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ABSTRACT 

 

Concepcion, B.S. (2017) The Rise of Short Form Media: A Study on the Utliization of 

Snapchat as a Powerful Advertising Platform, Unpublished undergraduate thesis, 

University of the Philippines College of Mass Communication 

 

 In times where social media is part of our everyday lives and new media 

applications are widely used around the world, it is important to understand and study 

these emerging platforms for communication and how they are applied in society.  

 

 This study focuses on Snapchat as a social media platform, the context that 

surrounds it, its features and its uses. It will analyze the emergence of the application, the 

reasons for its success, and how the target market of Snapchat utilizes the application. 

Based on Bainbridge & Barthes's semiotic theory and Don Schultz's advertising guide, a 

qualitative advertising critique and semiotic analysis on a time-frame sample of Kylie 

Jenner's Snaps was utilized in this study. In a break down of Kylie's Snaps, it was 

uncovered that they hardly followed what might traditionally be called "good 

advertising", and possess instead, a variety of production values that are more in line with 

the characteristics of millennials.  

  

 

Keywords: Social Media, Ephemeral Media, Short Form media, Advertising, Snapchat, 

Instant Messaging, Millennials, Kylie Jenner 



 

ABSTRAK 

 

Concepcion, B.S. (2017) The Rise of Short Form Media: A Study on the Utliization of 

Snapchat as a Powerful Advertising Platform, Unpublished undergraduate thesis, 

University of the Philippines College of Mass Communication 

 

 Sa panahon kung saan bahagi na ng ating pang araw-araw na buhay ang social 

media at kung saan mayron panibagong media applications na ginagamit sa lahat ng 

bahagi ng mundo, mahalaga na intindihin at pag-aralan ang mga panibagong plataporma 

para sa komunikasyon at kung paano sila maaaring gamitin sa lipunan. 

 Ang pokus ng pag-aaral na ito ay ang Snapchat bilang isang plataporma ng social 

media, ang kontekstong nakapalibot ditto, at ang mga katangian nito at kung paano ito 

maaaring gamitin. Susurrin ng mananaliksik ang pagsikat ng application, kung paano ito 

sumikat, at ang mga dahilan ng pagsikat nito at ang mga paraan kung paano ginagamit ng 

target market ng Snapchat ang application. Gumagamit ang mananaliksik ng qualitative 

advertising critique at semiotic analysis na naka-base sa semiotic theory ni Bainbridge at 

Barthes at sa advertising guide ni Don Schultz para sa pananaliksik na ito. 

 Natuklasan na hindi masasabing pasok ang mga Snap ni Kylie sa tradisyunal na 

pamantayan ng isang “magandang advertisement” ngunit, nagtataglay ang mga ito ng 

production values na mas angkop sa mga katangian ng mga millenials. 

 

Keywords: Social Media, Ephemeral Media, Short Form media, Advertising, Snapchat, 

Instant Messaging, Kylie Jenner
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Chapter I 

INTRODUCTION 

 

Background of the Study  

 

Broadcasting and the Internet -- A Blurring of the Lines  

A. Popularity of the Internet and Mobile As a Platform of Communication  

 

 In the age of information and technology, the Internet has enabled multiple new 

forms of communication to spring forth. Forms of communication such as social media 

websites like Facebook and Twitter, instant messaging applications such as Viber and 

Telegram, as well as ephemeral media like Snapchat and Instagram Stories.  

 

 However, it is not only communication that millennials prefer to do online. A 

2015 study by the Daily Herald shows that a significant 73 % of millennials also prefer to 

shop online.  

 

B. Advertising and the Consumption Patterns of Millennials 

 

 By 2018, millennials will have the most spending power compared to any other 

generation, according to Golden Gate University marketing professor and retail 

researchers Jane O'Donnel and Kit Yarrow. "Millennials" is a term coined for the 

generation that is born approximately between the years 1980 and 2000. 



 2 

 

 Keeping this in mind, retailers and businesses are scrambling to adjust to the 

particular tastes of this generation, and media is no different. In a Harvard Business 

School study entitled "The Rising Cost of Consumer Attention" Thales Teixeria (2014) 

says:  

"Attention is a necessary ingredient for effective advertising. The market for 
consumer attention (or “eyeballs”) has become so competitive that attention 
can be regarded as a currency." 

 

 Yet what becomes of the currency that is consumer attention or "eyeballs" when 

your primary market is known to have an attention span that rivals a goldfish? According 

to a 2015 study by the Canada-based technology giant Microsoft, the attention span of an 

average millennial now rests at 8 seconds -- a 4 second drop from the average attention 

span recorded just in 2000.  Cementing what this data means for retailers and advertisers, 

Microsoft CEO Satya Nadella asserts that the true scarce commodity of the near future 

will be human attention.  

 

 Coupled with new consumption habits that also come with a new generation, 

consumer attention has many tangible effects on advertising. Consumer psychology 

expert as well as author of Buyology Martin Lindstorm instructs advertisers:  

 
"The word count in ads must be reduced, the messages minimized, and the 
language, pictures, music and sounds completely aligned." 
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 While advertisers are cutting down, so are the ways in which millennials create 

content on social media. In a study by the Pew Research Center conducted in 2010, the 

rate of teenagers who blog has decreased to 16 % from a much more significant 28 % 

back in 2006. Blogs are multi-page diary-like entries that may simultaneously house 

other forms of content such as videos and photos. Popular blogging websites include 

Blogspot and Tumblr.  

 

 In the current context, this is further supported by the emergence of media that 

exclusively allows you to create content that is 'shorter' by being time or character-bound, 

otherwise known as Short Form Media. Twitter is considered one of the pioneers of such 

forms of media, limiting tweets to 140 characters and thus forcing companies who desired 

to connect with their consumers on this platform to follow suit.   

 

C. Snapchat as a Phenomenon and its Potential for Self Promotion and Advertising 

 

 The phenomenon of media reduction can be found not only in user and brand-

manufactured content, but also in communication between users. IM, or "Instant 

Messaging" is a type of online chat which offers real-time exchange of text, images, 

video and voice transmission over the Internet, but it is also used for exchanging 

emotions via emoticons, information provision, behaviour change interventions and 

surveying (Cole- Lewis & Kershaw, 2010; Hawn, 2009; Ramirez & Broneck, 2009; 

Ogara, Koh, & Prybutok, 2014) Currently, IM is a feature that is present in a bulk of 

Social Networking Sites, or SNS, as well as in social media applications such as 
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Instagram, LinkedIn and Whatsapp.  

 IM has made few drastic changes since its boom through the Yahoo Messenger 

computer program back in the late 1990's to the early 2000's, with most adjustments 

being performance-related in nature. Proof of this is how we can trace popular features 

such as stickers and emoticons (now more popularly referred to as emoji) to earlier forms 

of IM.  However, there is a new category of IM that is changing the field of Short Form 

Media, as characterized in a study by Lukasz Piwek and Adam Joinson for the University 

of the West of England in April 2015. This game-changer is known as Snapchat.  

 Snapchat has grown at an astonishing rate since its release in 2011 -- from 10 

million in mid-2012 to over 70 million in early 2014, and 100 million in early 2015 

(according to Wall Street Journal evaluation; Macmillan & Rusli, 2014; Wohlsen, 2015).  

  

 One of the key differences between Snapchat and other forms of IM, is that it only 

keeps Snaps (photos and videos sent via Snapchat) available for viewing online for a 

limited amount of time. This ephemeral Short Form Media takes 'short' to a whole new 

level -- videos can only be recorded to up to 20 seconds, and viewed for up to 10 seconds.  

 

 What can you do with such a limited amount of time, and why do people love 

doing it? According to Piwek and Joinson in their study "'What do they snapchat about?' 

Patterns of Use in Time-Limited Instant Messaging Service", people use it to intensify 

bonding as opposed to building social capital -- which is closely associated with reasons 

for using Facebook. Despite the findings of Piwek and Joinson, there have been 

influential figures and business corporations who were able to transform Snapchat into a 
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platform for self-promotion and advertising -- which incongruously, is a form of building 

social capital.  

 This study is focused on how Kylie Jenner utilized Snapchat, one of the most 

popular forms of Short Form Media or New Media, as a platform of advertising.  

 

Statement of the Problem 

 

 Given the rising popularity of Short Form Media, this study aims to understand 

how effectively did selected cases of businesses and influential figures utilize Snapchat as 

a means of self-promotion and advertising.  

 

Objective of the Study  

 

To answer the research problem and its specific questions, the following are teh 

objectives of the study:  

 

(1) What are the usage patterns, uses, and gratifications of Millennials and other 

users when using Snapchat?  

 

(2) What are key features that define a user's Snapchat experience? 

 

(3) How did the utilization of Snapchat features make the Kylie Jenner case a 

good example on self-promotion and advertising? 
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 a. What features were utilized? 

 b. How do these features work? 

 c. What are the ways they were utilized?  

