seven, were sorted into category 4. Describes the coaching 

program. Six of the adjectives were sorted into category 5. Describes a recommended habit, 

and four adjectives were considered belonging to category 2. Describes one’s appearance. For 

the male influencers, these are the three categories with the most instances.  

 For the female influencers, most adjectives, the number being six, were considered as 

belonging to category number 7. Other. These adjectives could not be considered belonging to 

any of the other abovementioned categories. Five of the adjectives were sorted into category 

number 5. Describes the coaching program, which was also the category including the most 

instances for the male influencers. For the female influencers, both categories number 1. 

Describes a feeling and number 3. Describes a person as a whole include four instances.  

The results show that both male and female influencers use adjectives in their 

advertisements to describe their coaching programs as in the following examples, the first 

example coming from a male fitness influencer’s caption and the second one from a female 

influencer: 

(13) This e-book will give you an insight into what we do Online but there is also a 

free TRIAL on our online coaching platform that you can get right now if you 

comment “TRIAL” on any of our latest posts! 🤝 (Collard 2025) 

(14) My BEST, most effective programme yet!!! 🏝️❤️ (Allen 2025) 
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As previously mentioned, using adjectives to describe the product, which in this case is the 

coaching program, is very typical in advertisements. Especially positive adjectives are used to 

give the customers a favourable picture of the product (Vasiloaia 2009, 296), as in example 14, 

where the superlative form best is used to describe the coaching program in a positive light, and 

to, hopefully, get new customers to join the coaching. In example 13, the adjective free is also 

used to tempt customers to join a program by stressing that they can try the program without 

having to pay. 

On the other hand, in the advertisements, the male influencers use adjectives more than 

the female influencers to give recommendations on lifestyle habits and to describe physical 

looks as in these examples: 

(15) Prioritising good sleep.. all good habits start with quality sleep. (Simmonds 

2025) 

(16) Eat BIG to get BIG. (Maxted 2025) 

 

By giving recommendations on healthy or helpful lifestyle habits, as in example 15, the 

influencer is giving some concrete tips to the reader of the advertisement. This could possibly 

be seen as giving the reader a small snippet of the actual coaching program, and to show them 

that they are going to get concrete methods like these to help them on their fitness journey, if 

they decide to buy the product. Giving other people tips on healthy lifestyle habits and choices 

could also signify the male influencers valuing these kinds of habits as well as wanting to help 

others to get started on their fitness journeys. 

 The male influencers using more adjectives than the females to describe physical looks, 

on the other hand, could signify them valuing physical looks more when it comes to fitness. 

The adjective big in the excerpt 16 is an example of this discourse, the male influencer here 

valuing being physically big and muscular and also choosing to use this adjective to market his 

coaching program to possibly mostly other men. 
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Alternatively, the female influencers use more adjectives to discuss feelings and to 

describe themselves or some other person as a whole: 

(17) p.s, if nobody told you today, I am soo proud of you for being on this self 

improvement journey with me!!!! 💖 (Doherty 2025) 

(18) Build your goals around how you want to feel, not just how you want to look 

and put the work in for both, when you visualise your best self - do you see her 

stood on a scale weighing an exact number? I doubt it. (Johnson 2025) 

 

In example 17, by stating her feelings, the influencer is being very encouraging to her followers 

and customers who have decided to join her coaching program. The female influencers using 

more adjectives to describe their feelings as in this example highlights them valuing 

empowering their customers, who are usually other women. This also reveals that they are not 

afraid of showing their emotions, which are an important part of anyone’s fitness journey. On 

top of this, using feelings and emotions is also an important and useful technique in advertising 

(Poels and Dewitte 2019, 81), and the female influencers could be seen as employing this 

technique in their marketing by trying to connect with their audience this way.  

 The same goes for example 18, where the female influencer uses the adjective best to 

describe a whole person, as in “your best self”. Both feelings and looks are considered. These 

kinds of discourses highlight the female influencers valuing being both happy and healthy as 

well as content with the way they look when it comes to fitness. As the female influencers could 

be seen as valuing this kind of comprehensive wellbeing, it is also highlighted and taken into 

consideration in their advertisements to mostly other women. 

5 Discussion and Conclusion 

 

In this section I am going to summarize the findings of this research. I am also going to discuss 

the limitations of this study, as well as provide some ideas for future research on this topic.  
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The research questions that this study aimed to provide answers to are as follows: 

1. What are the most common descriptive adjectives used by the male and female fitness 

influencers in their coaching advertisements on Instagram? 

2.    How does the use of adjectives in the coaching advertisements differ between these 

genders? 

Answers to these questions were obtained by employing both content analysis and discourse 

analysis as the research methods. The first research question was examined by utilizing content 

analysis, and the results obtained are as follows; the five most common descriptive adjectives 

used by the male fitness influencers were good, online, best, big and free, and for the female 

fitness influencers these were best, new, good, first and proud. Even though there are 

differences in these adjectives, the five most common adjectives were all either positive or 

neutral for both genders. However, when it comes to the most used adjectives being masculine 

or feminine, there are two that are worth mentioning; the adjective big, which was in the top 

five for the male influencers and paints a tougher and more masculine picture, and proud which 

belonged to the female influencers’ five most common adjectives and possesses a more soft and 

feminine tone. 

