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ABSTRACT 

 
In what manner does the sharing of personal narratives or disclosing one’s experiences foster trust 

and loyalty among consumers? Conversely, how could such transparency, if not strategically 

regulated, result in personal, legal, or societal consequences? This research investigates the 

dynamics of personal disclosure as a strategic marketing instrument to cultivate trust, intimacy, 

and loyalty between businesses and consumers in the Ghanaian setting. This study use Social 

Penetration Theory to examine the impact of cultural norms, socio-economic factors, and digital 

interactivity on the perception and implementation of personal disclosures in marketing efforts. 

Semi-structured surveys were conducted with 67 individuals, comprising social media influencers 

and their followers, utilizing a qualitative methodology. The findings demonstrated that the 

reception of personal disclosures is affected by cultural factors, including Ghana's collectivist 

perspective. Influencers that fit their content with local values of humility, community, and respect 

for privacy forge better ties with their audience, whereas overly self-centered revelations can be 

counterproductive. 

The research emphasizes the need of cultural sensitivity and ethical behavior, highlighting the 

demand for transparency, privacy safeguards, and contextual appropriateness in disclosures. The 

study enhances understanding of how businesses can ethically engage with Ghanaian consumers 

through personal disclosure, offering insights applicable to other African contexts. Ultimately, it 

demonstrates the efficacy of personal disclosure in fostering enduring, authentic brand-consumer 

relationships in the digital era when culturally contextualized. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Chapter Overview 

 

This chapter presents the fundamental concepts and research emphasis of the study. The text 

commences by delineating the increasing importance of personal disclosure as a marketing 

instrument in the digital era, particularly via social media influencers (SMIs). This chapter 

examines the significance of social media influencers in cultivating brand-consumer interactions 

and emphasizes the lack of comprehension regarding the efficacy of this strategy within the 

Ghanaian cultural framework. This study's usefulness in resolving these gaps is discussed, along 

with an outline of the research challenge, objectives, and significance. This chapter establishes the 

foundation for the ensuing discourse on the study's theoretical frameworks, research questions, 

and methods, which will direct the examination of the influence of personal disclosure on brand- 

consumer relationships in Ghana. 

 

1.1. Background 

 

Personal disclosure is essential for establishing trust and emotional ties between individuals and 

brands. In Ghana's culturally rich and diverse society, this concept assumes heightened relevance. 

Successful brand-consumer interactions are founded on trust, and brands, especially through social 

media influencers (SMIs), cultivate that trust by engaging in personal disclosure, which involves 

revealing personal information with their audience. This deliberate disclosure of personal 

information fosters closeness and relatability, prompting consumers to engage more profoundly 

with the brand. 
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Personal disclosure in marketing has been thoroughly examined within the realm of social 

psychology. Research conducted by Aron et al. (1997) and Sprecher & Duck (1994) demonstrates 

that more self-disclosure correlates with enhanced intimacy and improved interpersonal 

relationships. This results in improved brand-consumer connections, as consumers are more 

inclined to connect with and trust brands backed by influencers who candidly disclose personal 

narratives. This strategy is particularly effective in a marketplace like as Ghana, where 

interpersonal relationships, trust, and authenticity are crucial in economic dealings. 

The power of social media influencers (SMIs) in this context is particularly significant. Social 

Media Influencers (SMIs) frequently employ personal disclosure to foster parasocial relationships 

(PSRs)—unidirectional emotional bonds wherein followers perceive a personal connection with 

the influencer, despite the absence of reciprocity (Horton & Wohl, 1956). Influencers foster an 

emotional connection with their audience by sharing personal experiences, including family life, 

hardships, and behind-the-scenes moments, which enhances trust and loyalty towards the products 

they endorse. 

For instance, Ghanaian influencers such as Ahoufe Patri, who frequently shares personal narratives 

concerning her healing journey, foster trust and credibility with their audience. When influencers 

recommend a product, consumers are more inclined to interact with the brand due to the emotional 

bond formed through constant and relatable personal revelations. This method humanizes both the 

influencer and the products they endorse, hence increasing consumer trust in their 

recommendations. 

The hypothesis of source credibility further substantiates the influence of personal disclosure. 

Ohanian (1990) posits that an influencer's reputation hinges on three principal factors: 

trustworthiness, expertise, and attractiveness. Personal disclosure augments these factors by 
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rendering the influencer more relatable and honest, thus elevating the trust customers invest in 

their endorsements. Erdogan (1999) asserts that consumers are more inclined to be swayed by 

endorsers whom they perceive as reliable and trustworthy, especially regarding their 

recommendations of products or services. 

In Ghana, where customers prioritize authenticity and trust, personal revelation is an effective 

mechanism for fostering brand-consumer interactions. Research conducted by Kim and Song 

(2016) and Chung and Cho (2017) substantiates this, emphasizing that influencers who convey 

personal narratives can augment customer views of trust and credibility, hence positively 

influencing purchase intentions. This satisfies the human desire for connection and association, 

enhancing consumers' proximity to the brand and increasing their likelihood of loyalty. 

Nevertheless, achieving the appropriate balance in personal disclosure is essential. Norton et al. 

(2007) indicate that self-disclosure can enhance intimacy and trust, but excessive or incorrect 

sharing may yield detrimental consequences. Oversharing or revealing irrelevant or too intimate 

information may undermine the confidence followers place in the influencer, resulting in 

disengagement. In Ghana's conservative and communal society, where cultural values prioritize 

privacy and propriety, influencers must adeptly manage personal information to prevent alienating 

their audience. 

 

1.2. Problem statement 

 

In Ghana, the recognition of personally sensitive issues should be a fundamental component of 

personal disclosures, as the country's divergent cultural values and conventions may place a greater 

emphasis on privacy, self-disclosure, and interpersonal boundaries than traditional Western 

societies. The same outcomes may not be achieved in Ghana by personal disclosure dynamics that 
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are effective in Western cultures. This may be attributable to the distinctions between high and low 

context cultures, as Western audiences frequently favor explicit, direct communication, which is 

why personal disclosure is more impactful. Conversely, Ghana, a high-context culture, prioritizes 

indirect communication and collective identity. In order to achieve comparable efficacy, personal 

narratives may need to be more in keeping with communal values and subtle messaging. Across 

various regions, the necessity of customized storytelling strategies in influencer marketing is 

emphasized by these cultural distinctions. Collectivist cultural norms, respect for privacy, and 

communication techniques are the primary factors that influence the effects of personal disclosure 

on brand-consumer interactions in Ghana. 

The significance of personal disclosure in shaping public or customer behavior and opinions has 

been extensively investigated in previous research conducted. As per a study conducted by Chung 

and Cho (2014), individuals, including social media influencers (SMIs), establish a sense of 

intimacy and connection with their audience by sharing personal information, including their life, 

experiences, and opinions. These findings are consistent with the findings of J. Kim and Song 

(2016), who demonstrated that ISD resulted in a favorable perception of the endorser by its 

consumers in terms of dependability, trustworthiness, and knowledge. Nevertheless, the literature 

under evaluation indicates a perceived dearth of literature that specifically examines the impact of 

personal disclosure on the interactions between a brand and its customers in the Ghanaian context. 

This discrepancy is a critical issue because it results in the creation of marketing strategies that are 

not specifically designed for Ghana's distinctive socio-cultural environment. This could potentially 

impede the ability of brands in Ghana to cultivate and sustain robust relationships with their target 

consumers. As an outcome, Ghanaian brands may be experiencing difficulty in cultivating and 

sustaining positive relationships with their target consumers. Essentially, this necessitates the 
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implementation of research that investigates the strategic application of personal disclosure 

dynamics to enhance the interactions between brands and consumers in Ghana. 

 

1.3. Objectives 

 

1. To explore how personal disclosure dynamics influence brand-consumer relationships in 

the Ghanaian market. 

2. To identify the specific cultural and contextual factors that influence the effectiveness of 

personal disclosure strategies in Ghana. 

3. To develop best practices and recommendations for utilizing personal disclosure as a 

strategic marketing tool for brands in Ghana. 

 

1.4. Research Questions 

 

1. How do personal disclosure dynamics influence brand-consumer relationships in the 

Ghanaian market? 

2. What specific cultural and contextual factors contribute to the success or failure of personal 

disclosure strategies in building brand-consumer relationships in Ghana? 

3. What are the best practices for implementing personal disclosure as a strategic marketing 

tool for brands operating in Ghana? 

 

1.5. Scope of Study 

 

This study examined the dynamics and nature of intimate disclosure in brand-consumer 

relationships in Ghana. The goal was to ascertain the extent to which personal disclosure affected 

brand intimacy, consumer engagement, and the total number of brand-consumer interactions. The 
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quality of the audit of customers' attitudes, behaviors, and experiences regarding personal 

disclosure in brand interactions was guaranteed by the qualitative approach, which was 

implemented through a semi-structured survey. Additionally, this investigation contributed to an 

understanding of the intricate factors that influenced the practice of personal disclosure, revealing 

cultural, social, and psychological challenges that are characteristic of Ghanaians. Purposive and 

convenient data acquisition strategies were implemented in this investigation once more. Thematic 

analysis strategy was the foundation for the extraction of information and the realization of 

patterns, themes, and categories, which facilitated a comprehensive understanding of personal 

disclosure dynamics. 

 

1.6. Significance of the Study 

 

This would enable organizations to develop superior marketing strategies that foster stronger 

connections between brands and consumers in Ghana, resulting in increased brand loyalty and 

customer satisfaction. This would further augment the existing repository of strategic marketing 

knowledge and generate actionable insights for organizations seeking to cultivate profound 

relationships with their customers. Future research may further explore this area by comparing 

disclosure dynamics across various cultural contexts to comprehend the differences in brand- 

consumer relationships. This could involve longitudinal studies to examine the evolution of 

personal disclosure strategies and their enduring effects on brand loyalty and consumption 

behavior, or experimental designs to assess the efficacy of particular personal disclosure strategies 

in relation to brand engagement and consumer perception. 



8  

1.7. Chapter Summary 

 

Chapter One underscored the significance of understanding Ghana's cultural subtleties and 

consumer behaviors, as individuals disclosed personal information more readily than in Western 

contexts. It suggested that personal disclosures facilitated the development of authentic 

relationships, improved brand loyalty, and increased sales. However, it recognized the scarcity of 

research on this subject in Ghana, which impeded the development of effective marketing 

strategies. The chapter addressed the practical implications of the research, positing that the results 

could help organizations adjust their marketing strategies to better align with local preferences. 

The theoretical framework included Parasocial Relationships and Social Penetration Theory, with 

an emphasis on their application in Ghana to improve brand trust, credibility, and consumer 

engagement. Lastly, it outlined the research objectives, inquiries, and significance, underscoring 

the potential influence of personal insights on brand-consumer relationships and business 

expansion in Ghana. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Chapter Overview 

 

This chapter provides a thorough examination of the current literature pertaining to personal 

disclosure in marketing, specifically on social media influencers (SMIs) and brand-consumer 

relationships in the Ghanaian market. The study is organized to examine essential topics such 

personal disclosure, the function of SMIs, the dynamics of brand-consumer interactions, and the 

impact of cultural context on marketing techniques. Additionally, empirical research and case 

studies from Ghana are analyzed to offer a detailed comprehension of consumer behavior and the 

influence of personal disclosure on brand-customer relationships in Ghana. 

 

2.1 Personal Disclosure in Marketing 

Definition 

Personal disclosure in marketing is the dissemination of personal information, experiences, or 

emotions by a brand or individual to establish a sense of intimacy and connection with the 

audience. To establish trust, encourage engagement, and improve the relationship between the 

brand and its consumers, this approach is implemented. Due to its ability to humanize the brand, 

personal disclosure is regarded as a potent marketing tool, rendering it more relatable and 

accessible to consumers. This methodology is consistent with the concept of relationship 

marketing, which prioritizes long-term consumer relationships over brief sales transactions 

(Morgan & Hunt, 1994). 

