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Abstract. Instagram has become one of the most influential digital platforms for the construction and
dissemination of lifestyle meanings, particularly through the presence of social media influencers. Among
various lifestyle narratives, luxury is one of the most dominant and ideologically loaded representations
circulated by influencers. This study examines how luxury is represented, constructed, and naturalized in
the Instagram content of female Indonesian influencers using Roland Barthes’ semiotic framework. The
object of this research consists of visual and textual Instagram posts that display luxury-related lifestyles,
including fashion, travel, leisure, and consumption practices. The main problem addressed in this study
concerns how signs of luxury operate at the levels of denotation, connotation, and myth to shape
audience perceptions of success, femininity, and social status. The objective of this research is to reveal
the ideological meanings embedded in influencer content and to explain how luxury is transformed into
a normalized and desirable lifestyle. This study employs a qualitative descriptive method with semiotic
analysis. Data were collected through purposive sampling of Instagram posts from selected female
Indonesian influencers with significant follower engagement. The findings show that luxury is
represented not merely through high-priced commodities but through symbolic systems involving
aesthetics, body presentation, spatial settings, and narrative captions. At the mythological level, luxury is
naturalized as the result of personal effort, self-discipline, and modern femininity, thereby obscuring
structural inequalities and reinforcing consumerist ideology. This study concludes that Instagram
influencers function as cultural agents who reproduce dominant myths of success and luxury in digital
culture.
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1. Introduction

The emergence of social media has significantly transformed contemporaty
communication practices, particularly in the way identities, lifestyles, and social values are
constructed and disseminated. Instagram, as a visually oriented platform, plays a central role in
shaping cultural meanings through images, captions, and interactive features. (Abidin, 2016).
One of the most prominent phenomena within Instagram culture is the rise of influencers
individuals who accumulate symbolic and economic capital by consistently producing curated

lifestyle content.
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Among the various themes presented by influencers, luxuty occupies a dominant
position. (Abidin, 2018). Luxury is commonly represented through branded fashion items,
exclusive travel destinations, fine dining experiences, and aesthetically curated living spaces.
However, luxury on Instagram is not merely an economic indicator; it functions as a symbolic
system that conveys meanings related to success, self-worth, femininity, and social distinction.
In the Indonesian context, the representation of luxury by female influencers is particularly
significant, as it intersects with cultural norms, gender expectations, and emerging middle-class
aspirations. (Setiadi, dkk, 2023).

Previous studies on Instagram influencers have largely focused on marketing
effectiveness, consumer trust, and brand engagement. While these approaches provide valuable
insights into economic outcomes, they often overlook the ideological processes through which
meanings are constructed and normalized. Semiotics offers a critical framework for examining
how influencer content operates as a system of signs that produces and reproduces cultural
myths. (Bourdieu, 1984).

Roland Barthes’ semiotic theory is especially relevant for analyzing Instagram content
because it emphasizes how everyday images function ideologically. According to Barthes, signs
operate on two levels of signification: denotation and connotation. When connotative meanings
become naturalized, they form myths that obscure historical and social constructions. In
influencer culture, luxury is frequently mythologized as a natural and attainable outcome of
individual effort, creativity, and authenticity. (Barthes, 1972).

The research problem addressed in this study is how luxury is semiotically constructed in
the Instagram content of female Indonesian influencers. This study proposes a Barthesian
semiotic analysis to uncover the denotative, connotative, and mythological meanings embedded
in influencer posts. The contributions of this research atre threefold: (1) providing an in-depth
semiotic analysis of luxury representation in Indonesian digital culture; (2) extending Barthes’
theory to contemporary social media discourse; and (3) contributing to applied linguistics and
media studies by demonstrating how meaning-making processes operate in visual-digital
communication. The remainder of this paper is organized as follows: Section 2 reviews relevant
literature, Section 3 describes the research methodology, Section 4 presents the results and

discussion, Section 5 compares the findings with related studies, and Section 6 concludes the

paper.

2. Literature Review
Semiotics and Barthes’ Theory of Myth

Semiotics is the study of signs and the processes through which meaning is produced and
interpreted. Ferdinand de Saussure conceptualized the sign as the relationship between the
signifier (form) and the signified (concept). Building on this foundation, Roland Barthes
expanded semiotic analysis to examine how signs operate within cultural and ideological
systems. Barthes introduced the concept of second-order signification, where signs at the
denotative level become signifiers for broader cultural meanings.(Zhaos, dkk, 2008)

In Barthes’ framework, denotation refers to the literal, descriptive meaning of a sign,
while connotation involves associative meanings shaped by cultural knowledge, values, and

emotions. When connotative meanings are repeated and normalized, they produce myths
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ideological narratives that present socially constructed meanings as natural and self-evident.
Barthes famously applied this framework to mass media, advertising, and popular culture,
demonstrating how images function to depoliticize social realities. (Barthes, 1972)

Instagram Influencers as Cultural Intermediaries

Influencers are often described as cultural intermediaries who mediate between producers
and consumers by shaping taste and lifestyle preferences. Through curated self-presentation,
influencers construct a sense of authenticity that allows commercial and ideological messages to
appear personal and trustworthy. Research has shown that influencers’ visual aesthetics and
narrative strategies play a crucial role in shaping audience perception and engagement. (Leung,
2022).