 

(4) What common advertising strategies or objectives in the case study can be 

identified in decisions to use Snapchat to communicate with their target audience? 

 

(5) To what extent did Kylie Jenner succeed or fail in her use of Snapchat?  

 

Rationale 

 

 Advertising has permeated society to degrees that are beyond the layman's 

comprehension. It is a constantly evolving and adapting institution, adjusting itself to 

society's ever-changing tastes. The goals of different advertisements vary, some want to 

create awareness and others want to create buyers. But all in all, they play a major role in 

shaping society, its values, and decisions we make. 

 

 Some forms of advertising have carved for themselves an almost permanent place 

in our society -- forms like print and television have been around for decades and are still 

popular to this day. 

 

 However, there are new forms of media that have flourished, and others that are 

on the rise. While social media has been subjected to numerous studies already, there are 
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now subgroups as well as hybrids, or media that contain features that are synonymous to 

several different forms of media, that have yet to be fully explored. 

 

 New media, such as Snapchat, is a mine full of undocumented practices, 

advertising strategies, and societal effects that have yet to be measured, analyzed and 

examined under academic and professional lenses. This study will aid in understanding 

millennials better, as well as in determining how to advertise towards them.  

 

 Furthermore, identifying new techniques in advertising and the rationale behind 

them will contribute to the reservoir of academic knowledge on the advertising industry, 

as well as aid advertisers and agencies to duplicate these techniques in the field.  

 

 Lastly, the researcher herself is a zealous user of Snapchat, who uses the 

application several times a day, for both posting and viewing Snaps. She is exposed to 

both private accounts as well as advertisements, and goes to the extent of tapping on the 

accounts of content producers such as Cosmopolitan, CNN and the Food Network, 

despite not seeking these same media brands outside of Snapchat. She finds this 

compulsion interesting, and would like to know more about how advertisers are using the 

unique features of Snapchat to connect with its user base.  

 

Significance of the Study  

 Snapchat is considered both as social media, and short form media, both classified 

as categories under "New Media". A study on its utilization in advertising, may 
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contribute to the sources of information of Broadcast Communication classes such as 

Communication 160, Broadcast Communication 174, Broadcast Communication 164,  

and Broadcast Communication 197 through promoting a direction that keeps up and is 

relevant to the distinct characteristics of the new generation. One of the ways it does so is 

through aiding the students in understanding and studying more recent advertising 

campaigns. It also leads to a more targeted and accurate marketing mix when conducting 

feasibility studies and launching promotional and advertising campaigns for class 

projects.  

 

 Apart from within the setting of a university, this study benefits advertising 

practitioners as it provides them an analysis of how actors like Kylie Jenner have 

successfully used Snapchat as the sole means in promoting her business, or how she has 

remained a top contender in the competitive industry of cosmetics through Snapchat 

filters.  

 

 The insight from this paper on patterns of usage allows advertising practitioners to 

duplicate and modify the featured campaigns for their own practices, and may be applied 

in other ways towards other forms of short-form media as well.  

 

Coverage 

 

 Firstly, this study analyzes the generation known as "Gen Y", or "Millennials", 

who are a significant portion of Snapchat's user base. It will study key behavioral 
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characteristics, media consumption habits, and other features or circumstances that define 

this generation.  

 

 This study also dissects the smartphone application known as Snapchat from its 

conception until recent. This study answers what are the features that were available upon 

the creation of Snapchat, what was added over time and perhaps why, and what Snapchat 

looks like now. It scrutinizes the user base of Snapchat, their demographics and 

psychographics, and the rate at which this user base has grown over a period of time.  

  

 All of the data aforementioned is explored in relation to the utilization of the 

application as a platform for self-promotion and advertising through the selected case 

studies.  

 

 However, this study does not identify the precise intentions of the individuals / 

groups chosen for the case studies, as this information cannot be determined by the 

chosen methodology nor is it accessible to the researcher.  This study also does not 

dictate the most effective strategies for advertising on Snapchat nor on other short form 

media, but serves as a basis or reference that may prove to be useful in the creation of 

such.  

 

 Most data gathered for analysis in this study as well as data derived from this 

study is of a qualitative nature, with much of the sources coming from related literature as 

well as interpretations of other quantitative data.    
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Chapter II 

 

REVIEW OF RELATED LITERATURE  

 

 This chapter reviews significant literature -- literature that provide context, aid in 

understanding, or forward the premise for further analysis in the conduct of this study. 

Crucial to the discussion are literature that aid in understanding Millennials, and how 

they eventually became the driving force behind Snapchat's success. Also vital to this 

study is a review of literature that provide context with regard to short form media and its 

relation to advertising; with further emphasis on Snapchat as the focal point of the study.  

 

The Millennials  

 

 There are numerous definitions regarding the year when the Millennials as a 

generation started, and when it ends. Neil Howe and William Strauss in their book 

Millennials Rising defined Millennials as the generation born from the year 1982. 

However, this lacks the year that marks the end of their generation and the start of the 

next one. For the purpose of this study, the researcher will be using the definition set by 

Goldman Sachs Global Investment Research (GIR), which demarcates Millennials as 

individuals born between 1980-2000. The demarcation of 1980-2000 is used for a survey 

conducted by Goldman Sachs GIR that will eventually be analyzed in this study, and 

using it will contribute to the consistency throughout this thesis.  
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 Beyond their age, who are Millennials? What are they like? In terms of 

characteristics, Strauss and Howe say "As a group, Millennials are unlike any other youth 

generation in living memory. They are more numerous, more affluent, better educated, 

and more ethnically diverse." While this may describe the circumstances in which this 

generation grew up in, but does not tell us much about the generation itself.  

 

 A place to start in analyzing this generation is through looking at how other 

generations perceive them. Despite the overwhelming positivity connoted in how Strauss 

and Howe described Millennials, there are many negative assumptions associated to this 

generation that had to be come over. Strauss and Howe elaborate that the trend for 

negative predictions for future generations is a habit of most Americans, describing these 

trends as "more selfishness in personal manner, more splintering in public purpose, more 

profanity in culture and daily discourse, more risk-taking with sex and drugs, more 

apathy about politics and more crime, violence and social decay."  

 

 The negative presumption about Millennials was finally granted a strong counter-

narrative when Time Magazine released its May 2013 issue, with the front page reading 

"The ME ME ME Generation: Millennials are entitled, lazy narcissists -- Why they'll 

save us all". Here, their narcissism is given context -- it is described by Roy Baumeister, 

a psychology professor at Florida State University, as "an honest mistake". Parents in the 

1970s wanted to improve the chances of success for their children by instilling self-

esteem. This is due to studies showing that children with more self-esteem did better in 

school and that they were less likely to end up in various forms of trouble.  
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 There are other key traits that define this generation apart from their regard for 

themselves. A division of Goldman Sachs entitled Global Investment Research that 

delivers client-focused research did a comprehensive study and survey of Millennials in 

2016. The data reveals fascinating information about Millennials as a generation -- 

examples of such data include the fact that 50 % have played video games, only 25 % of 

18-31 year olds in 2012 are married and living in their own household, 30 % choose to 

live with their parents, and the median age for marriage is at 30, a significant increase 

compared to the median age of 23 years old back in the 1970's.  

 

 To sum up a Millennial, the study is concluded as follows:  
 

Millennials have come of age during a time of technological change, 
globalization and economic disruption. That’s given them a different set of 
behaviors and experiences than their parents. 
 
They have been slower to marry and move out on their own, and have 
shown different attitudes to ownership that have helped spawn what’s being 
called a “sharing economy.” 
 
They’re also the first generation of digital natives, and their affinity for 
technology helps shape how they shop. They are used to instant access to 
price comparisons, product information and peer reviews. 
 
Finally, they are dedicated to wellness, devoting time and money to 
exercising and eating right. Their active lifestyle influences trends in 
everything from food and drink to fashion.   

 

 How Goldman Sachs is able to interpret the data they gathered grants us insight 

on the lifestyle that Millennials lead -- from the conditions in which this generation was 

raised to what motivates a Millennial to make a purchase. It illuminates the priorities of 
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the generation, which is a large contributing factor to how this generation's consumption 

habits manifest.  

 

 What the researcher highly appreciates about the Goldman Sachs study is that it 

attempts to identify key differences in the demography as well as the lifestyle of 

millennials instead of attempting to determine whether or not labels placed upon them are 

accurate or a product of misjudgment. The research is open to interpretation, and the 

findings can be applied to a phenomenon based on how the researcher sees fit. To better 

illustrate this, an example is the conclusion that millennials are digital natives, validated 

by the amount of millennials that grew up with video games.  

 

 Unlike the different analysis and conclusions by Howe and Strauss or Time 

magazine, this data does not assume an encompassing habit as a result of this data. It does 

not dictate that millennials are glued to their screens and are therefore (1) antisocial or (2) 

going to be immensely successful because of it, rather, it elaborates direct and 

measurable effects such as how it aids in shopping.  