In addition, personal disclosure in marketing functions as a conduit between the brand and the 

 

consumer, eroding barriers and fostering a more intimate relationship. This approach is especially 
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effective in the digital era, as consumers anticipate that brands will be transparent and authentic. 

By sharing personal experiences or insights, brands can establish a stronger emotional bond with 

their audience and distinguish themselves from competitors (Smit et al., 2014). 

Types of Personal Disclosure 

 

In marketing, there are three primary categories of personal disclosure: experiential, factual, and 

emotional. 

1. Emotional Disclosure: This entails the expression of personal feelings, emotions, or 

sentiments. In marketing, emotional disclosure can elicit empathy or compassion from the 

audience, so fostering a more profound emotional connection with the company. For 

example, a brand may convey a narrative about surmounting obstacles or articulating 

appreciation, which connects with consumers emotionally (Wirtz & Lwin, 2009). 

2. Factual Disclosure: Factual disclosure pertains to the dissemination of objective 

information or facts. This form of disclosure is frequently employed to establish credibility 

and trust with the audience. A brand may reveal its production methods, sustainability 

initiatives, or product sources to ensure consumers of its authenticity and ethical standards 

(Erdogan, 1999). 

3. Experiential Disclosure: Experiential disclosure entails the sharing of personal narratives 

or accounts pertinent to the brand or its offerings. This form of disclosure is very potent in 

crafting a sympathetic and compelling narrative that resonates with consumers. Social 

media influencers frequently employ experiential disclosure to convey their encounters 

with a product or service, which can profoundly affect their followers' purchasing choices 

(Chung & Cho, 2014). 
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Dimensions of Self-Disclosure 

 

There are various ways to examine self-disclosure, and each one is essential in determining 

marketing and interpersonal dynamics. 

1. Intent to Disclose: Self-disclosure is frequently deliberate, as either individuals or brands 

share confidential information to accomplish specific objectives, such as establishing trust 

or fostering relationships. Recent research indicates that the intent to disclose in online 

environments can be more intricate, with factors such as the awareness of sharing 

information, control over the audience, and context of the platform playing significant roles 

(Nabity-Grover, 2020). Although offline self-disclosure is primarily concerned with social 

cues and non-verbal interactions, online disclosure integrates distinctive factors such as the 

ability to edit posts before sharing, which influence the user's intent (Nabity-Grover, 2020; 

Derlega & Chaikin, 2016). 

2. Amount of Disclosure: The frequency and duration of communicated information are both 

encompassed by this. The perceived anonymity of digital platforms has been identified as 

a factor in the increased frequency of online self-disclosure. However, the quality and depth 

of the content shared can differ substantially depending on the platform and the perceived 

risks (Joachimsthaler & Stieglitz, 2022). Bochner and Burgoon (2022) have observed that 

individuals prioritize disclosure to a limited number of close acquaintances in personal 

relationships, and brands likewise direct their messages toward specific audiences. 

3. Positive-Negative Nature of Disclosure: In both personal and brand communications, 

there is a greater prevalence of positive self-disclosures, such as sharing success stories or 

uplifting experiences. This optimism has a tendency to cultivate more robust relationships, 
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particularly in online environments where audiences prioritize relatable, optimistic content. 

In contrast, negative disclosures can result in increased vulnerability, which may restrict 

openness unless a strong, trusted relationship is established (Wheeless, 2016; Derlega et 

al., 2020). 

4. Honesty and Accuracy: Building trust is contingent upon the honesty and precision of 

self-disclosure. However, the distinction between honesty and manipulation can be tenuous 

in digital communications, particularly for brands that are responsible for administering 

their online personas (Joachimsthaler & Stieglitz, 2022). Research indicates that 

individuals are inclined to be more candid with strangers, frequently in an effort to 

experience the liberation that anonymity provides (Nabity-Grover, 2020). 

5. Depth and Control of Disclosure: The extent of disclosure frequently correlates with 

intimacy in partnerships. Individuals are more inclined to reveal intimate information in 

trusted environments during personal conversations. Brands purposefully employ profound 

disclosure to cultivate brand loyalty and emotional bonds with their consumers. Online 

self-disclosure generally reduces obstacles to early revelations, however it may still 

incorporate control mechanisms such as audience selection and privacy settings (Nabity- 

Grover, 2020; Wheeless & Grotz, 2018). 

 

2.2 Social Media Influencers (SMIs) 

Definition and Importance 

Social media influencers (SMIs) are individuals who utilize their online presence and following to 

shape consumer perceptions and behaviors. SMIs frequently share personal content, such as 

lifestyle updates, opinions, and experiences, to engage their audience and promote brands. SMIs 
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are essential in marketing because they provide a relatable and authentic voice that can have a 

substantial impact on consumer trust and engagement (Kaplan & Haenlein, 2010). 

SMIs establish a rapport with their followers by utilizing personal disclosure, which fosters a sense 

of trust and intimacy that may be absent in traditional advertising methods. Self-disclosure on 

social media platforms is not merely a means of communication; it is also a means of improving 

personal connections and brand affinity, as per Bazarova and Choi (2014). SMIs can effectively 

communicate brand values and messages by sharing personal stories and experiences, resulting in 

increased engagement and brand loyalty. 

 

2.3 Brand-Consumer Relationships 

 

Importance and Factors Influencing Brand-Consumer Relationships 

 

Brand-customer interactions are essential to contemporary marketing as they profoundly influence 

consumer behavior and brand perception. Trust is fundamental to these connections, acting as the 

foundation for consumer loyalty and participation. When consumers have confidence in a brand, 

they are more inclined to see it favorably, engage in repeat purchases, and promote it throughout 

their social networks (Fournier, 1998). Trust is cultivated with regular and honest communication, 

including personal disclosures that resonate with customer values and expectations. Brands that 

transparently communicate their beliefs, missions, and processes to their audience frequently 

cultivate a heightened sense of trust and trustworthiness (Brodie et al., 2013). 

Loyalty, an essential element, is fostered through a succession of favorable experiences and 

engagements with the brand. Consumers are more inclined to exhibit brand loyalty when a brand 

consistently fulfills or surpasses their expectations while fostering a robust emotional connection. 

This emotional connection is frequently established through tailored interactions and a profound 
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comprehension of consumer requirements and preferences (Batra et al., 2012). Brands that provide 

customized experiences, reward programs, and individualized customer care may bolster 

consumer loyalty and promote sustained engagement. 

Engagement is crucial in enhancing brand-consumer interactions, characterized by the active 

participation and interaction of customers with brands. Research indicates that engaged consumers 

are more inclined to make purchases, endorse the brand, and disseminate their favorable 

experiences (Gómez et al., 2019; Freitas & de Almeida, 2017). This engagement is frequently 

propelled by tailored and interactive material that resonates with consumer interests and emotions, 

including social media interactions, focused marketing strategies, and community-oriented 

activities (Fernandes & Remelhe, 2016). Brands that cultivate such interaction establish more 

profound emotional ties and develop enduring loyalty. 

Measuring Relationship Strength 

 

It is essential to evaluate the intensity of brand-consumer relationships in order to comprehend the 

extent to which a brand engages with its audience and cultivates loyalty. This fortitude is frequently 

assessed using a variety of metrics and indicators, each of which offers valuable insights into 

distinct aspects of the relationship. 

Customer satisfaction is one of the fundamental metrics employed to evaluate the efficacy of the 

relationship. A brand's ability to satisfy or exceed consumer expectations is indicated by its high 

satisfaction levels. According to research, consumers are considerably more inclined to cultivate 

favorable opinions of the organization when they are content (Fornell, 2016). This can result in 

higher levels of loyalty and repeat business. In order to guarantee that a brand's offerings are in 
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accordance with the changing requirements of its target audience, it is essential to consistently 

monitor satisfaction (Qualtrics, 2020). 

Additionally, customer loyalty metrics offer valuable insights. The degree of consumer attachment 

to a brand is indicated by metrics such as brand advocacy and repeat purchases. Reichheld (2003) 

contended that loyal consumers are inclined to advocate for the brand and make repeated 

purchases, a behavior that contributes to both retention and positive word-of-mouth. Lemon et al. 

(2016) assert that this loyalty is indicative of a robust emotive bond between the consumer and the 

brand, which serves to fortify the relationship. 

Engagement metrics provide an additional layer of comprehension. Social media interactions, such 

as shares, likes, and remarks, are used to quantify engagement. A brand is cultivating a dynamic 

and ongoing relationship with its audience, as evidenced by high levels of engagement. Active 

engagement, as per Brodie et al. (2011), indicates a more profound relationship between the 

consumer and the brand, thereby increasing both loyalty and advocacy. 

The Net Promoter Score (NPS) is a frequently employed metric that evaluates the probability of 

consumers recommending the brand in order to determine customer loyalty. A high NPS is 

indicative of a robust brand-consumer relationship, as it is directly correlated with customer 

satisfaction and their propensity to recommend the brand to others (Reichheld, 2003). NPS 

functions as a simple yet potent indicator of the brand's overall influence on its consumers. 

 

2.4 Cultural Context in Marketing 

Cultural Sensitivity 

Particularly in a globalized world where brands are required to appeal to a wide range of audiences, 

cultural sensitivity is an essential element of effective marketing strategies. In order to 
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communicate effectively and prevent misunderstandings or offenses, marketers must comprehend 

and honor the cultural norms and values of their target audiences.. A loss of consumer trust and 

negative publicity can result from culturally insensitive marketing, which can be challenging to 

regain. According to Chang and Wang (2008), marketers must undertake exhaustive research to 

guarantee that their campaigns are not only pertinent but also respectful of the cultural context in 

which they are implemented. Understanding the cultural, social, and historical factors that 

influence consumer behavior and preferences is a critical component of this process. 

Ghanaian Cultural Characteristics 

 

The culture of Ghana, akin to numerous nations, is influenced by its social values, traditions, and 

historical context. Primarily, it is largely collectivist, signifying that community and family are 

fundamental to societal existence. In such communities, the collective needs and objectives 

frequently take precedence over individual interests. This cultural perspective affects customer 

behavior and, consequently, marketing techniques. Marketers should prioritize neighborhood and 

familial connections in their communications, as these significantly resonate with Ghanaian 

consumers (Chen, Fay, & Wang, 2011). Advertising strategies that emphasize familial values, 

community support, and group accomplishments are likely to be more effective in Ghana than 

those that concentrate exclusively on individual success or self-promotion. 

An other significant facet of Ghanaian culture is the profound regard for personal privacy and 

interpersonal boundaries. In a society that prioritizes privacy, customers may exercise greater 

caution in disclosing personal information, especially in public or digital environments. Marketers 

must be attuned to these considerations and ensure that their strategies for personal disclosure 

conform to cultural norms. Kuo and Feng (2013) propose that marketers implement tactics 

facilitating voluntary and regulated transparency, ensuring consumers feel secure and valued. This 
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may entail providing customers with explicit options regarding the information they choose to 

disclose and guaranteeing that their data is managed with diligence and secrecy. 

In Ghana, communication tends to be indirect, mainly dependent on context and non-verbal 

signals. This indirect communication approach may provide difficulties for marketers familiar with 

more straightforward methods of communication. Hargie (2004) emphasizes that comprehending 

these subtleties is essential for marketers seeking to communicate their concepts effectively. For 

example, instead of employing overt and clear messaging, marketers in Ghana may opt for more 

subtle and nuanced strategies that enable customers to interpret the message within their cultural 

framework. This may entail employing symbolism, proverbs, or culturally relevant imagery that 

resonates with the intended audience. 

Comparative Analysis 

 

In Western countries, customers generally exhibit greater openness and comfort in disclosing 

personal information. This transparency is frequently motivated by individualistic cultural ideals 

that prioritize self-expression and personal accomplishment. Barak and Gluck-Ofri (2007) assert 

that in individualistic societies, the dissemination of personal information is frequently perceived 

as a means to construct identity, cultivate relationships, and augment self-promotion. Thus, 

marketing methods in Western societies frequently promote personal disclosure to engage 

consumers and foster brand loyalty. Loyalty programs that incentivize consumers for disclosing 

personal preferences and social media initiatives that promote user-generated content are prevalent 

in Western marketing strategies. 