In the context of luxury, influencers blur the boundary between aspiration and
attainability. By integrating luxury goods into everyday narratives, influencers make exclusivity
appear accessible, thereby reinforcing consumer desire. However, this process also reproduces
social hierarchies by privileging certain lifestyles and identities. (Djafarova, 2017).

Luxury, Gender, and Digital Consumer Culture

Luxury is deeply intertwined with gendered representations, particulatly in influencer
culture where femininity is often associated with beauty, elegance, and consumption. Female
influencers frequently embody ideals of modern womanhood that combine independence,
productivity, and aesthetic refinement. In digital consumer culture, luxury becomes a symbolic
marker of empowerment and self-realization, masking its dependence on economic privilege.
(Dufty, 2015).

3. Materials and Method
In this section, you need to describe the proposed method step by step. Explanations

accompanied by equations and flow diagrams as illustrations will make it easier for readers to
understand your research. This study employs a qualitative descriptive research design grounded
in semiotic analysis, drawing specifically on Roland Barthes’ theory of signification. The
methodological framework is designed to systematically examine how representations of luxury
are constructed and naturalized in the Instagram content of female Indonesian influencers.
(Friedman, 2019).
Research Design and Approach

The research adopts a qualitative interpretative approach, as the primary objective is not
to measure frequency or statistical correlation but to uncover layers of meaning embedded in
visual and textual signs. Semiotic analysis is particularly suitable for this study because Instagram
content operates predominantly through images, symbols, and narrative cues that require
contextual and cultural interpretation. Barthes” model of denotation, connotation, and myth
serves as the main analytical lens.
Research Object and Unit of Analysis

The object of this research is Instagram posts published by female Indonesian lifestyle
influencers. The unit of analysis consists of individual Instagram posts, including: (1) visual
images, (2) captions, (3) hashtags, and (4) visual composition elements such as color, framing,
body posture, and spatial setting. Each post is treated as a multimodal text in which visual and

verbal signs interact to produce meaning,
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Data Source and Sampling Technique

Data were collected using purposive sampling. The selection criteria for influencers
included: (1) Indonesian nationality, (2) female gender, (3) a minimum of 100,000 followers, (4)
consistent presentation of luxury-related lifestyle content, and (5) high audience engagement
indicated by likes and comments. Based on these criteria, five influencers were selected. From
each influencer, twelve posts were analyzed, resulting in a total dataset of 60 Instagram posts.
Data Collection Procedure

Data collection was conducted through systematic observation of public Instagram
accounts. Selected posts were archived by capturing screenshots of images and recording
accompanying captions, hashtags, posting dates, and engagement metrics. To ensure analytical
consistency, only posts published within a one-year timeframe were included. User comments
were not analyzed directly but were considered as contextual indicators of audience
interpretation.

Analytical Framework and Procedure
The analysis followed a three-stage semiotic procedure adapted from Barthes’ model:

1. Denotative analysis, focusing on the literal and observable elements within the image,
such as objects, clothing, locations, body appearance, and textual components.

2. Connotative analysis, interpreting cultural associations related to luxury, femininity,
success, modernity, and social class.

3. Myth analysis, identifying dominant ideological narratives that are naturalized through
repeated representations, such as luxury as personal achievement, empowerment, or
moral reward.

The analytical process was iterative, allowing patterns and themes to emerge across
different influencers and content categories (fashion, travel, and body image).
Trustworthiness and Analytical Rigor

To enhance the trustworthiness of the analysis, several strategies were employed. First,
triangulation was applied by comparing signs across different influencers and thematic
categories. Second, thick description was used to provide detailed contextual explanations of
visual and textual elements. Third, reflexive interpretation was maintained to acknowledge the
researcher’s positionality and to minimize subjective bias.

Ethical Considerations

This study analyzes publicly available Instagram content and does not involve direct
interaction with human subjects. Influencer identities are discussed in a general manner without
disclosing sensitive personal information. Images are described analytically rather than
reproduced to avoid copyright infringement. The research adheres to ethical standards for digital

media research.

4. Results and Discussion

In this section, the author needs to explain the hardware and software used, dataset
soutces, initial data analysis, results, and results analysis/discussion. Presenting the results with
pictures, graphs and tables is highly recommended. Formulas or evaluation measuring tools also

need to be included here. There must be discussion/analysis, and you can't just rewrite the
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results in sentence form, but you need to provide an explanation of their relationship to the
initial hypothesis. In addition, this section needs to discuss and elaborate on important findings.
Dataset Overview

From the total of 60 Instagram posts analyzed, the distribution of content themes is

presented in Table 4.
Table 1. Distribution of Instagram Posts by Theme.
Theme Number of Posts Percentage
Fashion and luxury goods 24 40%
Travel and leisure 20 33.3%
Body image and self-presentation 16 26.7%
Total 60 100%

The data indicate that fashion-related content dominates luxury representation, followed
by travel and body image. This distribution suggests that material consumption and visual
aesthetics are central to the construction of luxury narratives on Instagram.