 

 The study by Goldman Sachs is useful in further analysis of media consumption 

habits especially those in relation to short form media as well as Snapchat.  
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Short Form Media  

 

 Why Shorter is Better 

 

 One of the first things that need to be established when discussing short form 

media is its definition and the ways in which it differs from long form media.  

 

 A particular definition tackled in this study is found in the article 'Long Form vs 

Short Form Content: Which to Use, When & Why', an article by Barb Dittert who is a 

content marketing specialist for Volume Nine -- a business consultancy online agency. 

Dittert differentiates long form and short form media as follows:  

 

Long-form content is described as content that is typically 2,000 words in 
length or thereabouts and makes for a compelling, insightful read. 
Examples of long-form content include whitepapers, e-books, guides, 
resources, videos, and webinars. 
 
Blog posts under 1,000 words, social media content, infographics, and 
listicles are perfect examples of short form content. 
 

 While this definition gives us an idea as to the difference character-wise, it is not 

sensitive to other forms of short-form media that do not conform to characters, such as 

video-based media. To add to this definition and understanding of short form media, 

Theresa Braun in her article '2013: The Year of Short Form Content' cites Vine, 

Snapchat, Instagram Video, and Instagram Ads as examples of media or applications that 
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conform to what may be considered as such. Other forms of short form media include 

GIFs and Tumblr pages.  

 

 Keeping these differences and definitions in mind, we may then ask the question: 

is shorter necessarily better? In an article by Jeff Korhan, author of Built.in Social: 

Essential Social Marketing Practices For Every Small Business for Aabaco Small 

Business, Korhan asks that marketers not look at short form media as a compromise to 

long form media, but rather, to accept it for what it is, and to recognize that the fastest 

growing media channels are those that deliver bite-sized information. He characterizes 

that communities on these channels are highly active, and cites benefits such as:  

 

! Takes less time 

! Builds the content creation habit 

! Readily shareable 

! Consistency increases engagement 

! A link is a link 

 
  

 While the researcher thinks that the first two benefits are inherent to short form 

media, and are therefore likely to be accurate, some of these benefits may not accrue in 

more recent channels of short form media, such as Snapchat.  

 

 Take the third benefit, 'Readily shareable' as an example -- Snaps may only be 

viewed on the Snapchat app, and are therefore unshareable. Furthermore, the ephemeral 

or temporary nature of a Snap (24 hours viewing time), makes tracking the consistency of 
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a content producer difficult, and memory-dependent -- which is the promised fourth 

benefit. In these cases, these promised benefits don't materialize. To expound on the last 

point, Korhan explains how links are generally more appealing when on short form 

media, and more likely to be engaged with. These links may drive the viewer straight to 

the website of the content producer, giving them exclusive visits and brand interaction.  

 

 The researcher thinks this is a very interesting alleged benefit to tackle -- because 

some forms of short form media don't allow links to be embedded in the content, yet are 

engaged by advertisers anyway. This is interesting as it is common practice for 

companies and advertising agencies to attach a short form media post to a call to action -- 

a purchase, a survey, or a desired form of brand engagement -- in order to determine the 

success rate of a particular advertising campaign. Yet without direct links available, 

which many users might find convenient, some advertisers are able to effectively use 

some channels of short form media for a direct benefit. An example is Kylie Jenner and 

how she utilizes only Snapchat to push for the sales of her Kylie Cosmetics, which will 

be tackled in detail further on in the study.  

 

 In reviewing literature on short form media, so far, it is apparent that there is no 

clear theory on what assured benefits can be promised to brands and content producers 

who do decide to use it. To conclude the discussion on short form media as a whole, the 

researcher has chosen to cite a content marketing prediction generated in 2014 by Mark 

W. Schaefer, author of Return on Influence:  
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 There is a definite trend toward small. If we can’t get big chunks 
of content through a limited ‘pipeline’ of brain cells, maybe we can get 
grains of sand through. This would explain ideas like Vine (6-second 
videos), infographics, and even Pinterest, which is simply easy on the 
eyes without a lot of processing. 

 

 In spite of the lack of theories that analyze short form content in relation to 

millennials, it is constructive to note that the trend towards short form media has been 

made anyway. This aids in authenticating the existence of the trend and at the very least 

validates a necessity to explore the topic further.  

 

 Short Form Media and Advertising  

 

 In the 2014 Social Media statistics survey by DigitalInsights, 400 million Snaps 

are sent everyday on Snapchat, while the application holds a user base of over 60 million. 

Meanwhile, Vine has more than 40 million users and Pinterest holds more than 70 

million users. These were the three most frequently cited short form media channels in 

the past literature reviewed, and these numbers may have only grown since.  

 

 In a review of social media trends, Ross Wilson cites for Ignite Social Media a list 

of 5 companies who are using short form content for advertising. The first example is a 

Coca-Cola Christmas campaign entitled "Twelve Days of GIFS" launched in 2012, which 

incorporates Coke into short, animated posts depicting images associated with Christmas. 

The animation was as simple as snowflakes falling or reindeers prancing, but the fun 

short form media campaign launched on Tumblr gained more than 300 notes for some of 

its posts, notes composing of actions such as reblogging, commenting, and the like.  
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 Other examples include Adidas launching it's own Tumblr page featuring images 

of their products while promoting a "good lifestyle", with links for purchase available in 

every image. Meanwhile, Sweetshop photography and General Electric both jumped on 

the short form media bandwagon in 2013, launching 6-second video campaigns on Vine. 

General Electric received much praise on twitter where they posted the Vine, as the 6-

second video was an entertaining animation of the company drawing it's own logo.  

 

 Sonny Ganguly, a Harvard Business School MBA holder as well as a consultant 

for marketing strategy, customer acquisition and a widely acclaimed speaker who was 

given over 40 presentations worldwide on these topics, provides insight on the shift to 

short form advertising on social media.  

 

 The data he cites is compelling: he attributes the success of the shift to social 

media and short form of advertising to (1) Advanced Targeting Options and (2) Improved 

Conversion Tracking. To prove the reliability of these features, he cites how 84 % of 

Twitter's total revenue comes from mobile advertising, and two-thirds of social media 

advertising budget is forecasted to go towards mobile ads in 2018.  

 

 From this data, we can note that the widespread usage of the smartphone and the 

success of mobile advertising are two important facts that support this study. After all, 

Snapchat and Vine are short form media that exist entirely as mobile phone applications. 

This means that the millions of people that compose the user bases that these applications 
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hold are exposed to that very same mobile advertising that is generating all of that 

revenue.  

 

 Conclusion 

 

 Subsequent to the extensive literature on millennials, short form media, mobile 

advertising, and Snapchat, we are able to piece together how several factors contributed 

to Snapchat's triumph in the social media application landscape.   

 

 Firstly, how the demand from millennials for shorter, more concise messages in 

communication and media has given birth to short form media. What sustains and 

empowers this growth, is the effectiveness of mobile advertising, which then paved way 

for the rise of multiple short form media outlets -- Vine, Tumblr, and other forms of 

instant messaging like Viber, Line, etc. 

 

 Among these applications however, we were able to single out what made 

Snapchat different -- from its user base to the user interface. While this data and this 

study does not claim direct causation, nor the domino effect of these multiple factors, it is 

important to note the dynamics and degree by which they affected each other, and thus 

contributed to the Snapchat we know today.  
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Chapter Summary  

 

 Millennials are a generation that put a premium on the concept of lifestyle, and 

being digital natives, this manifests in their media usage such as online shopping or social 

media habits. Other key characteristics of millennials such as information saturation and 

shorter attention spans have shaped media, and created a new popular category: short 

form media. Home to highly active communities, short form media has multiple fast 

growing channels, as can be witnessed by numerous new smartphone applications that 

cater to instant messaging and video sharing.  

 

 These new platforms have not gone unnoticed by advertisers. Large corporations 

like Coca-Cola, Adidas and General Electric have jumped on the bandwagon and 

launched several campaigns on Vine, Snapchat as well as produced independent content 

that follow the same format as short form media. 
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Chapter III 

 

STUDY FRAMEWORK 

 

 Present in this study are several layers of questioning that need to be established 

through the theories that will be illustrated in this chapter. In order to see the framework 

that each theory provides, the researcher has established a quick introduction with key 

aspects of the study that will be explored, and how.  

 

 The first is the textual analysis proper of the Snaps, which also includes the 

process by which they are selected as well as a thorough analysis of the content. For this, 

the researcher will be using Semiotics, particularly, aspects of this theory as discussed by 

Barthes and Bainbridge.   

 

 Also aiding in the analysis of the advertisements is the framework provided by 

Don Schultz in his book Essentials of Advertising Strategy. 