Conversely, Ghanaian consumers, grounded in a collectivist society, exhibit greater restraint and 

are often prudent with personal exposure. This concern arises from a cultural focus on privacy and 
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the safeguarding of personal boundaries. Chang and Wang (2008) observe that Ghanaian 

consumers tend to be cautious of marketing methods necessitating significant personal disclosure, 

particularly when such strategies are perceived as intrusive or disrespectful of their cultural norms. 

Consequently, marketers aiming at Ghanaian consumers must use more cautious strategies, 

emphasizing trust-building and value provision while minimizing requests for personal 

information. This may entail developing campaigns that honor consumers' privacy preferences 

while facilitating interaction opportunities, such as anonymous feedback systems or community- 

oriented efforts that do not necessitate personal information sharing. 

Key Aspects of Cultural Sensitivity in Ghana 

 

Cultural awareness is essential in Ghana because of its rich and diverse cultural past. Ghana hosts 

numerous ethnic groups, each possessing distinct cultural norms, traditions, and languages. 

Marketing messages that neglect these cultural nuances may result in misconceptions, diminished 

efficacy, and even backlash from the community. 

Ghanaian society ascribes considerable significance to traditional values and beliefs, which are 

profoundly entrenched in the nation's history and social structure. This encompasses reverence for 

elders, communal existence, and the significance of familial and communal connections. 

Marketing communications that correspond with these principles are more likely to resonate with 

Ghanaian consumers. Brands that highlight familial cohesion, communal assistance, or reverence 

for elders in their advertisements may see enhanced acceptability and engagement. 

Language is an essential element of cultural sensitivity. In Ghana, although English serves as the 

official language, numerous Ghanaians communicate in indigenous languages, including Akan, 

Ewe, Ga, and others. Successful marketing in Ghana frequently entails utilizing local languages or 
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integrating culturally pertinent words and proverbs that embody the knowledge and values of the 

populace. Furthermore, the indirect and courteous communication style characteristic of Ghana 

must be acknowledged. Direct or aggressive marketing tactics may be regarded as impolite or 

unsuitable. 

Religion is integral to the life of several Ghanaians, with Christianity, Islam, and traditional African 

religions being extensively observed. Marketing tactics must consider religious sensibilities, 

ensuring that messages do not unintentionally harm religious views or practices. Promotional 

content during religious holidays like Easter, Ramadan, or Christmas must be courteous and may 

integrate aspects that reflect the religious significance of these occasions. 

The incorporation of cultural symbols, imagery, and colors in marketing materials can profoundly 

influence the reception of messages. In Ghana, symbols such as Adinkra motifs are imbued with 

significance and communicate particular messages pertaining to ethics, knowledge, and social 

values. Effectively integrating these symbols into marketing efforts can augment cultural 

significance and customer engagement. Brands must utilize such symbols appropriately and 

politely, as misuse may result in cultural misrepresentation or offense. 

The customs of Ghana, including greeting rituals, dress rules, and social interactions, embody the 

nation's cultural identity. Brands that integrate an understanding of cultural norms into their 

marketing strategy exhibit respect and regard for the local culture. A marketing campaign that 

acknowledges and celebrates traditional attire, such as the use of Kente cloth during significant 

events, can profoundly connect with Ghanaian consumers. 

 

2.5 Empirical Studies and Examples from Ghana 

Influence of Culture on Marketing 
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In Ghana, consumer behavior is profoundly affected by cultural values, which significantly impact 

purchasing decisions. Studies demonstrate that Ghanaian consumers prioritize family, community, 

and social connections. Bazarova and Choi (2014) assert that self-disclosure on social media is 

shaped by cultural expectations and social norms, which might differ markedly among other 

cultures. In Ghana, the significance of community and familial connections can augment the 

efficacy of marketing efforts that capitalize on these values. This cultural background indicates 

that personal disclosures highlighting collective ideals are more likely to resonate with Ghanaian 

customers. 

Case Studies of Successful Personal Disclosure Campaigns in Ghana 

 

Effective personal disclosure efforts in Ghana frequently correspond with cultural norms and 

utilize local influencers. MTN Ghana has successfully employed human narratives and 

testimonials in its marketing to establish trust and engage consumers emotionally. This method has 

fortified the brand's rapport with its customers and elevated its market reputation. Research 

conducted by Batra, Ahuvia, and Bagozzi (2012) on brand love emphasizes that personal narratives 

can substantially strengthen consumer commitment to a brand. These commercials effectively 

engage the emotional and relational dimensions significant to Ghanaian customers by presenting 

personal narratives and experiences. 

Ghanaian influencer Kwadwo Sheldon utilizes experiential disclosure by sharing personal 

experiences and perspectives on societal issues and companies, hence gaining substantial influence 

in the social media arena. The material of Kwadwo Sheldon is marked by its sincerity and 

relatability. By candidly articulating his personal perspectives and experiences, he forges an 

authentic bond with his audience. His material frequently tackles pertinent social topics and trends, 

establishing him as a thought leader in the realm of social media. Sheldon interacts with his 
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audience primarily via his YouTube channel, Kwadwo Sheldon Studios, and through interactive 

material such as Q&A sessions, polls, and live talks, promoting a reciprocal dialogue. 

Kwadwo Sheldon’s personal transparency approach has considerably augmented his impact and 

reputation in the social media sphere. His capacity to engage with followers personally has led to 

a substantial and active fanbase. His influence has facilitated effective brand collaborations, as 

firms acknowledge the merit of aligning with a credible and impactful voice in the digital realm. 

Through the dissemination of candid and personal perspectives, Sheldon has created trust among 

his followers. This trust results in increased engagement and loyalty among his audience. 

Consumer Trust and Privacy Concerns 

 

Trust and privacy are essential elements in personal disclosures, especially in the digital era. In 

Ghana, consumer perspectives on privacy and data sharing are changing, shaped by heightened 

digital participation. Research by Brandtzæg, Luders, and Skjetne (2010) suggests that while there 

is a high level of sociability on social media, privacy concerns remain prevalent. Ghanaian 

consumers exhibit caution over the utilization and dissemination of their data, influencing their 

reactions to personal disclosure initiatives. Effective initiatives must tackle these issues by 

guaranteeing transparency and protecting consumer information. 

 

2.6 Consumer Behavior in Ghana 

Behavioral Traits and Preferences 

Consumers in Ghana demonstrate unique behavioral characteristics and preferences that are 

significantly shaped by their cultural and social environment. Research indicates that Ghanaian 

consumers exhibit a pronounced preference for companies that align with local values and 

community interests. Chang and Wang (2008) emphasize the significance of cultural context in 
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influencing customer-brand connections, indicating that consumer behavior is profoundly affected 

by cultural values and social standards. In Ghana, there is a tendency for brands that resonate with 

traditional values and prioritize community-oriented initiatives. 

Chan and Li (2010) further assert that reciprocity in consumer interactions across virtual 

communities mirrors broader cultural values, particularly those common in Ghana. Their research 

underscores the influence of cultural expectations on consumer behavior, indicating that Ghanaian 

consumers tend to prefer brands that demonstrate authentic comprehension and reverence for their 

cultural milieu. Research by Laroche et al. (2012) indicates that brand communities on social 

media platforms frequently mirror and reinforce local cultural norms, hence impacting customer 

trust and loyalty. The research conducted by Batra, Ahuvia, and Bagozzi (2012) on "brand love" 

demonstrates that consumers are attracted to companies that fulfill functional requirements while 

also resonating with their cultural identity on an emotional level. In Ghana, brands that genuinely 

connect with local culture and customs are more likely to establish robust consumer relationships 

and brand loyalty. 

Ethical Consumerism 

 

Ethical consumerism is an emerging trend among Ghanaian consumers, indicating an increased 

awareness of the social and environmental consequences of their purchase choices. Fournier 

(1998) examines the impact of ethical ideals on brand relationships, emphasizing that customers 

are progressively attracted to brands that resonate with their ethical convictions. This trend is seen 

in Ghana, where consumers are increasingly pursuing products that exhibit social responsibility 

and environmental care. Research demonstrates that ethical factors are increasingly influencing 

consumer decision-making. Laroche et al. (2012) investigate the impact of social media-based 

brand communities on brand trust and loyalty, highlighting that consumers like firms that uphold 
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ethical principles and positively contribute to society. This is especially pertinent in Ghana, where 

customers are becoming more cognizant of matters such as fair trade, sustainability, and corporate 

social responsibility. Heinich et al. (2008) contend that brand love is frequently shaped by ethical 

considerations, leading consumers to develop stronger emotional connections with firms that 

adhere to ethical norms. In Ghana, brands that endorse ethical standards and social responsibility 

are likely to attract and retain clients driven by these principles. 

Digital and Social Media Use 

 

The profound impact of technology on consumer behavior and engagement is evident in the 

extraordinary surge in digital media consumption in Ghana. Ghana has an impressive internet 

penetration rate of 69.8 percent, as evidenced by its 24.06 million internet users as of early 2024 

(DataReportal, 2024). The increasing digital landscape in Ghana is underscored by the ubiquitous 

access to the internet, which also emphasizes the potential for online marketing and digital 

engagement. 

A tech-savvy population and a robust digital infrastructure are suggested by the high rate of internet 

penetration. Ghanaians are increasingly dependent on digital platforms for a variety of activities, 

such as accessing news, entertainment, education, and e-commerce. The ubiquitous availability of 

smartphones and affordable data plans has facilitated the transition to digital engagement, thereby 

increasing the accessibility of the internet to a broader demographic. 

In Ghana, social media has emerged as an indispensable component of daily existence. Social 

media platforms have a substantial impact on consumer behavior and preferences, with 7.40 

million active social media users, which accounts for 21.5 percent of the population (DataReportal, 
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2024). Ghanaians are avid users of platforms such as Facebook, WhatsApp, Instagram, and Twitter, 

which function as platforms for information dissemination, entertainment, and communication. 

A valuable opportunity for brands to engage with consumers is presented by the expanding social 

media user base. Real-time interactions, targeted advertising, and personalized content are all 

facilitated by social media platforms, which provide businesses with a direct connection to their 

target audience. Brands that effectively utilize social media can increase their visibility, foster 

brand loyalty, and stimulate consumer engagement. 

The necessity for brands to establish comprehensive digital marketing strategies is underscored by 

the elevated level of digital and social media engagement in Ghana. In order to leverage this trend, 

brands should concentrate on the development of engaging online content, the optimization of their 

digital presence, and the application of data-driven insights to customize their marketing strategies. 

In Ghana, modern marketing strategies necessitate engaging with consumers through social media 

platforms to cultivate brand awareness and customer loyalty. 

 

2.7 Impact of Personal Disclosure on Brand-Consumer Relationships in Ghana 

Trust and Intimacy 

Personal disclosure is essential for the development of trust and intimacy in brand-consumer 

relationships. Self-disclosure is a critical mechanism for cultivating more profound interpersonal 

relationships, as per Laurenceau, Barrett, and Pietromonaco (1998). In the context of brand- 

consumer relationships, this concept is equally applicable. A perception of intimacy can be 

established between brands and their audience by sharing personal stories or behind-the-scenes 

insights. In Ghana, where personal connections and community are highly valued, brands that use 

personal disclosures effectively can establish stronger relationships with consumers. For example, 
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Ghanaian brands that provide consumers with insight into their values, journeys, and obstacles 

may establish a strong emotional bond and cultivate a sense of trust. A more loyal customer base 

can be the result of this increased trust, as consumers are more inclined to support brands with 

which they have a personal connection. 

Consumer Engagement 

 

Personal narratives and genuine storytelling can markedly improve consumer engagement. Brodie 

et al. (2013) emphasize the significance of customer interaction in virtual brand communities, 

indicating that brands that actively engage consumers with personal and relatable material can 

cultivate more robust relationships. In Ghana, where social interactions and community 

connections are fundamental to consumer behavior, businesses that convey human narratives and 

foster meaningful dialogues with their audience can cultivate a more engaging and dynamic brand 

experience. A Ghanaian brand that emphasizes personal experiences or community engagement in 

its marketing initiatives can attract consumer attention and interest, resulting in increased 

engagement and participation. This engagement can take different forms, including heightened 

social media interactions, involvement in brand events, and user-generated content, all of which 

enhance a more dynamic and participative brand-consumer relationship. 