Using content analysis as my method, I was also able to determine differences between 

the genders in the percentages of positive, negative and neutral adjectives used. According to 

the results, the female influencers used more positive adjectives than the males, and in contrast, 

the male influencers used more negative adjectives. Thus, it could be possible that the female 

influencers advertise more through positivity, such as being encouraging and discussing 

positive experiences, whereas the male influencers may advertise more by, for example, 

discussing more negative situations and then giving solutions to resolve these situations. 

However, these are just hypotheses and more research around this topic should be done. 
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Another small difference that I found was that the male influencers used just marginally more 

adjectives than the female influencers, the difference being 0,7%.  

Next, I will explain the results obtained by employing discourse analysis. Through 

examining the results gathered, I was able to determine some deeper differences beyond the 

word level between the genders; in the ways that they advertise their programs as well as what 

could be seen as valuable to them when it comes to fitness and wellbeing.  

According to the results, both genders use adjectives in their advertisements to describe 

the product that they are selling, which they often do by describing the coaching program in a 

factual as well as favorable way. As previously mentioned, describing a product especially by 

using positive adjectives is a very typical trait in advertising language (Vasiloaia 2009, 296). 

When it comes to the male influencers, the results show that they use more adjectives 

to give the reader concrete tips on lifestyle habits, which could be seen as them actually wanting 

to help the reader of the advertisement as well as it being an advertising technique; providing 

examples of what the customer could get if they bought their coaching program. Another 

discourse that was more apparent in the male influencers’ advertisements was describing 

physical looks. This could signify the male fitness influencers valuing physical looks in fitness 

and thus them also marketing their programs through promising better physical looks for their 

audience, if they decide to buy their product.  

On the other hand, discourses around feelings were more apparent in the advertisements 

by the female influencers. This could be seen as them wanting to encourage and empower their 

followers and customers, but using emotions in advertisements can also be a useful marketing 

technique (Poels and Dewitte 2019, 81). Describing a person as a whole, whether the person 

described was themself or their customer, was another discourse that was more used by the 

female influencers. This could be interpreted as them valuing comprehensive wellbeing and 
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being happy with both the way they look as well as feel and thus promoting this value in their 

advertisements to get especially other women to buy their coaching program.  

Finally, there are some limitations to this study that should be taken into consideration. 

First of all, as this study is only a bachelor’s thesis, the scope and length of this study are 

somewhat limited. It is not possible to make this study very comprehensive, and therefore, the 

topic of the research is well defined, and the set of data collected and analyzed is relatively 

small. As the set of data is limited, containing only 30 Instagram captions from 30 different 

influencers, it should be noted that the limitedness of the data could possibly distort the results 

of this research. There are also differences in the adjectives analyzed between the genders 

especially in the discourse analysis section, as it was not possible to include all the adjectives 

to be analyzed. This may have influenced the results obtained and thus more research with a 

bigger set of data around this topic should be done. Additionally, the limited scope of this 

research resulted in only two genders, men and women, chosen to be studied. 

Another important feature to consider is Instagram’s algorithm. As I used certain key 

words for searching for suitable influencer accounts to study by using Instagram’s own search 

engine, the algorithm on Instagram will give me suggestions on accounts that it thinks I would 

be interested in and that are similar to the ones that I already follow. That might have had an 

effect on the accounts that were suggested to me and thus chosen to be analyzed in this study.  

In addition, it could be possible that the content that the influencers post on Instagram 

varies depending on the time of the year. There are certain trends when it comes to fitness and 

wellbeing that have to do with the time of the year, two examples being the new year, when 

creating new, healthy habits is emphasized, and summer, when it seems to be trendy to want to 

achieve a “beach body” or a “summer body”. It should be considered that the captions analyzed 

in this study were all published in the first three months of the year, as it could have an impact 

on the results. Additionally, there is a level of subjectivity in deciding whether some of the 
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adjectives are considered neutral, positive or negative. However, if it was unclear whether or 

not some adjective is positive or negative, it was considered neutral in my study. 

All in all, the aim of this study is to function as a pilot study. More research on the topic 

should therefore be done, and when it comes to future research, it would be interesting to 

broaden the topic to handling the whole content of the Instagram posts, including the pictures 

and videos, as well as all the text in the captions and possibly even in the comment sections. 

During the process of analyzing the caption texts, I noticed variation in, for example, the use of 

imperative and the other moods of the language. I also noticed that the use of emojis was very 

common, and it would be interesting to study how they could possibly be used, for example, in 

further promoting the message of the caption texts. I would also suggest that it could be 

beneficial to the research to broaden the set of data by including more posts and more accounts 

from influencers around the world, to get more realistic results. 
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Appendices 

Appendix 1: List of adjectives 1–50 
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Appendix 2: List of adjectives 51–100 
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Appendix 3: List of adjectives 101–150 
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Appendix 4: List of adjectives 151–178 
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