 

Semiotics & Textual Analysis  (Encoding and Decoding) 

 

 Textual analysis comes out of the work of theorists known as the French 

structuralists in the 1960s—particularly the work of Roland Barthes (1915–80). Barthes 

believed that any kind of popular cultural product could be ‘decoded’ by reading the 

‘signs’ within the text.  It is one of the primary tools media researchers use to understand 
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how meaning is made from media texts. (Bainbridge, 2008) 

 As media theorist McKee (2003:1) puts it:  

Textual analysis is a way for researchers to gather information about how other 
human beings make sense of the world. It is a methodology—a data-gathering 
process—for those researchers who want to understand the ways in which 
members of various cultures and subcultures make sense of who they are, and of 
how they fit into the world in which they live.  

 Textual analysis, particularly structuralism, is applicable to simple and complex 

media products, as well as other related texts, such as PR and advertising campaign 

materials, and so forth. It breaks down texts and analyzes the rules and codes that govern 

the meaning making that occurs within the lines. According to McKee, when we perform 

textual analysis on a text, we make an educated guess at some of the most likely 

interpretations that might be made of that text.  

 

 As mentioned by Michael Gels, unique to Television is the manner in which you 

can't control the pace at which you consume the media product. In a hypothetical 

situation of a 15 second advertisement, one can only imagine how many frames and 

symbols there are present, and moreover, how many of these symbols and units are 

actually noticed by the viewer. In this manner, semiotics proves to be a crucial aspect to 

the core of this study.  

 

 By dissecting the media product frame by frame, taking in the timing, music or 

ambient sound, the imagery and the dialogue, alongside Filipino culture, the seam of 

meaning that may be mined from this study is endless.  
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 In Textual Analysis and Media Research by Jason Bainbridge, he creates a toolkit, 

or guide to the assessment of media texts according to Barthes' exploration of semiotics. 

Beyond discussing the kinds of text, their categories and variants, he examines and 

provides a streamlined methodology that starts with the encoding of the text, framing the 

text, looking at the context, and lastly, the analysis.  

 

Advertisement Critiquing  

  

 Don Schultz, professor of advertising at Northwestern University proposed 

criteria by which one may assess advertisements in his book Essentials of Advertising 

Strategy. He divides these criteria into desirable features and characteristics in 

advertisements, and conversely, their undesirable counterparts.  

 

 These benchmarks provided by Schultz range from production values and 

videography features to the producer's intention, coupled with case studies and sample 

advertisements where these criteria may apply.  

 

 In a table on the next page is the summary of the criteria Don Schultz set for 

critiquing advertisements.  
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+ - 
Significant, competitive benefit Advertising the advertiser 
Personality Bank Unbelievable Claims 

Specificity One Foot Plus Teeth 
Simplicity Art for Art's Sake and Copy for Tom's Sake 
Directness Following the Leader 
Customer Knowledge Hard Sell 
Surprise  Arrogant Advertiser 

 

Cultural Studies 

 

 The theory of cultural studies concerns itself with the use of media in creating 

forms of culture, which shape and affect everyday life. This interdisciplinary theory states 

that media represents the ideologies of the dominant class in a society and aims to 

illustrate how “media influences and how power plays a role in the interpretation of 

culture” (McGraw-Hill, 2001). 

 This theory emphasizes the perspective that advertisements and social media are a 

form of cultural communication and the potential of examining the cultural meanings 

represented. Given the technological advancement of today’s times, almost every image 

in our society is produced with a goal in mind, and a critical step back needs to be taken 

to understand the bigger picture to identify meaning not shown on the surface 

appearance.  

  

 Taken out of linguistics and applied to media, images in advertisements and social 

media like Snapchat are perceived as symbols – when we consider its cultural and 
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political context and how these images are strung together, produces undertones and 

connotations which may not be immediately noticed by the audience. 
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Chapter IV 

 

METHODOLOGY 

 

Research Design 

 

 The methodology of this study is divided into two parts -- the first is a content 

analysis of time frame sampled Snaps. This part of the methodology aims to discover the 

features of Snapchat most frequently used by Kylie Jenner, and to establish a trend or at 

minimum, a frequency in features utilized to effectively communicate with users.  

 

 The second part aims to incorporate the nature of these Snaps being 

advertisements, by employing a textual analysis of these Snaps and to assess them on the 

standards in the framework provided by Don Schultz.  

  

Sampling 

 

 For the purpose of this study, the researcher has chosen to utilize Time Frame 

Sampling. The nature of Snapchat does not allow for archiving of Snaps, therefore, 

sorting content and filtering them in terms of popularity, views, and other forms of 

purposive or random sampling are rendered non-viable. The regularity of posting, 

however, makes Time Frame Sampling the most suitable form of sampling method for 

this study.  
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 By following the Snapchat account of Kylie Jenner, the researcher will therefore 

set up a time frame from when they will record all of the snaps through using Quicktime 

player on a Macbook Pro to take a movie recording of an iPhone screen playing the 

Snaps. All other direct recording means are ineffective, as they hinder Snapchat from 

playing Snaps.  

 

 Due to the frequency by which Kylie Jenner is known to update as regularly as 

several Snaps a day, the researcher has chosen a time frame of 3 days.  

 

 On a final note, the researcher would like to express that on October 7, 2016, her 

mobile devise (smartphone) used for recording Kylie Jenner's Snaps was stolen at her 

home college. This means that there was a previously selected line-up of Snaps chosen 

early in September 2016 that was rendered inviable, as they could no longer be studied 

nor analyzed following the loss of the device.  

 

 The researcher then strove to find an alternative means of recording that provided 

additional backup for the study. This became what the method mentioned earlier. Tackled 

in this study are the Snaps of Kylie Jenner from October 11-13, 2016.  
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Research Instruments 

 

 The researcher shall utilize a textual analysis guide, which will be featured in the 

following chapter of this study. Using this guide, the selected advertisements will be 

broken down into their objective audio and visual components, in order to provide 

assistance in the analysis. However, conclusions made based on the said guide will 

ultimately be drawn from the insight of the researcher.  

 

Textual Analysis Guide:  

A. Snapchat Analysis Guide 

 

 

 

 

Visual Components 

Advertisement Storyline  
Photo / Video   
"Selfie"  
Other People  
Producer Only   
Kyle Lip Kit Feature   

Audio Components 
Music  
SFX  
Dialogue  

Snapchat Features 
Selfie Lenses  
  
Text (written / typed)  

External Details 
Producer  

Related Context  
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B. Semiotics Guide 

 

 

 

Component Considerations 

Modality 

What reality claims are made by the text? 

Does it allude to being fact or fiction? 

What references are made to an everyday experiential world? 

What modality markers are present? 

Paradigmatic Analysis 

To which class of paradigms (medium; genre; theme) does the whole text 

belong? 

How might a change of medium affect the meanings generated? 

Syntagmatic Structure 

How does one signifier relate to the others used (do some carry more 

weight than others)? 

How does the sequential or spatial arrangement of the elements influence 

meaning? 

Rhetorical Tropes 
What tropes (e.g. metaphors and metonyms) are involved? 

How are they used to influence the preferred reading? 

Intertextuality 

Does it allude to other genres? 

Does it allude to or compare with other texts within the genre? 

 

Semiotic Codes 

What semiotic codes are used? 

What relationships does the text seek to establish with its readers? 

What cultural assumptions are called upon? 

To whom would these codes be most familiar? 

What seems to be the preferred reading? 

How far does this reflect or depart from dominant cultural values? 

How 'open' to interpretation does the sign seem to be? 
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Researcher 

 

 Bianca Syyap Concepcion is in her fourth year under the program BA Broadcast 

Communications at the University of the Philippines Diliman. Her track is Advertising 

and Marketing, and has taken the following courses in order to supplement her track as 

well as her thesis: BC 164 (Advertising), Comm 160 (Integrated Marketing 

Communications), BC 174 (Advertising and Marketing for Radio and Television), Journ 

174 (Public Relations), BC 197 (Confluence and Convergence).  Apart from these 

courses in the College of Mass Communication, the researcher has also taken Business 

Administration 101 -- which she deems will be helpful in the development of her thesis.  

 

 Numerous case studies under her advertising and marketing classes as well as the 

critique of many broadcast texts in her media theory classes has lead the researcher to 

select this topic for her thesis. The researcher has conducted case studies and critique 

papers that are comparable to the nature of this study, although not entirely 

indistinguishable.  
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Chapter V 

Research and Discussion  

 

Snapchat  

 

 The Rise of Snapchat  

 

 So far, the discussion has focused on expert analysis as to why there exist a 

general trend towards shorter forms of media, as well as the shift towards mobile 

advertising, and how millennials play into all of this. However, this analysis is not a 

direct answer nor causation for Snapchat's success as an application and short form 

media. If this were the case, all other rising short form media applications would have 

been equally as, or more successful than Snapchat.  

 

 After tackling the context surrounding its growth, this part of the Review of 

Related Literature aims to concentrate on Snapchat. In the analysis of Snapchat's history, 

the researcher used A Brief History of Snapchat, authored by Jordan Crook and Anna 

Escher, as well as The Snap Generation: A Guide to Snapchat's History by Gary 

Vaynerchuk.  