Brand Loyalty 

 

The impact of personal disclosures on brand loyalty has been extensively established in the 

literature. Carroll and Ahuvia (2006) discovered that emotional bonds established through personal 

disclosures strengthened brand loyalty and promoted repeat purchases. In the Ghanaian setting, 

where emotional and relational considerations significantly influenced purchasing decisions, 

businesses that adeptly employed personal disclosures established robust emotional connections 
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with consumers. This emotional bond resulted in heightened brand loyalty, as customers were more 

inclined to remain faithful to brands with whom they felt a personal affiliation. A Ghanaian brand 

that continuously communicated its beliefs, achievements, and difficulties through personal 

narratives enhanced its relationship with consumers, resulting in increased brand loyalty and repeat 

patronage. This devotion was evident not just in repeat purchases but also in favorable word-of- 

mouth and advocacy, as devoted customers were more inclined to endorse the brand to others. 

2.8. Theoretical framework 

 

The Social Penetration Theory (SPT) provided a fundamental paradigm for understanding the 

impact of self-disclosure on relationship formation, especially regarding brand-consumer 

interactions. SPT conceptualized relationships as evolving from superficial to intimate stages as 

individuals progressively disclosed more personal information (Altman & Taylor, 1973). This 

theory was pertinent to comprehending personal disclosure dynamics in brand-consumer 

relationships as it underscored the significance of self-disclosure in fostering trust and intimacy. 

The notion of self-disclosure in Social Penetration Theory (SPT) includes the depth and breadth 

of communicated information, illustrating the gradual revelation of personal elements that 

facilitate relationship development (Mongeau & Miller Henningsen, 2008). Secondly, the notion 

of intimacy in self-disclosure, as examined in the literature, significantly contributed to 

comprehending how personal disclosure could function as a strategic marketing instrument (J. Kim 

& Song, 2016). Intimate Self-Disclosure (ISD) pertains to the profundity of intimacy in the 

information revealed (Taylor, 1968). Research indicated that ISD could improve feelings of 

connection, perceived intimacy, and friendship (Utz, 2015). Comprehending the degrees of 

intimacy in self-disclosure enabled marketers to develop disclosure tactics that resonated with 

consumers and cultivated a sense of closeness and connection. Furthermore, the literature on 
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parasocial relationships (PSR) elucidated the mechanisms by which individuals establish 

connections with media figures and influencers (Giles, 2002). Although PSR generally pertains to 

interactions with media personalities, the concepts of unidirectional communication and perceived 

intimacy were utilized in the context of brand-consumer relationships about personal disclosure 

(Hwang & Zhang, 2018). Marketers adapted their methods to foster significant and lasting 

relationships with consumers by analyzing their perceptions and reactions to personal disclosures 

from brands and influencers. Added to that, the theoretical framework of Social Exchange Theory 

(SET) augmented SPT by highlighting the assessment of costs and benefits in interactions 

(Stafford, 2008). In the realm of personal disclosure dynamics, Social Exchange Theory elucidated 

how consumers evaluated the worth of personal information exchanged with companies or 

influencers (Mongeau & Miller Henningsen, 2008). Comprehending the apparent advantages and 

disadvantages of personal revelation has enlightened marketers regarding the most efficacious 

methods to attract consumers and cultivate trust. The literature on B2B relationship building and 

sales communication competency offers practical insights on utilizing personal disclosure as a 

strategic marketing tactic (Koponen et al., 2019). Through the analysis of prior research on self- 

disclosure within sales contexts and inter-organizational interactions, marketers extracted 

significant insights regarding effective communication tactics that enhanced relationship 

development. This theoretical framework amalgamated many views to furnish a thorough 

comprehension of personal disclosure dynamics within the setting of establishing brand-consumer 

interactions in Ghana.. 

 

2.9. Chapter Summary 

 

Chapter Two focused on the significance of personal disclosure in marketing, highlighting its role 

in enhancing relationships between businesses and consumers. It categorizes personal disclosure 
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into emotional, factual, and experiential types, each enhancing brand relatability and credibility. 

This chapter also highlighted the influence of Social Media Influencers (SMIs) and the importance 

of transparency and trust, evaluated through customer satisfaction, loyalty, and Net Promoter Score 

(NPS). It also emphasized the need for cultural awareness, particularly in the Ghanaian context, to 

avoid cultural insensitivity. The chapter ends by examining the theoretical framework of Social 

Penetration Theory, emphasizing the incremental process of self-disclosure in relationship 

development and its significance in brand-consumer interactions. 
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CHAPTER THREE 

METHODOLOGY 

3.0. Chapter Overview 

 

This chapter examines the research design, the philosophical approach that was implemented, the 

study population, sampling techniques, data acquisition methods, data analysis procedures, and 

ethical considerations. The chapter also substantiated the utilization of qualitative methods, such 

as semi-structured surveys. Each approach was meticulously selected to guarantee a thorough 

comprehension of the strategic utilization of personal disclosure by Ghanaian influencers to 

interact with their audience. Also, relevant literature was consulted to strengthen the justifications 

provided throughout the chapter. 

 

3.1 Research Approach 

 

In order to document the subjective experiences of consumers and influencers, this study adopted 

an interpretivist paradigm. This method was appropriate for comprehending the personal and 

contextual intricacies of influencer marketing through personal disclosure. The study conducted a 

comprehensive examination of the strategies, motivations, and meanings that underlie influencers' 

use of personal disclosures and consumers' perceptions by emphasizing qualitative methods. 

Qualitative research is effective in investigating participants' interpretations of their experiences, 

as Bryman (2016) asserts. This was essential for comprehending the dynamics of personal 

disclosure. Furthermore, qualitative research enabled a more comprehensive examination of the 

affective and psychological components of influencer marketing. This method offered valuable 

insights into the influence of personal disclosures on consumer behavior and brand engagement. 
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3.2 Research Design 

 

This study employed a qualitative research approach to obtain comprehensive insights into the 

practices of social media influencers and customer reactions. Qualitative research was considered 

the most appropriate method for investigating subjective experiences, motivations, and cultural 

contexts crucial for comprehending the significance of personal disclosure in marketing. This 

method enabled an in-depth examination of social processes and meanings that were not readily 

quantifiable. Bryman (2016) emphasizes that qualitative research is especially adept at exploring 

how individuals perceive and understand their experiences. This strategy proved optimal for 

analyzing how influencers understood the use of personal disclosures and how consumers regarded 

these disclosures. Moreover, qualitative research provided flexibility, allowing the researcher to 

explore unforeseen themes or patterns that arose during the study (Denzin & Lincoln, 2018). 

 

3.3 Population 

 

This study concentrated on two separate but related groups: Ghanaian social media influencers and 

their followers. Influencers significantly impacted digital marketing and social engagement, 

especially through personal disclosures that augmented their authenticity and relatability (Abidin, 

2016; Audrezet et al., 2020). The chosen influencers encompassed several categories, including 

fashion, entertainment, leisure, and education, facilitating a thorough examination of distinct 

personal disclosure practices. Ghanaian social media users constituted a significant group, actively 

interacting with influencers' content. Their opinions and reactions offered essential insights into 

the impact of personal disclosures on trust, engagement, and brand loyalty (Djafarova & 

Trofimenko, 2019). The research investigated the bidirectional interaction between influencers and 

audiences by focusing on these groups, elucidating how personal revelation served as a strategic 
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communication instrument. The results greatly enhanced comprehension of trust-building 

dynamics and the significance of authenticity in digital interactions. 

 

3.3.1 Sample and Sampling Technique 

 

The study comprised 12 influencers and 55 followers, for a total sample size of 66 participants. 

The sample size was justified as it facilitated a comprehensive qualitative investigation of the 

research issue while being pragmatic. The influencers shared significant insights into their 

disclosure methods, whereas the followers presented varied viewpoints on engagement and their 

interpretations of these strategies. The selected sample size conformed to qualitative research 

norms, guaranteeing comprehensive, contextual data while maintaining manageability and depth. 

Purposive sampling was utilized as a non-probability method, guaranteeing that individuals were 

chosen according to precise criteria pertinent to the research objectives (Patton, 2015). Influencers 

were chosen based on their regular usage of personal disclosures, a minimum follower count of 

10,000, and elevated engagement levels. Followers were selected based on their active engagement 

with these influencers, guaranteeing the provision of significant insights into audience perceptions. 

 

3.4 Data Collection Procedures 

 

 

3.4.1 Instrument Design 

 

Data collection was primarily conducted through a semi-structured survey that included open- 

ended questions that were specifically designed for the two participant categories. Open-ended 

questions, which are a defining characteristic of qualitative research, allowed respondents to 

elucidate on their thoughts, resulting in comprehensive, descriptive data (Kallio et al., 2016). The 

survey was developed to investigate themes such as the motivations behind personal disclosures, 
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the strategies they implemented, and their perceptions of audience engagement among influencers. 

The queries addressed the reactions of followers to disclosures, their perceptions of authenticity, 

and the effects of these disclosures on trust and engagement. Using open-ended inquiries 

guaranteed that participants could provide nuanced responses, which were essential for identifying 

underlying themes and patterns. Creswell (2013) commended this method, emphasizing that semi- 

structured instruments achieve a balance between directing participants to pertinent subjects and 

allowing for the possibility of unanticipated insights. Furthermore, the exploratory nature of the 

study was complemented by the use of open-ended inquiries, which enabled the identification of 

the intricacies of personal disclosure practices and their reception. 

 

3.4.2 Questionnaire Administration and Collection 

 

The semi-structured surveys were conducted online using Google Forms. Online data collecting 

was particularly beneficial for engaging influencers and their followers, who were generally active 

on social media. It addressed logistical issues, including geographical constraints, and enabled 

real-time interaction (Evans & Mathur, 2018). To promote honest responses, participants were 

guaranteed anonymity and confidentiality, which are essential ethical issues in qualitative research 

(Orb et al., 2001). Anonymity is crucial due to the intimate nature of the inquiries, as it cultivates 

a sense of security and transparency among participants. 

Alongside anonymity and confidentiality, informed consent was a critical ethical factor in this 

investigation. Participants were thoroughly apprised of the study's objectives, their involvement, 

and the prospective applications of the data, enabling them to make a voluntary and informed 

decision regarding their participation (World Medical Association, 2013). This procedure upheld 

the ethical concept of autonomy and mitigated any potential coercion (Beauchamp & Childress, 
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2019). Moreover, the study complied with ethical standards to safeguard participant privacy, 

particularly due to the sensitive nature of personal information shared on social media (Yilmaz, 

2013). Ethical transparency in data collecting fosters trust and integrity, which are vital for doing 

responsible qualitative research. 

An further significant ethical consideration was safeguarding participants from any possible injury 

or suffering. The study was structured to guarantee that no inquiries directed at participants would 

induce discomfort or emotional distress. Due to the intimate nature of several survey questions, 

participants were afforded the opportunity to withdraw from the study at any time without 

repercussions, thereby honoring their right to disengage if they experienced discomfort (Smith, 

2020). This methodology adheres to ethical standards that promote participant welfare and 

underscore the necessity for ethical awareness in research involving at-risk populations (Sanjari et 

al., 2014). 

 

3.5 Data Analysis 

 

 

3.5.1 Thematic Analysis 

 

Thematic analysis served as the principal tool for examining the qualitative data obtained from the 

open-ended surveys. This method is well-regarded for its effectiveness in detecting, evaluating, 

and interpreting patterns or themes in qualitative datasets (Braun & Clarke, 2006). Thematic 

analysis was particularly appropriate for the study's aims, since it enabled an in-depth examination 

of personal disclosure practices and audience interaction among Ghanaian social media influencers 

and their followers. The analysis, by concentrating on repeating themes, yielded a more profound 

comprehension of these behaviors and interactions. 
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The method commences with an examination of the data, wherein survey replies are scrutinized 

repeatedly to guarantee the researcher attains a comprehensive comprehension of the material. 