Semiotic Analysis: Fashion Content

In fashion-related posts, denotative elements include designer handbags, branded
clothing, luxury accessories, and carefully curated outfits. These items are frequently positioned
as focal points within the image through framing and lighting. Connotatively, such elements
signify elegance, prestige, and refined taste. Influencers are often depicted in relaxed yet
controlled poses, suggesting effortless affluence.

At the mythological level, luxury fashion is constructed as a natural extension of personal
success and self-discipline. Captions emphasizing hard work, gratitude, and self-reward
reinforce the ideology that material luxury is morally justified. This finding aligns with Barthes’
notion of myth as a depoliticized form of ideology, where consumption is framed as a personal

achievement rather than a product of structural privilege.

Table 2. Semiotic Analysis of Luxury Representation in Fashion Content of Female Indonesian Influencers.

Denotation Connotation Myth
Designer handbags, branded clothing, Elegance, prestige, refined Luxury fashion as a natural marker of success
luxury accessories taste and social distinction
Minimalist outfits with neutral tones Self-control, discipline, Ideal femininity is calm, polished, and
modern femininity consumption-oriented
Professional photography and styling Exclusivity and high social High aesthetic quality equals higher personal
value worth

Semiotic Analysis: Travel Content

Travel-related posts predominantly feature five-star hotels, private villas, international
destinations, and exclusive leisure spaces. Denotatively, these images present physical mobility
and spatial luxury. Connotatively, they signify freedom, autonomy, and cosmopolitan identity.
Influencers are often portrayed alone or minimally accompanied, emphasizing individual agency.

At the myth level, luxury travel is represented as a reward for productivity and self-
optimization. The absence of logistical, financial, or labor-related narratives contributes to the
naturalization of elite mobility. Luxury travel thus functions as a visual myth of happiness and

fulfillment achievable through personal effort.
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Table 3. Semiotic Analysis of Luxury Representation in Travel Content of Female Indonesian Influencers.

Denotation Connotation Myth
Five-star hotels and private villas Freedom, relaxation, Happiness is achieved through luxutious
exclusivity mobility
International destinations and iconic Global identity, Successful women are globally mobile
landmarks cosmopolitanism
Private transportation and curated leisure ~ Autonomy and independence  Luxury travel as reward for personal effort
spaces

Semiotic Analysis: Body Image and Self-Presentation

Body image representation constitutes a significant component of luxury narratives.
Denotative signs include slim body figures, flawless skin, polished makeup, and confident body
language. Connotatively, these signs communicate health, discipline, desirability, and authority.
The body becomes a symbolic site where luxury is embodied.

At the mythological level, the idealized body is framed as both a prerequisite and a result
of a luxury lifestyle. Captions related to self-love, consistency, and productivity legitimize bodily
discipline as a moral virtue. This myth reinforces gendered expectations that equate femininity

with aesthetic perfection and controlled self-presentation.

Table 4. Semiotic Analysis of Luxury Representation in Body Image and Self-Presentation.

Denotation Connotation Myth
Slim body, flawless skin, polished appearance Health, self-discipline, Ideal body is a prerequisite for success
desirability
Confident poses and controlled body Authority, self-mastery Confidence is a result of luxury
language lifestyle

Captions emphasizing self-love and Moral legitimacy of privilege Personal growth justifies material

productivity excess
Discussion

Across all themes, luxury is consistently framed as individualized, attainable, and morally
justified. Structural factors such as sponsorship, algorithmic visibility, and socio-economic
background are systematically absent. This absence contributes to the depoliticization of
inequality and reinforces neoliberal ideology, where success is attributed solely to personal
effort.

The findings demonstrate that Instagram influencers function as powerful agents of
myth-making. Through repetitive visual and textual patterns, luxury is normalized as a standard
lifestyle aspiration rather than an exceptional socio-economic condition. At the mythological
level, luxury is constructed as the natural result of individual effort and self-branding. Structural
factors such as socio-economic background, algorithmic visibility, and sponsorship are largely
absent from influencer narratives. As a result, luxury is depoliticized and framed as universally

attainable, reinforcing neoliberal and consumerist ideologies.

6. Conclusion

This study reveals that luxury representation in female Indonesian influencers’ Instagram

content operates as a complex semiotic system. Through denotative, connotative, and
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mythological meanings, luxury is naturalized as a marker of success, femininity, and self-worth.
By applying Barthes’ semiotic framework, this research demonstrates how digital media
participates in reproducing dominant consumerist ideologies. The study contributes to applied
linguistics, media studies, and cultural analysis. Future research may explore audience reception

or comparative cross-cultural analysis.
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