 

 Snapchat CEO Evan Spiegel, born on June 4, 1990, came up with the idea for 

Snapchat while enrolled in Stanford University, with Bobbie Murphy who would later on 

be the application's programmer along with fellow student Reggie Brown. The "15 
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million dollar idea" came about in a conversation where Brown casually commented: "I 

wish these photos I am sending this girl would disappear". The three then started 

Snapchat in May 2011 -- Snapchat was previously called "Pictaboo", with Reggie Brown 

as CMO and Bobbie Murphy as CTO. The application was launched in July 2011, and by 

the end of the summer only had 127 users. After stakeholder drama and disagreement on 

equity, Brown was eventually booted from the corporation. Pictaboo was changed to 

Snapchat and by August 2012, the application's user base had grown to 100,000. 

According to Crook and Escher, teenagers all over the world were learning the hard way 

that what is put on the Internet stays on the Internet -- hence, the selling point of Snapchat 

as new media was established. 

 

 By February 2013 Snapchat saw over 60 million snaps sent per day. With the 

expansion of their server, this application was on the rise. Facebook CEO Mark 

Zuckerberg heard of Snapchat and offered 3 billion US Dollars for the application -- an 

offer turned down by Spiegel. By July 2014 Snapchat was valued at 10 billion US 

Dollars, and by August was the third most popular social application worldwide 

according to comScore. 40 % of 18 year olds in the United States alone were using 

Snapchat on a daily basis.  

 

 Snapchat by now has established two extremely popular features: My Story and 

Selfie Lenses. My Story emulates Facebook's Timeline wherein a user is able to 

streamline their "snaps" over a period of 24 hours in order to create a cohesive story. 

Selfie Lenses is a feature that allows an image to be added onto an existing video or 
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picture. Some Selfie Lenses include the time, temperature, location and face-sensitive 

images and animation.  

 

 However, according to Vaynerchuk, the biggest update made by Snapchat that 

was able to push it towards the mainstream is Discover. Here Vaynerchuk explains how 

Discover works:  

 

In early 2015, Snapchat launched Discover. It’s a feature that allows users 
to receive content provided by top media companies. Launch participants 
included National Geographic, Vice, ESPN, and more.  
 
Eleven participants in all started it off. It was, and still is, a serious play to 
be part of Snapchat Discover because it puts a company in a very 
aggressive place within the overall user interface of the app and delivers an 
unmatched form of attention from their youthful user base.   

 

 In this particular instance we are able to see brand collaboration at play, and 

Snapchat building a relationship with the world's top content providers in order to ease 

Snapchat's brand into a more mainstream identity. All things into consideration, with 

Snapchat being a new player in the field of media and content creators, why did these 

content makers say yes?  
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 Of Snapchat's near 200million user base, 45% are made up of the 25 and down 

demographic. This provides these media outlets to direct access to the entire 

demographic. Some of these media corporations have created teams whose sole purpose 

is to create content for this up-and-rising social media application.  

 

 Why We Snap  

 

 As briefly mentioned in the previous subchapter, Crook and Escher account for 

Snapchat's ephemeral nature as the driving force behind its success among teenagers. 

Vaynerchuk provides a counter narrative by saying that when it comes to teenagers, there 

are two truths: (1) You don't want to be in the same club as your mother, and (2) you 

want to lock your room.  

 

 While the researcher feels that this rationale cannot immediately be established in 

this study, it provides us with insight on Snapchat's primary target market and user base, 
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teenagers.  The first assertion, however, might be supported by the following statistics 

from a study conducted by Business Insider Intelligence:  

 

 

 

  

 

 

 

 

 

 

 

 The age distribution graph tells us that Facebook has the largest percentage of the 

demographic ages 65 +, and for the most part, has near equal distribution among age 

sectors ranging from 15 % to 22 %. However, one look at Snapchat's demographics will 

tell us that it is mostly dominated by users aged 18-24 at 45 %, Vine and Tumblr does not 

come close to this percentage with a 18-24 demographic of 28 %.  

 

 With less than two-fifths of Facebook's users having ages between 18-34, we are 

further able to feel the extensiveness of Facebook's "aging", as Business Insider Research 

Analyst Mark Hoelzel describes.  
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 However, in the context of social media, what does Vaynerchuk's second reason -

- "you want to lock your room" -- mean? Technology writer Will Oremus for Slate.com 

expresses:   

 

Snapchat makes almost everyone over the age of 25 feel old—even 
people who had never felt particularly old before. And that might be its 
greatest appeal. 
 
It’s tempting to imagine that humans under that age are possessed of 
magical faculties that allow them to intuit the functionality of an app like 
Snapchat more readily than the rest of us. More likely, they’re just more 
comfortable with modern mobile app design, because their expectations 
haven’t been shaped by years spent using Facebook or Twitter on a 
desktop computer. 

  

 Unlike Facebook, Snapchat has a User Interface (UI) that is nowhere near 

intuitive. Users have to guess the functions of swiping left, right, up and down, double 

tapping and single tapping, and holding down a combination of keys together. There are 

no menu buttons, definitions nor explanations. One might be able to say that it's the 

perfect product for a digital native. Yet despite all of this, Snapchat remains to be the 

fastest growing social / messaging application according to the Global World Index.  
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 Oremus explains that Snapchat may become more intuitive in the future, to 

provide backing for its estimated 10 billion US dollar worth, and will morph into the next 

Facebook thereby providing room for another teen-exclusive social media trend to grow.  

 

 While the researcher finds the data backing Snapchat's strong teenage following a 

strong support for its rapid growth, she believes that it is also important to take into 

account and credit the multiple features that Spiegel and Murphy designed for its users. 

Features, that until Snapchat, did not exist in any other form of social media save for 

instant messaging, as previously mentioned in the subchapter dealing with Short Form 

Media.  

 

 Snapchat and Advertising  

 

 While Snapchat may not have as many users as Facebook does, it has the capacity 

to offer direct access to a solid age demographic. Multiple corporations and advertising 

agencies have taken notice, and decided to make the move to Snapchat. In this part of the 

review of related literature, the author aims to analyze Snapchat's conduciveness for 

advertising as well as case studies of how Snapchat has been used thus far in advertising.  

 

 One very successful advertising campaign that was able to capitalize the 

ephemeral nature of Snapchat -- something that many advertisers avoid, as air time is 

exposure time in the industry -- is the World Wildlife Fund.  In fact, they used this 
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feature to illustrate the disappearance of endangered species. The campaign, entitled 

#LastSelfie, was able to raise the monthly target donation in merely three days.  

 

 The researcher believes that this phenomenon exhibits how advertising is not 

restricted to the traditional features of mainstream media, and is swift in adapting to 

changes in the digital landscape. However, this advertising campaign functions 

exclusively on Snapchat. The next case study tackles Snapchat as a medium that 

supplements real life events -- such as the famous Super Bowl.  

  

 Leave it to Audi to take a leap of faith in the new media application in an effort to 

reach out to millennials during the Super Bowl. The famous German car brand partnered 

with satirical news outlet The Onion in order to 'poke fun' at the banality of what happens 

during the show. Over the course of the game, more than 5,500 people followed Audi's 

Snapchat with a whopping spill over to other platforms, such as an additional 9,000 fans 

on Facebook. Snapchat has reported this as the fasted growing Snapchat account ever 

seen.  

 Other brands that were able to successfully launch Snapchat accounts and 

advertising campagins include Burberry, Calvin Klein, and fastfood giant McDonald's.  

 

Snapchat Features 

 This section of the Research and Discussion chapter aims to discuss the features 

available in the application as well as their uses, how they came about, and the overall 

interface of the Snapchat application. This discussion is necessary to develop a further 
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understanding of the application, and understand the analysis behind its popularity, and 

the creative ways it has been utilized as an advertising platform.  

 

 The first figure as seen below, shows the general interface of the application. The 

orange arrows indicate the direction in which one must swipe to reveal the other pages of 

the application. 

 

Figure 2.1 Snapchat Interface  

 

A. Home Screen  

 The Home screen is the screen that is automatically shown upon opening the 

application. It appears black  in the figure above because it is supposed to be featuring the 

camera display, thus encouraging users to capture or record, and share whatever it is that 
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they are doing at that point in time. The icons available in the lower left and lower right 

portion of the home screen serve the same function as swiping left and right -- they bring 

the user to the inbox page or the stories page. The upper functions in the home screen can 

be toggled to customize how you capture an event -- they configure the flash, camera 

orientation, or which camera on your mobile device the user was able to utilize. The 

yellow icon on the top brings the user to the profile page.  