This preliminary phase is essential for discerning the nuances and subtleties in the responses, 

which can guide later actions. Subsequently, the data is subjected to preliminary coding, wherein 

information is divided into significant units and codes are allocated to encapsulate the principal 

concepts inside each unit. These codes serve as foundational elements for recognizing overarching 

patterns within the collection. 

Subsequent to coding, the procedure progresses to theme identification, wherein linked codes are 

consolidated into overarching themes that encapsulate the study's objectives. Potential themes 

include "strategies for authenticity" and "audience trust dynamics," which directly pertain to the 

study's examination of influencer disclosure techniques and their effects on follower perceptions. 

Once themes are selected, they undergo refinement to ensure cohesion and relevance. In this step, 

sub-themes are formulated to elucidate nuanced contrasts within the data, so enhancing the 

analysis with comprehensive insights. 

The results are consolidated in the reporting phase, where the final themes are presented with 

supporting quotations from participants. These quotes offer illuminating examples that enhance 

the depth and authenticity of the results' narrative. This systematic and iterative approach allows 

the research to identify both overt trends and subtle implications in the data, promoting a thorough 

comprehension of the relationship between influencers' personal revelations and audience 

interaction. This work used theme analysis, consistent with qualitative research best practices, as 

noted by Nowell et al. (2017), who underscore its reliability and rigor in revealing significant 

insights from qualitative datasets. Thematic analysis facilitates a rigorous interpretation of the data, 

so enriching the field of digital communication and social media influence. 
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3.7 Chapter Summary 

 

This chapter outlined the research methodology, specifying the design, population and sampling, 

data collection, analytical procedures, and ethical considerations. The selected qualitative 

methodology was effective in examining the utilization of personal disclosures by influencers and 

the corresponding consumer reactions to these practices. Ethical criteria, including the acquisition 

of informed consent and the assurance of anonymity, were strictly followed during the research. 

The subsequent chapter will present the conclusions derived from the collected and analyzed data, 

elucidating the efficacy of personal disclosures in influencer marketing within Ghana's social 

media landscape. 
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CHAPTER FOUR 

 

DATA ANALYSIS, PRESENTATION OF FINDINGS AND DISCUSSIONS 

 
4.1 Introduction 

 

This chapter provides a comprehensive analysis of the outcomes derived from the semi-structured 

surveys conducted with Ghanaian social media influencers and their followers. The objective of 

this chapter is to examine how personal disclosures, utilized as strategic marketing tools, influence 

brand-consumer interactions. The findings can be analyzed within the framework of the research 

objectives and inquiries, offering an in-depth understanding of the dynamics inside the Ghanaian 

market. Again, this chapter examines the function of private disclosures in cultivating brand 

loyalty, the influence of cultural and contextual factors, and optimal strategies for utilizing these 

disclosures as marketing tools. 

 

4.2 Demographic Profile of Respondents 

 

 

4.2.1 Influencer Participants 

 

The study comprised 12 influencers with follower counts varying from 20,000 to 1.5 million, 

representing a spectrum of mid-tier to macro-influencers in Ghana's social media environment. 

These influencers were chosen due to their active utilization of personal disclosures and their 

proven capacity to elicit substantial interaction. They encompassed several categories, including 

lifestyle, fashion, education, sports, and entertainment, reflecting the complex structure of Ghana's 

influencer ecosystem. 

Although particular demographic information, such as age and gender, was not acquired, the 

influencers' occupational diversity and significant online followings underscore their pertinence to 
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this study. Their objectives for utilizing personal disclosures included promoting relatability and 

authenticity, as well as augmenting audience trust and devotion. The engagement metrics revealed 

by these influencers highlighted that personal storytelling is crucial for establishing emotional ties 

with followers, frequently resulting in increased interaction rates on their platforms. 

 

4.2.2 Follower Participants 

 

The participant cohort comprised 55 individuals who actively interact with the content of the 

chosen influencers. This group exhibited diverse interests, encompassing lifestyle, sports, 

entertainment, and fashion, reflecting the multifaceted niches of the influencers. The demographic 

information of the followers, including age and gender, was not recorded; however, the variety of 

their engagement patterns provided essential insights into audience behavior. 

Followers exhibited differing levels of engagement with influencer content, encompassing likes, 

comments, and shares. A considerable majority reported increased engagement with postings 

featuring personal disclosures. This discovery indicates that such information profoundly resonates 

with followers, establishing an emotional bond that cultivates trust and loyalty. The response from 

followers offers a detailed insight into audience perceptions and reactions to the personal 

disclosure tactics utilized by influencers. 

 

4.2.3 Insights into the Diversity of Respondents 

 

The diverse sample of influencers and followers served as a robust foundation for the examination 

of the dynamics of personal disclosure in Ghana's social media environment. A thorough 

examination of the manner in which various industries employed personal content to encourage 

engagement was facilitated by the influencers' diverse niches. In the same vein, the varied interests 

and levels of engagement of the followers provided a comprehensive perspective on the reception 
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and appreciation of personal disclosures by different audience segments. These findings were 

enhanced by the diversity of the study, which illuminated the relationship between the branding 

strategies of influencers and the expectations of their audience. The significance of aligning 

personal disclosures with the preferences and values of the Ghanaian digital audience was 

underscored. This alignment was essential for brands and influencers who sought to enhance their 

relationship-building and engagement endeavors. 

 

4.3 Thematic Findings 

 

 

4.3.1 The Role of Personal Disclosure in Influencing Brand-Consumer Relationships 

 

The correlation between personal disclosure and brand-consumer relationships surfaced as a 

crucial issue in the feedback from both influencers and followers. A distinct pattern of trust 

development developed, as respondents reported that personal disclosures by influencers markedly 

improved their assessments of the influencer's genuineness. According to a follower: 

"When influencers talk about their own challenges and how they overcame them, it makes them 

feel real, like they are one of us." 

This remark exemplified the overarching principle of self-presentation in marketing, positing that 

authenticity and transparency cultivate trust and emotional bonds between customers and the 

brands they interact with (Bagozzi & Dholakia, 2006). Numerous respondents highlighted that 

influencers who conveyed personal experiences, particularly those demonstrating vulnerability, 

were regarded as more genuine and relatable. The humanization of influencers facilitated enhanced 

engagement with the businesses they promoted, consistent with the psychological notion of 
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attachment in consumer behavior. Nonetheless, feedback from certain followers indicated 

apprehensions regarding the genuineness of personal revelations. A follower said: 

"Sometimes I feel like these personal stories are just a way to sell products; it doesn’t seem 

authentic." 

This mixed response highlighted a significant challenge in the influencer marketing space: 

balancing the commercial objectives of the influencer with the perception of authenticity among 

their followers. van Herpen, Pieters, and Hoekstra (2016) argued that when personal disclosures 

are perceived as manipulative or self-serving, they risk alienating the audience and undermining 

the influencer’s credibility. These divergent viewpoints indicated that the effectiveness of personal 

disclosures depended on the perceived sincerity and emotional relevance of the content shared by 

the influencer. If followers suspected that an influencer was leveraging personal stories merely as 

a marketing tactic, they may begin to question the authenticity of both the influencer and the brand 

being endorsed. From the influencer's viewpoint, personal disclosures were perceived as an 

effective means of cultivating deeper relationships with followers. An influencer stated: 

"I’ve found that when I talk about my personal experiences, whether it’s about my family or career 

struggles, my followers engage more and feel more connected to me." 

This approach of utilizing personal experiences to foster rapport aligns with the principles of 

relationship marketing, which underscores the significance of emotional connections and trust in 

consumer relationships (Marwick, 2015). Influencers recognized that personal disclosures 

distinguished them in a saturated digital marketplace and facilitated more profound relationships 

with their audience. Nonetheless, influencers acknowledged the associated hazards. As one 

influencer warned: 
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"It’s important to be authentic, but I have to be careful not to overshare, as it might hurt my image 

or brand." 

According to Labrecque (2014), who observed that influencers must strategically choose how 

much personal information they disclose in order to maintain their credibility, this prudence 

mirrored the fine balance they had to maintain between promoting intimacy and upholding a 

professional image. 

 

4.3.2 Cultural and Contextual Influences on Personal Disclosure Strategies 

 

Cultural and environmental considerations substantially impacted personal disclosures in 

influencer marketing in Ghana. Both followers and influencers emphasized the significance of 

cultural values, especially those embedded in Ghanaian society, in determining the suitability and 

efficacy of personal content. Cultural norms in Ghana, including community, humility, and respect 

for private, significantly influenced the reception of personal disclosures by audiences. One 

follower shared: 

"In Ghana, we value humility. When an influencer talks too much about their personal life, it can 

seem boastful or inappropriate." 

This perspective is consistent with the collectivist nature of Ghanaian society, which emphasizes 

social respect and group harmony, and may regard self-centered or excessively personal content 

as repulsive (Alden, Steenkamp, & Batra, 2006). The perception of influencers by audiences who 

prioritize modesty and community-oriented values can be adversely affected by content that 

prioritizes individualism or excessive self-focus. Influencers also recognized the necessity of 

maintaining cultural sensitivity in their content creation. One influencer remarked: 
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"There’s a fine line between being open and being too much. I know that my audience in Ghana 

appreciates stories that reflect our cultural values, but I avoid sharing anything that might be seen 

as too personal or inappropriate." 

Cheung, Chiu, and Lee (2011) observed that cultural considerations have a substantial impact on 

the content shared by influencers and the manner in which it is received by their audience. This 

meticulous approach to balancing openness with reverence for cultural norms is a reflection of 

their discovery. Influencers in Ghana intentionally create content that is culturally pertinent, 

relatable, and consistent with the expectations of their audience. This content often focuses on 

local values, such as stories about perseverance, family, and community. Additionally, Ghana's 

socio-political environment significantly influenced personal disclosures. A number of 

respondents observed that influencers who addressed contemporary social and economic issues, 

such as Ghana's economic challenges, were perceived more favorably. One follower noted: 

"When influencers talk about how they’re coping with the economy, it makes them seem more 

grounded, especially in tough times." 

This observation highlights the significance of contextual relevance in personal disclosures. When 

influencers connect their content with the quotidian lives and challenges of their followers, they 

foster more profound ties. This study corroborates the assertion of Beverland and Farrelly (2010), 

who posited that socio-economic settings can augment the relatability of personal material, hence 

strengthening the connection between influencers and their audience. 

 

4.3.3 Engagement Trends and Audience Behavior 

 

Follower engagement trends revealed clear patterns in how personal disclosures impacted their 

interactions with influencers’ content. A significant number of followers reported higher 
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engagement rates with posts that shared emotional, transformative, or inspiring personal stories. 

One follower shared: 

"When an influencer shares a personal achievement or struggle, I feel more connected, and I want 

to show support by liking or commenting." 

This resonates with the findings of Djafarova and Trofimenko (2019), indicating that emotional 

material typically elicits greater engagement by cultivating a sense of community and solidarity 

among followers. This emotional bond encourages followers to participate more actively, whether 

by liking, commenting, or sharing the content, since they perceive a personal connection to the 

influencer's narrative. Followers indicated a greater propensity to share content they regarded as 

authentic and relatable. One follower commented: 

"If I see a story that resonates with my own experiences, I’m more likely to share it with my friends." 

 

This finding aligns with the research conducted by De Veirman, Cauberghe, and Hudders (2017), 

which posits that shared emotional experiences enhance brand loyalty and boost engagement. 

When followers resonate with an influencer's personal tale on a profound emotional level, they are 

more likely to disseminate the material, ultimately enhancing the influencer's message reach. 

Influencers' interaction with personal disclosures fluctuated based on the type of content shared. 

Certain influencers indicated that content pertaining to personal accomplishments or life 

milestones elicited greater engagement, as followers demonstrated admiration and positivity. An 

influencer stated: 

"Whenever I share personal victories, my audience shows a lot of love and admiration. They seem 

to appreciate the positivity." 
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Nonetheless, posts addressing personal challenges or vulnerabilities provoked varied responses. 

An influencer remarked stated: 

"I’ve learned that talking about personal challenges can be tricky. While some followers find it 

relatable, others might think I’m overexposing myself or seeking sympathy." 

This highlights the necessity for influencers to maintain a nuanced equilibrium in the tone and 

substance of their disclosures. Content deemed excessively negative or self-indulgent may result 

in adverse consequences, including disengagement or unfavorable responses from followers 

(Kaufman & Patton, 2019). 

 

4.3.4 Challenges of Authenticity and Privacy 

 

The difficulty of preserving authenticity while honoring privacy emerged as a significant issue in 

the answers of both influencers and followers. Followers voiced apprehensions regarding the 

authenticity of personal revelations, with numerous individuals suggesting they could frequently 

discern when an influencer was disseminating content driven by a marketing objective. A follower 

commented: 

"I can usually tell when an influencer is sharing something just to sell a product. It feels too 

staged." 

This feeling of inauthenticity can undermine trust, as followers are acutely aware of the 

commercial objectives underlying personal content. Chung and Cho (2017) endorse this 

perspective, contending that followers may discern when personal disclosures are employed for 

marketing objectives, so undermining the credibility of both the influencer and the promoted 

business. From the influencer's standpoint, privacy concerns constituted a significant issue. 
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Influencers recognized the dangers of oversharing personal stuff, particularly with the preservation 

of boundaries between their personal and professional life. An influencer conveyed: 

"I’m careful about what I disclose because I don’t want to compromise my personal life. There’s a 

fine line between being open and maintaining boundaries." 

This issue highlights the difficulties influencers encounter in controlling their personal stories 

while maintaining their disclosures within appropriate professional and ethical limits (Schurgin 

O’Keeffe & Clarke-Pearson, 2011). Another influencer contributed: 

"I’m selective about what I share because I know once it’s out there, it’s hard to take back." 

 

This underscores the irrevocable quality of digital content and the dangers of over sharing in a 

public domain, where personal narratives may be misconstrued or exploited. Influencers must 

meticulously balance transparency with the safeguarding of their personal privacy, a considerable 

difficulty in contemporary influencer marketing. 

 

4.4 Presentation of Results 

 

 

4.4.1 Personal Disclosure Dynamics and Brand-Consumer Relationships 

 

The feedback from both influencers and followers highlighted the importance of personal 

disclosures in creating significant brand-consumer interactions. Influencers emphasized that 

personal disclosure is a crucial instrument for establishing a deeper, more real connection with 

their audience. They emphasized the significance of sharing personal narratives, with one 

influencer remarking: 

"When I post about my journey, whether it’s personal growth or challenges, my followers feel like 

they are a part of my story, which makes them more likely to trust the brands I endorse." 
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This observation corresponds with current studies on trust development in influencer marketing. 

Researchers including Freberg, Graham, McGaughey, and Freberg (2011) contend that storytelling 

and personal experiences render influencers more relevant and trustworthy to their audiences. 

Nevertheless, followers offered a more intricate viewpoint regarding the effects of personal 

disclosures. Although many recognized that personal disclosures effectively fostered trust, some 

emphasized that authenticity was a crucial factor in determining the enduring influence of such 

disclosures. One follower commented: 

"I like it when influencers share their personal life, but sometimes it feels like they’re just 

promoting something and it feels fake." 

This highlights concerns articulated by Labrecque (2014), who underscored that personal 

disclosures may be construed as manipulative when accompanied by product advertising. 

Labrecque contends that the distinction between authenticity and commercialization is frequently 

obscured, resulting in ambivalent responses from followers who may doubt the influencer's 

genuineness. Furthermore, the emotional impact of personal revelations markedly affected 

followers' perceptions of brands. For instance, one follower mentioned: 

"When an influencer shares a story that resonates with me, like struggling with self-esteem, I’m 

more inclined to support their brand because I feel like the brand is genuine too." 

This result is consistent with previous work that emphasizes the increased likelihood of consumer 

engagement with brands when they establish an emotional bond with the influencer (De Veirman, 

Cauberghe, & Hudders, 2017). In order to foster stronger relationships with their followers, 

influencers can align personal narratives with consumer values and experiences, which in turn 

leads to increased brand loyalty. 
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4.4.2 Cultural and Contextual Factors Influencing Personal Disclosure Strategies 

 

Cultural variables in Ghana significantly influence the perception of personal disclosures. The 

society of Ghana is deeply rooted in collectivist principles, prioritizing community, respect, and 

social cohesion. The cultural context was apparent in the reactions of both influencers and 

followers, who saw that personal disclosures required meticulous management. Influencers noted 

the necessity of being cognizant of their audience's cultural sensitivity when disseminating 

personal content. This was shared by one follower participant: 

"I have to be very careful about what I reveal; sharing too much of my personal life can lead to 

negative feedback from my Ghanaian followers who expect a certain level of discretion." 

This corresponds with Schulz (2017), who noted that in Ghanaian culture, excessive personal 

exposure is frequently regarded as disrespectful and may endanger an influencer’s reputation. 

Followers had a similar opinion, indicating a preference for influencers who exhibited modesty 

and kept privacy. A follower commented: 

"We value privacy, and while it’s nice to know an influencer’s story, too much openness might be 

seen as disrespectful in our culture." 

This highlights the conflict between the universal attractiveness of personal disclosure as a 

marketing tactic and the local cultural norms regarding privacy and humility. Although personal 

disclosures can foster trust and participation, excessive sharing may alienate audiences sensitive 

to cultural standards of prudence and respect. 

Moreover, the socio-political environment in Ghana affects the reception of personal revelations. 

With the expansion of Ghana's digital market, there is a growing desire for content that reflects 

local experiences and cultural values. A number of followers highlighted that personal revelations 
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concerning Ghanaian traditions or cultural norms enhanced their engagement with the influencer's 

material. A follower said: 

"When an influencer shares something about Ghanaian traditions or values, it feels more 

authentic, and I am more likely to trust their opinions." 

This insight aligns with Marwick (2015), who emphasized that culturally pertinent material 

enhances the legitimacy of influencer marketing initiatives. Consequently, personal admissions 

that incorporate cultural components enhance the credibility of the influencer's message and fortify 

the perceived connection between the influencer and their audience. 

 

4.4.3 Best Practices and Recommendations for Strategic Marketing 

 

The studies revealed numerous optimal approaches for employing personal disclosures in 

influencer marketing. Influencers must promote authenticity and relatability while remaining 

cognizant of cultural sensitivities. It is essential to achieve equilibrium between transparency and 

confidentiality, as proposed by one influencer: 

"The best practice is to share enough to build connection, but always be mindful of cultural 

sensitivities." 

This corresponds with Labrecque’s (2014) suggestion that influencers uphold authenticity while 

acknowledging the cultural context of their operations. This guarantees that personal disclosures 

connect with the intended audience while adhering to cultural norms. Brands must choose 

influencers whose personal narratives resonate with the beliefs and experiences of their target 

audience. Another feedback from a follower who apparently runs a business said: 
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"We want to work with influencers who have built genuine relationships with their followers. If 

they’re open about their experiences and promote our products authentically, the connection with 

the consumer is stronger." 

This observation indicates that brands have to favor influencers whose personal disclosures are 

congruent with the brand's values and resonate with the cultural and emotional expectations of the 

target audience. Consequently, brands can cultivate deeper emotional bonds with consumers, 

enhancing enduring brand loyalty. Moreover, there exists a potential for oversaturation in 

influencer marketing. As personal disclosures proliferate, followers may become desensitized to 

the narratives presented by influencers. One follower wrote: 

"I appreciate the stories, but when every post feels like a promotion, I start tuning out." 

 

This underscores the necessity of incorporating personal disclosures into content while preserving 

their authenticity and emotional resonance. Oversaturation may result in follower disengagement; 

so, influencers must preserve the distinctiveness of their disclosures while ensuring alignment with 

their overarching marketing message. 

 

4.5 Discussion of Findings 

 

 

4.5.1 Alignment with Research Objectives 

 

The study's conclusions closely correspond with the research objectives. The primary objective, to 

investigate the significance of personal disclosures in fostering brand-consumer interactions, was 

unequivocally substantiated. Personal disclosures were shown to cultivate trust and emotional 

bonds, resulting in enhanced brand loyalty. This corroborates the findings of Freberg et al. (2011) 
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and other researchers who contend that authenticity in influencer marketing is crucial for fostering 

customer trust and engagement. 

The second objective, which was to examine the impact of cultural influences on personal 

disclosure tactics, was likewise confirmed. The Ghanaian setting, characterized by collectivism 

and a reverence for privacy, influenced the perception and reception of personal revelations. This 

discovery supports Marwick (2015), who emphasized that cultural relevance is essential in 

influencer marketing techniques. 

The third objective, to furnish advice for optimal personal disclosure methods, was achieved by 

presenting explicit insights for both influencers and companies. The study's recommendations for 

influencers to reconcile authenticity with cultural sensitivity, and for brands to partner with 

influencers whose narratives resonate with their target audience's values, were aligned with the 

existing literature on effective influencer marketing (De Veirman et al., 2017). 

 

4.5.2 Comparison with Existing Literature 

 

This study's findings corroborate previous studies on personal disclosures in influencer marketing, 

highlighting cultural variations. Although Labrecque (2014) and Freberg et al. (2011) have 

demonstrated that personal disclosures uniformly augment trust, this study presents the distinctive 

viewpoint of Ghanaian culture, which emphasizes privacy and discretion. The findings indicate 

that personal disclosures, if not meticulously controlled, may be regarded as disrespectful in 

collectivist countries, in contrast to Western markets where transparency is typically esteemed. 

This study further enhances the existing literature on the convergence of cultural and influencer 

marketing. Prior research has concentrated on global influencer efforts; nevertheless, this study 

underscores the necessity of customizing personal disclosures to align with local cultural contexts. 
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This insight is crucial for businesses and influencers aiming to thrive in many markets, as the 

efficacy of personal disclosures hinges on their alignment with local values. 

 

4.5.3 Implications for Brands and Influencers 

 

The study stresses that marketers must choose influencers capable of genuinely connecting with 

their audiences through the sharing of personal narratives that resonate with cultural norms and 

values. By emphasizing cultural sensitivity, brands can enhance the resonance of their marketing 

campaigns with local consumers, thereby cultivating enduring trust and loyalty. The findings 

underscore the necessity for influencers to equilibrate personal revelations with professional 

behavior. Influencers must adeptly manage the intricate balance between transparency and cultural 

sensitivity, ensuring that their personal revelations correspond with their audience's values and 

their personal brand. 

 

4.5.4 Cross-Analysis of Influencer and Follower Responses 

 

A cross-analysis of influencer and follower replies underscores a mutual acknowledgment of the 

significance of personal disclosures in fostering substantial brand-consumer interactions. 

Nevertheless, subtle distinctions arise in their views and expectations. Influencers perceive 

personal disclosures as a tactical instrument to foster emotional connection and trust. Followers, 

although grateful for these efforts, demonstrate increased sensitivity to the legitimacy and motives 

underlying these revelations. This dichotomy highlights the intricacy of addressing audience 

expectations in a culturally sophisticated market such as Ghana. 

Furthermore, the analysis underscores the critical influence of cultural and contextual factors in 

generating these processes. Influencers focus on strategic storytelling to improve their 

marketability, whereas followers prefer information that resonates with cultural values and 
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personal experiences. This interaction indicates that effective influencer marketing in Ghana relies 

on the capacity to integrate diverse viewpoints, cultivating a mutually beneficial relationship 

between influencers and their audiences. 

 

4.5.5 Emotional Resonance and Cultural Relevance 

 

The research emphasized the relationship between emotional resonance and cultural significance 

in shaping consumer behavior. In Ghana, where cultural storytelling traditions are deeply 

embedded, the utilization of relatable and culturally pertinent narratives by influencers 

demonstrated notable efficacy. A follower remarked, 

"I feel more connected when influencers talk about things that are part of our culture, like festivals 

or family values. It makes their stories feel more real." 