 

 

 

 

 

 

 

 

 

 

Figure 2.2 Home Page / Home Screen Page, Profile Page  

 

B. Profile Page  

 

 The profile page is where the user can execute functions such as adding friends, 

and personalizing the settings of their account such as their user name, password, and 

customize the notification and privacy settings. There are multiple ways to add friends, 
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through seeing who added you, through their user names, or their cellular numbers, or 

"My Contacts". If you are physically with someone you want to add, you may show them 

your Profile screen, and taking a photo of the Snap code or the yellow box with a ghost, 

will allow you to add them as a friend automatically.  

 

The friend system of Snapchat allows a larger degree of privacy than other social media 

applications such as Facebook or Twitter afford. You can't be added unless another party 

or user knows your username, or Snap code. This way, you can select who specifically is 

able to view your  "story" your day.  

 

C. Inbox Page 

 

 The inbox page of Snapchat allows you to chat 

with your friends on the application as most Instant 

Messaging applications do. However, there's a catch -- 

the content of your chat vanishes after a period of time. 

   

 If one were to view a message but not respond, 

then the message content vanishes. Should the chat be 

continuous but eventually grow to be idle after 24 hours, 

the exchange of text will still disappear. Swiping left 

further brings the user to their chat with a specific user.  

 

Figure 2.3 Inbox page 
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D. Stories and Discover Page  

  

 Figure 2.4 Discover Page and Stories Page  

  

 On this page, users may look at the Snapchat Stories of other users whom they are 

friends with. All stories disappear after a period of 24 hours. On the Discover page, 

however, users may find sponsored content from other media outlets such as CNN, 

National Geographic, Buzzfeed, Cosmopolitan, and so on and so forth.  
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Content and Textual Analysis  

 

 Utilizing the Snaps of Kylie Jenner from October 10 - October 12, the researcher 

has gathered a total of 32 snaps, spanning a total running time of 3 minutes and 9 

seconds. Each of these snaps shall contribute to a content analysis based on the 

previously cited Snapchat Analysis Guide, which is based on Barthes & Bainbridge's 

concept of Semiotics. Items left blank are not present in the Snap.  

 

Analysis 

 

 As stated earlier in the study, the first two objectives were to establish the usage 

patterns as well as the key features that define a Snapchat user's experience. These two 

topics were one of the main focal points of the Review of Related Literature, and were 

explored based on other existing studies and papers.  

 

 At this point, we finally focus on the main case study of this thesis -- how Kylie 

Jenner employed Snapchat as a powerful advertising platform, and the degree of her 

success or failure. One of the most important things to establish in the assessment 

multiple texts is to account for trends in utilization, depiction or communication on a 

macro level. Thus, the researcher accounts for the following trends by dividing trends 

into three categories:  
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 (A) Snap components  

 

• Total Running Time  

• Media: Photo / Video  

• How often is Kylie herself featured in the Snap? 

• How often are other people featured in Kylie's snaps? 

 

 (B) Snapchat Features Utilized  

 

• Selfie Lens 

• Filters 

• Geofilters 

• Emoji Stickers 

• Text on Snap  

• Snapchat Memories  

 

 (C) Content & Advertising  

 

• Is Kylie wearing the Kylie Lip Kit  

• Is the Snap solely focused on the Kylie Lip Kit? 

• How often does she cite her website? 

• How does this compare with Don Schultz's traditional guidelines 

for effective advertising 
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 A. Snap Components 

 Total Running Time 

 

 

  In the table above, we are able to see that most common total running time used 

in Snaps are mostly 5 seconds, with 12 snaps of Kylie Jenner corresponding to this. We 

have one outlier at 10 seconds, and 4-6 snaps with a TRT of 3-4 seconds. There are a few 

snaps that run between 6-8 seconds.  

 

 This may further affirm the idea posited earlier in the research on consumption 

habits tending to veer towards shorter or bite-sized content 
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Figure 1: Total Running Time of Snaps 
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Media Used: Photo / Video 

 

 

 Figure 2 shows us that there is no particular preference between videos and 

photos -- among the 34 snaps that were used in the study that span a total of 3 days (72 

hours), 17 of these were in video format and 17 of these were in photo format. We can 

say that for this sample, Kylie Jenner equally uses both, and has no strong preference or 

leaning for either one of these formats.   

 

Features in Snaps 

  

0 2 4 6 8 10 12 14 16 18 

Category of Snaps Videos 

Photos 

0 5 10 15 20 

Features in Snaps 
N/A 

Other People 

Kylie Only 

Figure 2: What form of Snaps does Kylie choose more frequently? Photo or video? 

Figure 3: How often is Kylie or other people featured in her snaps? 
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 Figure 3 shows us that Kylie herself is the primary subject of her Snaps, with 

more than 16 snaps featuring herself only. Meaning, all other elements of the Snap do not 

include other persons or individuals. Closely behind however, are Snaps that also feature 

other people.  

 

 This trend may show how Snapchat is used to give viewers a personal peek into 

the lifestyle of someone who is rich and famous -- something that you don't see on 

mainstream media such as the Television or Tabloids. While one may argue that Reality 

TV shows exist, these are nowhere near as personal as a Snap that shows the candid 

moments of day-to-day celebrity living. Content featuring Kylie or her sisters and friends 

is very common on her Snapchat.  

 

 There are however, a few Snaps that do not follow this trend because they don't 

feature individuals at all -- rather, inanimate objects such as her cosmetic line, or scenery.  

 

B. Snapchat Features Utilized 
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Figure 4: What are the different features of Snapchat used and how frequently does Kylie utilize them?   
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 Figure 4 illustrates the different features on Snapchat's user interface available to 

all Snapchat users, and which among these features Kylie Jenner most frequently uses. 

One look at the bar graph will immediately tell us that Kylie favors Selfie Lenses the 

most, followed by adding Text to her Snaps.  

 

 Viewing the Snaps of Kylie Jenner would also tell us that she highly favors the 

dog selfie lens, something that many millennials have taken notice of, and commented 

on. Interesting to note would be how the Selfie Lens is a feature that is exclusive to 

Snapchat -- other forms of ephemeral messaging or publishing such as Vine or Instagram 

Stories does not carry such a feature.  

 

 However, exclusivity as a standard isn't applicable here -- there are other features 

of Snapchat that exist that are equally as exclusive -- yet are not used as frequently by the 

Beauty Mogul. This might be attributed to the brand that Kylie sells, being of a nature 

that falls under the Beauty industry. From Kylie Jenner's nails to her ever-changing hair 

color, she strives to be an industry leader in terms of style and beauty. The Selfie Lenses 

allow her to highlight her facial features -- that despite distortion, additional or less color, 

animal features, or whatever it may be -- she remains to be attractive.  

 

C. Content / Advertising Strategy  

 

 This part of the study is directed towards Kylie Jenner's utilization of Snapchat 

relative to her products under her brand -- Kylie Cosmetics. The most popular product 
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she endorses on her Snapchat are the Kylie Lip Kits, and for the selected Snaps, these are 

the only Kylie Cosmetic products featured. Her other products, such as the Kyliner and 

the Kyshadow were not part of her snaps from October 10-12.  

 

 Here, the researcher has decided to look for two forms of advertising in her Snaps. 

The first would be Product Features -- or instances in which the Kylie Lip Kits make an 

appearance in her Snaps, but are not, in a traditional sense, outright advertisements.   

 

 Examples of Product Features are Snaps in which she or her friends may be 

wearing the Kylie Lip Kit, but the focus / story line is not entirely dedicated to that 

aspect. The second form of advertising, for the purpose of this study, shall be labeled as 

Explicit Advertising. These are Snaps whose content is dedicated entirely to the 

promotion of the Kylie Lip Kit. If one were to analyze the storyline / content of a Snap 

categorized as Explicit Advertising, one would immediately be able to tell that 

conversion to sales is the highest priority of the advertisement. These are snaps that act as 

announcements with regards to the product, that connect the viewer to her website where 

transactions for her product are conducted, models that feature the product, introduction 

of new products, and the like.  

 

 This being said, on the next page is a graph that illustrates the frequency by which 

Kylie selects a particular form of advertising:  
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 The first bar indicates how many Snaps Kylie has used to explicitly advertise her 

products. Explicit advertising includes visibly featuring her product -- whether worn, 

swatched on her arm, or in their retail packaging. Oftentimes, there is a voice-over of 

Kylie explaining her newest collection, what ingredients were used, or her personal 

assessment of these products.  

 

 The second bar in the graph above that states "Product Features" are a more 

stealthy manner of advertising her cosmetic line. Here we are able to witness Jenner's 

inclination towards subtly featuring her products. Most of the snaps wherein she executes 

a Product Feature are not of other people wearing the Lip Kit -- rather, she is her brand's 

primary model. It is here we are able to understand how Snapchat's very personal nature 

is able to contribute to a corporation such as Kylie Cosmetics whose brand identity is 

very heavily reliant on its founder, or muse.  

 

 It is also precisely because the sole platform for Kylie Jenner's successful brand is 

Snapchat that we are able to say her audience base and her target market / buyers are 

equally invested in her personal life.  

 

0 2 4 6 8 10 12 14 16 18 

Advertising Strategy Selected Explicit Advertising 

Product Feature 
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 The ephemeral nature of Snapchat and the amount of comfort it provides the 

youth -- therefore breaking down filters employed should their content be used against 

them, has contributed greatly to Kylie Jenner's Snapchat following, and eventually, her 

corporation. A more candid, unrehearsed and natural view of her life is highly appealing 

towards the youth who grew up in an advertisement-saturated environment, as discussed 

in the RRL.  

 

Chapter Summary 

 

 Through breaking down the content of Kylie Jenner's Snaps, we are better able to 

understand and analyze what is happening within the world's #1 most followed Snapchat 

account. This chapter studied the features and interface of Snapchat, and analyzed their 

functions and appeal to the Millennial community.  

 

 Specifically, it was discovered that Kylie tends to favor subtly featuring her 

products and incorporating them into her lifestyle as an advertising strategy, instead of 

using her account as a platform for explicit advertising. Moreover, further affirming the 

idea of the ever-shrinking millennial attention span, Kylie's snaps are at an average total 

running time of 5 seconds -- half the time allowed on Snapchat, 10 seconds. This shows 

to us the significant turn advertising has taken, with a new preference for short, candid 

peeks into the lives of other individuals, and how brands are incorporated into their day-

to-day existence.  
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Chapter VI 

Implications and Recommendations 

 

 The researcher recommends looking into the demographics of the Kylie Lip Kit 

customers or consumers, to see if the degree of penetrability Snapchat has in making a 

decision to purchase high-end cosmetic products. Future researchers may want to take 

into consideration the red tape and processes in order to access this information, thus 

filing a request to access data that helps concretely support this study.  

 

 Another consideration might be Kylie Jenner's purpose in using Snapchat solely 

as her advertising platform. This is a considerable factor that may help the study, that the 

current researcher does not have access to right now. This is extremely helpful as it adds 

an additional perspective to the selection process for the media mix of an advertising 

campaign should this study be practically applied in the future.  

 

 The study utilizes Kylie Jenner due to her being the number one most followed 

Snapchat account, however, other researchers might want to explore other Snapchat 

accounts that follow her closely in terms of following, and whether or not they too are 

used as Advertising Platforms. 
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APPENDIX A 

Breakdown of Snaps Posted by Kylie Jenner using the Snapchat Guide   

A. Snaps Posted on October 10, 2016 

 

  

Category Components 
October 10 

Snap 1 Snap 2 

Visual 
Components 

Storyline Present 
Gender Reveal Party for 
the baby of Yris and 
Stanforde Palmer 

Mingling at Gender Reveal 
Party 

Photo / Video  Video Video  
"Selfie"  Yes 

Other People 

Yris Palmer 
 
Wife of British Soccer 
Player Stanforde Palmer 

Zoe 
Baby of party guest 

Kylie Only    
Kyle Lip Kit Feature    

Audio 
Components 

Music   
SFX Dog Selfie Lens SFX Dog Selfie Lens SFX 

Dialogue 

Kylie: "what do you 
want?"  
 
Yris: "A girl!" 

Kylie: "Hey, Zoe!" 

Snapchat Features 

Selfie Lenses Dog Selfie Lens Dog Selfie Lens 

Text (written / typed) 
Typed: 
 
"Her Gender Reveal Party"  

 

Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:06 0:06 

Category Components 
October 10 

Snap 3 Snap 4 
Visual 

Components Storyline Present Mingling at Gender Party Kylie explains her role at 
the party 
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Photo / Video  Video  Video 
"Selfie" Yes Yes 

Other People Zoe 
Baby of Party Guest  

Kylie Only   Yes 
Kyle Lip Kit Feature    

Audio 
Components 

Music   
SFX Dog Selfie Lens SFX Dog Selfie Lens SFX 

Dialogue 
Kylie:  
"Zoe!" 
"You're so cute" 

Kylie: "okay so, I'm the 
only one who knows... I'm 
going to throw, I mean -- 
I'm going to give Yris the 
right ball and..." 

Snapchat Features 

Selfie Lenses Dog Selfie Lens  

Text (written / typed)   
Typed 
 
"Boy or Girl" 

Snapchat Memories   

External Details 

Producer   

Related Context  

Kylie Jenner plays a key 
role in the reveal of Yris 
Stanforde's baby -- she will 
give Yris a baseball filled 
with a color that 
corresponds to the baby's 
gender. Only Kylie knows 
the gender. Yris will throw 
Stanforde the ball, which 
he will hit with a bat, 
revealing the gender. 

Total Running Time 0:10 0:10 

Category Components 
October 10 

Snap 5 Snap 6 

Visual 
Components 

Storyline Present Friend taking a snap of 
Kylie  

Yris and Stanforde posing 
with the designated 
baseball 

Photo / Video  Video  Photo 
"Selfie"   
Other People Random party guests Yris and Stanforde Palmer  
Kylie Only    
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Kyle Lip Kit Feature    

Audio 
Components 

Music   
SFX   

Dialogue 
Kylie's Friend:  
"Kylie, kylie knows... 
kylie knows" 

 

Snapchat Features 

Selfie Lenses   
Emoji Sticker  Emoji with heart eyes 
Text (written / typed)    
Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:04 0:10 

Category Components 
October 10 

Snap 9 Snap 10 

Visual 
Components 

Storyline Present Yris tosses the ball for 
Stanforde to hit with a bat  

Yris and Stanforde hugging 
and kissing  

Photo / Video  Video  Video  
"Selfie"   
Other People Yris and Stanforde Palmer Yris and Stanforde Palmer  
Kylie Only    
Kyle Lip Kit Feature    

Audio 
Components 

Music   
SFX   

Dialogue 
Kylie's and Friends in 
unison: 
"1,2,3....*screams*" 

Kylie:  
"whoo! we all went crazy" 

Snapchat Features 

Selfie Lenses   
Emoji Sticker   

Text (written / typed)   
Typed:  
 
"It's a girl" 

Snapchat Memories   

External Details 
Producer   

Related Context Yris and Stanfrode are 
expecting a girl.  

Total Running Time 0:08 0:04 
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Category Components 
October 10 

Snap 11 Snap 12 

Visual 
Components 

Storyline Present 

Walking in field, Face to 
Hip camera motion 
revealing Kylie's outfit. 
She is braless under a 
bronze leather crop top ad 
matching skirt.  

Kylie lying down on a 
poolside recliner 

Photo / Video  Video Video  
"Selfie" Yes Yes 
Other People   
Kylie Only  Yes Yes 
Kyle Lip Kit Feature    

Audio 
Components 

Music Ambient Instrumental 
Music 

Ambient Instrumental 
Music 

SFX   
Dialogue   

Snapchat Features 

Selfie Lenses  Dog Selfie Lens 
Emoji Sticker   
Text (written / typed)    
Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:04 0:04 

Category Components 
October 10 

Snap 13 Snap 14 

Visual 
Components 

Storyline Present 

Kylie striking a pose by 
lying down on poolside 
recliner 
 
Taken by friend 

Kylie striking a pose by 
lying down on poolside 
recliner 
 
Taken by friend  

Photo / Video  Photo Photo  
"Selfie"   
Other People   
Kylie Only  Yes Yes 
Kyle Lip Kit Feature    
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Audio 
Components 

Music   
SFX   
Dialogue   

Snapchat Features 

Selfie Lenses   
Filter Yes Yes 
Emoji Sticker   
Text (written / typed)    
Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:03 0:03 

Category Components 
October 10 

Snap 15 Snap 16 

Visual 
Components 

Storyline Present 

Kylie taking a mirror selfie  
in her mansion's master 
bathroom 
 

Kylie taking a mirror selfie 
in the dressing room on set. 
Racks of clothes are behind 
her.    

Photo / Video  Photo Photo  
"Selfie" Yes Yes 
Other People   
Kylie Only  Yes Yes 
Kyle Lip Kit Feature    

Audio 
Components 

Music   
SFX   
Dialogue   

Snapchat Features 

Selfie Lenses   
Filter Yes Time + "Set Life" Filter 
Emoji Sticker   

Text (written / typed)   
Typed  
 
"That's a wrap" 

Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:03 0:05 
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Category Components 
October 10 

Snap 17 

Visual Components 

Storyline Present 
Kylie sitting on friend's lap riding a push cart 
around on set. Friend pushes them around on a fast 
pace.  

Photo / Video  Video 
"Selfie" Yes 
Other People Friend of Kylie 
Kylie Only   
Kyle Lip Kit Feature   

Audio Components 

Music  
SFX  

Dialogue 

Friend 1: "Am I supposed to fucking push you?!" 
 
Friend 2: "It's on!" 
 