This viewpoint is corroborated by research demonstrating that culturally pertinent material 

improves audience engagement and trust (Mukherjee, 2021). Nonetheless, the research also 

uncovered possible drawbacks. Excessive focus on emotional narratives devoid of authentic 

cultural ties jeopardized follower engagement. An influencer stated, 

"I’ve learned to incorporate my heritage into my stories because my audience values that. If I 

ignore their cultural expectations, I lose their trust." 

This finding is consistent with research that indicates cultural insensitivity may reduce the efficacy 

of influencer marketing initiatives (Keller, 2009). 

 

4.6 Implications for Best Practices in Strategic Marketing 

 

This study's findings highlight the significance of authenticity, emotional impact, and cultural 

relevance in influencer-based digital marketing in Ghana. These factors are essential for cultivating 
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significant relationships among influencers, their followers, and the brands they promote. By 

adeptly utilizing these ideas, influencers and companies can get enhanced audience engagement, 

foster trust, and cultivate consumer loyalty. The active involvement of followers in developing this 

ecosystem underscores the dynamic and participatory essence of digital marketing in the region. 

For influencers, the skill of merging personal and culturally significant tales is fundamental to 

successful audience engagement. Personal narratives that resonate with common experiences 

generate a sense of collective identity among followers, enhancing the emotional connections that 

form the foundation of influencer-follower interactions. In Ghana, where storytelling is ingrained 

in cultural traditions, influencers that incorporate these elements into their material are more 

effectively able to engage with their audience genuinely. 

Nonetheless, the study underscores the delicate boundary between relatability and overexposure. 

Although sharing personal experiences can augment authenticity, excessive disclosure or 

emotional pleas may undermine credibility. Followers are astute and prompt in recognizing 

insincerity or efforts to exploit their emotions for financial benefit. Influencers must reconcile 

vulnerability with professionalism to maintain authenticity in their tales while aligning with their 

public persona. Moreover, cultural sensitivity and relevance are essential in a diversified market 

such as Ghana. Influencers that integrate cultural elements like traditional values, local festivals, 

and community-focused topics in their work are more likely to connect with their audience. This 

strategy not only increases interaction but also establishes influencers as relevant and credible 

individuals inside their communities. 

The study underscores the strategic significance for organizations in partnering with influencers 

who possess a profound understanding and appreciation of local cultural norms. In Ghana's 

marketing environment, authenticity and cultural congruence are essential criteria for success. 
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Brands that neglect these criteria jeopardize their connection with the target audience and diminish 

the efficacy of their marketing. To align with cultural standards, corporations must offer explicit 

yet adaptable guidelines for influencers. These standards should promote genuine storytelling 

while ensuring alignment with the brand's fundamental values and messaging. This equilibrium 

allows influencers to preserve their distinctive voice and personal rapport with followers while 

effectively endorsing the brand. 

Furthermore, organizations ought to target collaborations with influencers who possess established 

authority and trust within their communities. Reliable influencers act as effective middlemen, 

conveying the brand's message through storylines that connect with their audience. This strategy 

not only increases brand visibility but also cultivates more consumer trust and loyalty, essential 

for sustained success. The study elucidates the active and interactive role of followers in 

influencing content creation by influencers. Followers are active participants in marketing; they 

interact with material, offer input, and shape the tactics of both influencers and brands. This 

interaction highlights the significance of honesty and emotional sincerity in establishing and 

maintaining trust. 

Followers appreciate content that embodies authentic experiences and emotions, and their 

involvement frequently depends on their assessment of an influencer's authenticity. When 

influencers convey genuine narratives, followers are more inclined to establish emotional bonds 

with both the influencer and the promoted brand. In contrast, content regarded as too promotional 

or disingenuous may result in disengagement and mistrust. The feedback loop between influencers 

and followers facilitates opportunities for co-creation and cooperation. Influencers that attentively 

heed their audience and modify their material accordingly are more adept at sustaining relevance 
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and cultivating loyalty. This participatory model emphasizes the dynamic aspect of digital 

marketing, wherein user feedback is crucial in influencing tactics and results. 

 

4.7. Conclusion 

 

Chapter 4 offers a comprehensive analysis of the factors influencing Ghana's digital marketing 

environment, emphasizing the interactions among influencers, brands, and followers. The results 

indicate that authenticity, emotional resonance, and cultural relevance are essential for cultivating 

trust and participation within this ecosystem. Influencers must manage the intricate equilibrium 

between personal narrative and professionalism, while corporations are urged to collaborate with 

culturally aware influencers to bolster consumer trust and loyalty. The active involvement of 

followers underscores the participatory essence of digital marketing, wherein participation and 

feedback influence content and strategies. Collectively, these insights highlight the interdependent 

roles of all stakeholders and provide pragmatic suggestions for enhancing digital marketing 

initiatives in Ghana. 
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CHAPTER FIVE 

 

SUMMARY, CONCLUSION AND RECOMMENDATION 

 
5.1 Introduction 

 

Chapter Five concludes this study by encapsulating the key findings, formulating conclusions, and 

offering concrete recommendations for brands. The study examined the dynamics of personal 

disclosures by influencers and their impact on cultivating brand-consumer interactions in the 

Ghanaian market. This chapter discusses the study's limitations and suggests avenues for future 

investigation. The study's findings elucidate how personal disclosures in influencer marketing can 

be deliberately employed to augment customer involvement while considering cultural, societal, 

and legal settings. 

 

5.2 Summary of the Study and Key Findings 

 

This study aimed to investigate the impact of personal disclosures by influencers on social media 

on brand-consumer relationships within the Ghanaian setting. The motivation stemmed from the 

increasing impact of social media influencers in marketing and the necessity for a more profound 

comprehension of how genuine communication may improve customer engagement and loyalty, 

especially in the West African market. A qualitative study design utilizing semi-structured 

interviews with 10 influencers and 50 followers was implemented to collect data. 

The research indicated that personal disclosures are fundamental to establishing good brand- 

consumer relationships. Influencers who shared genuine and sensitive personal narratives saw 

increased customer trust and engagement with the companies they endorsed. These results align 

with the research of Schouten et al. (2020), which emphasized the significance of self-disclosure 

in augmenting consumer engagement and fostering enduring brand loyalty. Influencers saw that 
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sharing personal experiences enhanced the relatability of their material, hence intensifying their 

followers' emotional engagement with both the influencer and the businesses they promoted. 

The replies from followers validated this tendency, with numerous individuals expressing a 

heightened connection to products endorsed by influencers who shared personal narratives or 

challenges. Several participants emphasized that they were more inclined to trust a brand when the 

influencer exhibited sincerity and transparency. This outcome reflects the conclusions of 

Beverland (2005), who contended that authenticity in influencer marketing is essential for 

establishing trust and consumer loyalty. 

The study highlighted the necessity of reconciling personal information with privacy 

considerations, particularly within the Ghanaian setting. Cultural standards about privacy and 

communal values significantly influence the reception of personal revelations. Ghanaian society 

places a high premium on privacy, especially for familial and personal issues, which can affect the 

extent of personal information disseminated online. Influencers indicated that although their 

followers valued vulnerability, they exercised caution against oversharing, as it could jeopardize 

their reputation and the authenticity of their brand. This corresponds with the conclusions of 

Harrison and Shaw (2020), who highlighted the significance of cultural context in influencing the 

efficacy of personal disclosures in marketing. 

A notable discovery was that personal disclosures, although beneficial, are more impactful when 

they correspond with the brand's fundamental values and messaging. Influencers who sustained 

alignment between their personal narratives and brand image achieved superior engagement, as 

their followers regarded the recommendations as more believable. This corroborates the findings 

of Biswas and Roy (2015), who contended that consistency in branding, especially when 

influencers reveal personal information, is essential for sustaining trust and credibility. 
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This study's findings highlight the significance of authenticity and cultural understanding in 

utilizing personal disclosures to enhance brand-consumer relationships in Ghana. Although 

personal disclosures can enhance emotional ties, they must be approached with care to prevent 

oversharing and to uphold cultural norms. 

 

5.3 Conclusions 

 

This research concludes that personal disclosures by influencers significantly enhance brand- 

consumer interactions in Ghana. This finding is corroborated by the recurring themes observed in 

both influencer and follower replies. Personal disclosures enhance the influencer's relatability and 

credibility in their endorsements. This, in turn, bolsters consumer loyalty and engagement, which 

are essential for the efficacy of influencer marketing. 

Nonetheless, the research indicated that the efficacy of personal disclosures is significantly 

influenced by the cultural setting. In Ghana, where privacy is esteemed and social cohesion is 

paramount, influencers must exercise caution regarding their disclosures. Excessive disclosure, 

particularly concerning sensitive or personal matters, may result in less respect and reduced 

engagement. Consequently, influencers must achieve a nuanced equilibrium between authenticity 

and prudence. This result aligns with Goffman’s (1959) notion of "facework," which emphasizes 

the significance of regulating one’s social identity to prevent embarrassment or loss of esteem in 

public contexts. 

Moreover, the study emphasizes that personal disclosures are most impactful when congruent with 

a brand's fundamental principles. Authenticity is essential, but consistency between the influencer's 

personal brand and the advertised product is as important. A discrepancy between personal 

disclosures and brand message might result in consumer distrust and disengagement. This 
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discovery corresponds with Beverland's (2005) research, which highlighted that effective brand 

connections are founded on trust, authenticity, and congruence between personal and brand values. 

 

5.4 Recommendations 

 

This study's findings yield several recommendations for brands and influencers aiming to utilize 

personal disclosures in their marketing strategies, informed by the cultural and contextual realities 

of the Ghanaian market and broader trends in global influencer marketing. 

Brands should collaborate with influencers that can honestly portray themselves and give personal 

narratives that resonate with the brand's image and values. Authenticity is regularly recognized as 

a crucial element in fostering trust and engagement, and firms collaborating with influencers who 

exhibit a true demeanor are more inclined to develop enduring relationships with consumers. 

According to Schouten et al. (2020), followers must regard the influencer's authenticity as genuine 

and relevant, hence strengthening the emotional connection between the customer and the 

business. 

Secondly, it is imperative for companies and influencers to be attuned to cultural subtleties about 

personal disclosures. In Ghana, privacy is culturally paramount, and over sharing may result in 

diminished respect and withdrawal. Influencers ought to concentrate on disseminating relatable 

personal narratives while steering clear of anything that may be perceived as excessively intimate 

or contentious. Harrison and Shaw (2020) assert that cultural context significantly influences the 

reception of personal disclosures, necessitating that influencers comprehend these standards to 

uphold credibility and trust. 

Thirdly, personal disclosures must be strategically matched with the brand's messaging. 

Influencers must ensure that their personal narratives are pertinent to the products or services they 
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endorse and that these narratives complement the brand's ideals. Brands must instruct influencers 

to communicate disclosures that augment the campaign's overarching message and storyline, 

maintaining coherence between the influencer's personal story and the supported product. This 

method fortifies the connection between the influencer and the consumer while augmenting the 

credibility of the marketing message. Biswas and Roy (2015) emphasize that alignment between 

personal narratives and brand ideals is essential for establishing trust. 

Moreover, brands must contemplate the legal ramifications associated with personal disclosures. 

Influencers must recognize the possible legal ramifications of disseminating personal or sensitive 

material, particularly concerning privacy and defamation issues. Brands must guarantee that 

influencers comprehend legal constraints and that their disclosures adhere to privacy rights and 

local regulations. This factor is especially significant in Ghana, where legal frameworks regarding 

privacy and defamation may be less defined than in other markets. Brands must instruct influencers 

on ethical and legal disclosure standards to mitigate any legal issues. 

Brands and influencers must consistently evaluate the efficacy of their personal disclosure tactics. 

It is essential to actively solicit feedback from followers to comprehend the reception of personal 

disclosures. Brands can assess engagement indicators, including comments, likes, and shares, to 

evaluate the influence of personal disclosures on brand-consumer interactions. This data can 

thereafter be utilized to enhance marketing strategies and guarantee their ongoing relevance to the 

target audience. 