Kylie & Friend 1: *screams* 

Snapchat Features 

Selfie Lenses  
Filter  
Emoji Sticker  
Text (written / typed)   
Snapchat Memories  

External Details 
Producer  
Related Context  

Total Running Time 0:08 
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B. Snaps Posted on October 11, 2016 

 

 

 

 

Category Components 
October 11 

Snap 1 Snap 2 

Visual 
Components 

Storyline Present 

Black "photo" with text -- 
common practice among 
Snapchat users to shift 
focus to text only 

Advertising newest lip kits 
via models wearing her 
new fall shades 

Photo / Video  Photo Photo 
"Selfie"   
Other People  Lip Kit Model 
Kylie Only    

Kyle Lip Kit Feature   Model wearing shade 
"trick"  

Audio 
Components 

Music   
SFX   
Dialogue   

Snapchat Features 

Selfie Lenses   
Filter   
Emoji Sticker   

Text (written / typed) 

Typed:  
 
"Can't wait for my fall lip 
kits to launch tomorrow at 
3pm pst I'm so excited 
*pumpkin emoji*" 

Typed  
 
"Trick" 
 
"Kylie"  

Snapchat Memories  
Professional photoshoot of 
actual model wearing lip 
kit shade "trick"  

External Details 

Producer   

Related Context  

This is the first time she is 
announcing her newest 
products in this manner, 
usually shows on self.  

Total Running Time 0:05 0:05 
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Category Components 
October 11 

Snap 3 Snap 4 

Visual 
Components 

Storyline Present 
Advertising newest lip kits 
via models wearing her 
new fall shades 

Advertising newest lip kits 
via models wearing her 
new fall shades 

Photo / Video  Photo Photo 
"Selfie"   
Other People Lip Kit Model Lip Kit Model 
Kylie Only    

Kyle Lip Kit Feature  Model wearing shade 
"Spice"  

Model wearing shade 
"Pumpkin"  

Audio 
Components 

Music   
SFX   
Dialogue   

Snapchat Features 

Selfie Lenses   
Filter   
Emoji Sticker   

Text (written / typed) 

Typed  
 
"Spice" 
 
"Kylie" 

Typed  
 
"Pumpkin" 
 
"Kylie"  

Snapchat Memories 
Professional photoshoot of 
actual model wearing lip 
kit shade "Spice" 

Professional photoshoot of 
actual model wearing lip 
kit shade "Pumpkin"   

External Details 

Producer   

Related Context 

This is the first time she is 
announcing her newest 
products in this manner, 
usually shows on self. 

This is the first time she is 
announcing her newest 
products in this manner, 
usually shows on self. 

Total Running Time 0:05 0:05 

Category Components 
October 11 

Snap 5 

Visual 
Components 

Storyline Present Advertising newest lip kits via models wearing her 
new fall shades 

Photo / Video  Photo 
"Selfie"  
Other People Lip Kit Model 
Kylie Only   
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C. Snaps Posted on October 12, 2016 

 

Kyle Lip Kit Feature  Model wearing shade "Moon"  

Audio Components 
Music  
SFX  
Dialogue  

Snapchat Features 

Selfie Lenses  
Filter  
Emoji Sticker  

Text (written / typed) 

Typed  
 
"Moon" 
 
"Kylie" 

Snapchat Memories Professional photoshoot of actual model wearing lip 
kit shade "Moon" 

External Details 
Producer  

Related Context This is the first time she is announcing her newest 
products in this manner, usually shows on self. 

Total Running Time 0:05 

Category Components 
October 12 

Snap 1 Snap 2 

Visual 
Components 

Storyline Present 

Walking down stairs of 
mansion, showing off 
outfit and makeup. She is 
wearing the shade "moon" 
to promote her lip kit 
launch. She slightly 
adjusts her outfit -- a blank 
translucent dress.  

Video of Kylie making 
different facial poses at the 
same staircase.  

Photo / Video  Video Video  
"Selfie" Yes Yes 
Other People   
Kylie Only  Yes Yes 
Kyle Lip Kit Feature  Yes, on Kylie's lips Yes, on Kylie's lips  

Audio 
Components 

Music Ambient music  Ambient Music 
SFX   
Dialogue   
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Snapchat Features 

Selfie Lenses   
Filter   
Emoji Sticker   
Text (written / typed)    
Snapchat Memories   

External Details 

Producer   

Related Context  
Kylie is known for 
snapping Snaps that focus 
on her face 

Total Running Time 0:05 0:05 

Category Components 
October 12 

Snap 3 Snap 4  

Visual 
Components 

Storyline Present  landscape selfie of Kylie 
wearing Moon 

Photo / Video  Video Photo   
"Selfie" Yes Yes 
Other People   
Kylie Only  Yes Yes 
Kyle Lip Kit Feature  Yes, on Kylie's lips Yes, on Kylie's lips 

Audio 
Components 

Music Ambient Music  
SFX Dog Selfie Lens SFX  
Dialogue   

Snapchat Features 

Selfie Lenses Dog Selfie Lens   
Filter   
Emoji Sticker   

Text (written / typed) 

Typed:  
 
"Wearing Moon today in 
honor of my launch at 3"  

 Typed: "Moon *3 moon 
emojis"  

Snapchat Memories   

External Details 

Producer   

Related Context 

Kylie is known for being a 
heavy user of her own 
brand, and being its 
primary model 

 

Total Running Time 0:05 0:05 

Category Components October 12 
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Snap 5 Snap 6 

Visual 
Components 

Storyline Present Kylie playing around with 
another Dog Selfie Lens  

Kylie "piggy-backing" on 
Tyga, her boyfriend. Kylie 
takes a photo of them 
through a wall mirror in 
her mansion. 

Photo / Video  Video Photo   
"Selfie" Yes Yes 
Other People  Tyga 
Kylie Only  Yes  
Kyle Lip Kit Feature  Yes, on Kylie's lips Yes, on Kylie's lips 

Audio 
Components 

Music   
SFX Ambient Music  
Dialogue   

Snapchat Features 

Selfie Lenses Dog Selfie Lens 2  
Filter   
Emoji Sticker   
Text (written / typed)     
Snapchat Memories   

External Details 

Producer   

Related Context 
Kylie is known for 
regularly employing selfie 
lenses.   

 

Total Running Time 0:05 0:05 

Category Components 
October 12 

Snap 7 Snap 8 

Visual 
Components 

Storyline Present 

Kylie taking a mirror selfie 
with a little boy in the 
same mirror she had a 
selfie with Tyga in.  

Kylie "piggy-backing" on 
Kendall, her sister. They 
eventually fall down.  

Photo / Video  Photo Video   
"Selfie" Yes Yes 
Other People Little boy Kendall 
Kylie Only    
Kyle Lip Kit Feature  Yes, on Kylie's lips Yes, on Kylie's lips  

Audio Music   
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Components SFX  Kylie: "I love you... 
*screams*"  

Dialogue   

Snapchat Features 

Selfie Lenses   
Filter   
Emoji Sticker   
Text (written / typed)     
Snapchat Memories   

External Details 
Producer   
Related Context   

Total Running Time 0:03 0:07 

Category Components 
October 12 

Snap 9 Snap 10 

Visual 
Components 

Storyline Present 
Kylie taking a selfie vieo 
announcing product launch 
of Fall lip kits 

Kylie "swatching" or 
displaying the colors of her 
lip kit on her wrist  

Photo / Video  Video Photo   
"Selfie" Yes  
Other People   
Kylie Only  Yes  

Kyle Lip Kit Feature  Yes, on Kylie's lips Yes, on Kylie's arm 
(swatches) 

Audio 
Components 

Music   
SFX   

Dialogue 

Kylie: "Hey guys... we 
have 5 minutes until my 4 
new October Lip Kits 
launch... I'm so excited" 

 

Snapchat Features 

Selfie Lenses Dog Selife Lens  
Filter   
Emoji Sticker   

Text (written / typed) 

 Typed:  
 
"www.kyliecosmetics.com 
*heart emoji*" 

 Typed:  
 
"My 4 new lip kits 
available now"  

Snapchat Memories   

External Details 
Producer   
Related Context   
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Total Running Time 0:08 0:04 

Category Components 
October 12 

Snap 9 Snap 10 

Visual 
Components 

Storyline Present 

Kylie "swatching" or 
displaying the colors of 
her lip kit on her wrist.  
 
By now, the colors have 
dried.  

Black photo announcement  

Photo / Video  Photo Photo   
"Selfie"   
Other People   
Kylie Only    

Kyle Lip Kit Feature  Yes, on Kylie's arm 
(swatches)  

Audio 
Components 

Music   
SFX   
Dialogue   

Snapchat Features 

Selfie Lenses   
Filter   
Emoji Sticker   

Text (written / typed)   
 

 Typed:  
 
"Thanks for selling out my 
October kits today. Only a 
few moon lip kits left. 
kyliecosmetics.com" 

Snapchat Memories   

External Details 

Producer   

Related Context  
Kylie is also known for 
doing "swatches" for her 
latest colors  

Total Running Time 0:04 0:04 
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