For organizations opting not to collaborate with influencers yet seeking to employ personal 

disclosures to foster direct interactions with customers, it is essential to select a suitable dynamic 

that provides reciprocal advantages. Effective personal disclosures by brands may humanize the 
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brand, cultivate trust, and enhance consumer loyalty. Brands can utilize many dynamics in this 

context: 

• Brands may convey their origin narratives, obstacles encountered, and achievements 

attained to establish an emotional bond with consumers. For example, narrating the origin 

of the company, the difficulties encountered in surmounting obstacles, and the individuals 

driving the brand's objective can resonate with consumers. When executed with intention, 

narrative humanizes the brand and establishes it as an entity with a purpose that transcends 

just product sales. Roberts and Kihn (2021) assert that consumers are more inclined to 

establish enduring relationships with brands that provide relatable narratives in which they 

can feel emotionally engaged. 

• Brands can convey narratives regarding the individuals who contribute to their identity— 

such as employee highlights, behind-the-scenes footage, or accounts of teams developing 

products or services. This personalizes the brand by revealing the authentic individuals 

behind the emblem, hence enhancing client trust. It also allows customers to feel more 

aligned with the brand's internal culture, perhaps affecting their purchase choices. Brands 

that adopt transparency regarding their operations and personnel can cultivate deeper 

relationships with their customers (Zhu et al., 2022). 

• Brands can motivate customers to share their personal narratives and experiences with 

products or services. By cultivating a feeling of community and promoting reciprocal 

sharing, firms may express their appreciation for their customers' opinions. These 

narratives may be disseminated via the brand's social media platforms, websites, or 

newsletters. When customers perceive that the brand values and acknowledges their 

individual experiences, it fortifies the relationship and cultivates loyalty. Furthermore, 
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these customer-generated disclosures contribute to the establishment of social proof, which 

can significantly influence the decision-making processes of prospective customers (Keller 

et al., 2019). 

• Brands may cultivate trust by disclosing both their achievements and the obstacles they 

encounter. Transparency regarding business processes, ethical concerns, sustainability 

initiatives, and corporate social responsibility measures can enhance brand relatability and 

foster consumer trust. For instance, if a company is striving to enhance its sustainability 

policies or encountering challenges in its supply chain, it can transparently communicate 

this to its customers. Being transparent about issues not only exemplifies integrity but also 

encourages customers to engage in the road of development, thereby cultivating loyalty. 

Research by Seijts and Latham (2020) indicates that consumers value brands that candidly 

acknowledge their deficiencies and are more inclined to endorse them if they perceive the 

brand is striving for constructive transformation. 

• Brands can directly communicate with their customers by producing interactive content 

that encourages personal disclosures. This may encompass Q&A sessions, live video 

discussions, or personal blog entries that facilitate customer interaction with the company. 

Utilizing interactive material that integrates personal insights from the brand's leadership 

or team members fosters a sense of intimacy. Direct connection to the individuals behind 

the business cultivates a profound sense of trust and loyalty among customers (Liu et al., 

2021). 

• Brands ought to emphasis individualized connection with their clientele. This may be 

customized emails, individualized offers derived from prior encounters, or the use of 

clients' names in correspondence. Personalization fosters a sense of recognition and 
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appreciation, demonstrating an awareness of the customer's preferences and cultivating a 

more profound relationship. Furthermore, businesses may disseminate tailored 

communications from customer care agents or brand executives, providing a personal 

touch that fosters a sense of connection between customers and the organization (Sweeney 

& Costello, 2020). 

• Brands can recognize and collaborate with devoted customers possessing a robust social 

media presence, even in the absence of established influencer collaborations. These 

customers might serve as brand evangelists, disseminating personal experiences with the 

products or services. In exchange, brands could acknowledge these advocates by public 

commendations or provide unique items or services. This strategy leverages personal 

disclosures from consumers who already have confidence in the brand, fostering organic 

advocacy and enhancing customer relationships. 

Influencers should be motivated to produce value-oriented content that offers significant insights, 

education, or amusement. Followers are more inclined to interact with content that provides value 

beyond mere product advertising, like inspiring narratives, educational insights, or entertainment. 

Personal revelations can be integrated into these value-driven narratives, enhancing their appeal 

and relevance to the audience. According to Goffman (1959), influencers must uphold "facework" 

that corresponds with their public image and preserves their credibility when narrating intimate 

anecdotes. 

 

5.5 Limitations of the Study and Suggestions for Future Research 

 

This study offers significant insights into the impact of personal disclosures on brand-consumer 

relationships in Ghana; however, several limitations must be recognized, as they highlight 



63  

opportunities for enhancing future research and broadening the academic and practical significance 

of the subject. 

Although the sample size of 12 influencers and 55 followers may be deemed sufficient for 

qualitative research, it is very small, thereby constraining the scope and depth of the results. A 

larger and more diversified sample could provide a more thorough understanding of the impact of 

personal disclosures on brand-consumer relationships across different influencer domains and 

consumer categories. A more varied sample would encompass a greater array of opinions, 

enhancing the generalizability of the findings to the broader community. Consequently, next study 

may employ a mixed-methods approach, integrating qualitative and quantitative methodologies to 

yield deeper insights into the dynamics of personal disclosures in influencer marketing. A mixed- 

methods approach enables researchers to triangulate data from several sources, so providing a 

more comprehensive analysis. Quantitative surveys may quantify the effects of personal 

disclosures on consumer engagement and brand trust, whilst qualitative interviews or focus groups 

could yield profound insights into the personal experiences and attitudes of influencers and 

customers alike. 

The study's singular emphasis on Ghana constitutes another shortcoming. The findings are 

especially pertinent to the Ghanaian market; nevertheless, they may not be entirely applicable to 

other African nations or worldwide markets due to variations in cultural norms around privacy, 

self-disclosure, and social media interaction. What is effective in Ghana may not be applicable to 

other regions where cultural perceptions of privacy and personal disclosure may vary considerably. 

In certain cultures, personal disclosures may be perceived as intrusive or improper, while in others, 

they could be promoted as a method for fostering personal bonds. Consequently, next study may 

investigate the impact of personal disclosures in influencer marketing across several African 
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nations, analyzing the perception of these methods and their effects on brand-consumer 

connections within distinct cultural frameworks. A cross-cultural analysis may illuminate universal 

principles and region-specific practices that marketers and influencers should contemplate when 

utilizing personal disclosures. 

A significant weakness of this study is its emphasis on short-term engagement outcomes. The 

findings indicate that personal disclosures foster trust and engagement in the short term; however, 

the long-term effects of these disclosures on consumer loyalty, brand equity, and purchase 

intentions are ambiguous. The dynamics of brand-consumer connections, especially in influencer 

marketing, may change over time, with long-term impacts potentially different from short-term 

benefits. Future research may adopt a longitudinal methodology to monitor the enduring effects of 

personal disclosures on consumer behavior over prolonged durations. This would facilitate a 

deeper comprehension of the evolution of trust, engagement, and emotional connection over time, 

and if personal disclosures result in enduring brand loyalty or if the novelty of these disclosures 

diminishes. Moreover, subsequent research might examine the impact of personal disclosures on 

consumer behavior across various social media platforms. The dynamics of interaction and trust- 

building change each platform, since Instagram, Twitter, and YouTube provide distinct forms of 

interactivity and content formats. Assessing the efficacy of personal disclosures across different 

platforms may yield significant insights for marketers aiming to customize their strategies 

according to platform-specific engagement standards. 

A vital area for future inquiry is the examination of legal and ethical implications of personal 

disclosures in influencer marketing. As global privacy legislation advances, comprehending the 

legal parameters of personal disclosures in marketing will be crucial for both influencers and 

corporations. This is particularly significant in nations like Ghana, where privacy legislation may 
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lack the clarity and enforcement found in other areas, such as the European Union with its General 

Data Protection Regulation (GDPR). Future research may investigate the legal ramifications of 

disseminating personal information in influencer marketing, concentrating on aspects such as data 

protection, permission, and the potential hazards of infringing upon consumer privacy. 

Comprehending these legal factors will assist influencers and businesses in maneuvering through 

the intricacies of personal disclosures, so circumventing legal hazards and upholding ethical 

standards in their marketing endeavors. 
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APPENDICES 

APPENDIX I 

Survey for Social Media Influencers 

Hi there. Thank you for participating in this research. My name is Abraham Ofori-Henaku. I am a 

postgraduate student at the University of Media Arts and Communications – Institute of Journalism 

(UNIMAC-IJ). As part of my final dissertation, I am conducting a research on how personal 

disclosure can be leveraged as a strategic marketing tool to build brand-consumer relationships; 

referencing how influencers already use personal disclosure as a strategy, their motivations, and 

the cultural context behind their content. 

In other words, I seek to explore how personal disclosures by social media influencers impact 

consumer trust and engagement. Thus, we will be discussing your experiences with personal 

disclosure and its role in your social media strategy. Your responses will be analyzed along with 

those of other participants to identify common themes and insights. Kindly note that this is 

confidential, and your responses will be addressed anonymously. I will also encourage you to 

provide honest responses. 

Questions 

Background and Role of Social Media Influencer 

1. Can you tell me about your journey as a social media influencer and how you started 

building your following? 

2. What platforms do you primarily use, and what type of content do you focus on? 

Types and Frequency of Personal Disclosure 

3. How often do you share personal information with your followers, and what kinds of details 

do you typically include? 

Motivations for Personal Disclosure 

4. What motivates you to share personal aspects of your life with your audience? 

5. Do you think sharing personal content helps build trust and engagement with your 

followers? 

6. Are there specific benefits you've noticed from sharing personal content? 

Cultural and Social Influences 

7. How does the cultural context in Ghana influence your personal disclosures? 
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Audience Engagement and Consumer Response 

8. How do your followers usually respond when you disclose personal information? 

Risks and Challenges 

9. Have you encountered any challenges or risks associated with sharing personal content? 

10. How do you manage privacy concerns while balancing the benefits and potential 

downsides of disclosing personal details? 

Thank you so much for participation. 
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APPENDIX II 

 
Survey for Followers of the Influencers 

Hi there. Thank you for participating in this survey. My name is Abraham Ofori-Henaku. I am a 

postgraduate student at the University of Media Arts and Communications – Institute of Journalism 

(UNIMAC-IJ). As part of my final dissertation, I wish to explore how influencers’ personal 

disclosures impact your trust and engagement with their content. Ultimately, I hope to explore the 

various personal disclosure dynamics that can be leveraged as strategic marketing tools by 

Ghanaian brands to build customer relationships. Thus, your participation in this research will help 

me understand your attitudes, perceptions, and engagement with influencers' personal disclosures, 

as their followers. 

I will encourage you to answer the questions honestly and rest assured that all your responses will 

remain confidential, and findings will be reported anonymously. Please note that you are free to 

withdraw from this survey at any time. 

Questions 

1. Personal Connection and Trust 

1. How do you feel when influencers share personal details about their lives? Does it 

increase your trust in them? 

2. Can you share a specific example where an influencer’s personal story resonated 

with you? 

2. Impact on Engagement 

1. When an influencer shares personal information, are you more likely to engage with 

their posts (e.g., like, comment, or share)? Why or why not? 

2. What kind of personal content makes you more likely to engage with a post? 

3. Cultural Considerations 

1. Do you think the cultural context in Ghana affects how you respond to personal 

disclosures from influencers? How so? 

2. Are there any cultural factors or expectations that shape how you view personal 

disclosures? 

4. Authenticity and Skepticism 

1. Do you ever doubt the authenticity of personal disclosures from influencers? Why 

or why not? 
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2. Has there been a moment where you felt an influencer was being disingenuous with 

their personal story? 

5. Influence on Purchase Decisions 

1. Have personal disclosures from influencers ever influenced your decision to 

purchase a product or service they promoted? Please explain. 

2. Can you share an example of when this happened? 

6. Overall Sentiment 

1. How do you generally feel about influencers sharing personal information? Do you 

think it’s a good marketing strategy? 

2. How does it shape your long-term relationship with the influencer? 

Thank you for completing this survey. 
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